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1948 PASSENGER CARS, ALL COUNTIES 


PLUS REGULAR FEATURES AND DEPARTMENTS 
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Skilled, specialized personnel serves 
also in the development of — 
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With audiences both small and large, 
visual interpretations are most effective. It 
has been the privilege of The JAM HANDY 
Organization to help design visual aids 
to help get ideas across, and to help get 


them used with the greatest effectiveness. 


The JAM HANDY 


Special Devices for Personnel Training 


INDUSTRIAL MOTION PICTURES + VISUAL PRESENTATIONS oe 
TRAINING ASSISTANCE « SLIDE FILMS 
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Commercial Motion Pictures (Production 
NEW YORK - WASHINGTON - PITTSBURGH - DETROIT - DAYTON -. CHICAGO - LOS ANGELES and Distribution) 
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15 too late 


now: 


These days, by the time a woman gets 
to the store, it’s likely to be too late to do 
much about influencing her purchases. 


For as more and more grocery and 
drug business is done through self-service 
stores, less and less selling is done in the 
store itself. 


The best way to make sure that a cus- 
tomer comes out of the store with your 
product in her shopping bag is to make 
sure that she went into it with your 
product on her shopping list. 

And that calls for advertising .. . 
steady, consistent, powerful advertising 
... the very best advertising you can get. 


YOUNG & RUBICAM, INC. 


Advertising 


New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City London 
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°K Popular Mechanics—with over a million circulation, 


and 4,500,000 male readers—gives you a big man market 
and the best prospects for any man-bought product. 
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Of every 12 American men, one reads Popular Mechanics. 
That’s a thick slice of the national market for 
man-bought products. More important still, this one man 
in every dozen is your best prospect for anything 

men buy. 


The Popular Mechanics reader has a hunger for facts 

and ideas that’s never satisfied. That’s why he reads ads 
deliberately. That’s why he’s more responsive to 
advertising. And that’s why he’s known to his neighbors 
as the man to consult before they buy advertised products. 


Don’t miss this big man market .. . this influential man 
market . . . this best man market. 


_ _ POPULAR 


27' menin every cozen © Reach the P, M. MIND | i 


MECHANICS 
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Here 1s the Pot of Gold 


at the End of the Rambow 
for HYGEIA Advertisers 


“IT MUST BE GOOD .. . It's 
marked with the A.M.A. Identify- 
ing Emblem.” So goes the 
comment by Mr. and Mrs. Health- 
Wise Consumer—the men and 
women who can “afford” the 
products that contribute to 
healthful, comfortable living. 
They know the value of the 
Emblem. 


As a Hygeia advertiser, you are 
entitled to the use of the A.M.A. 
Identifying Emblem in collateral ad- 
vertising and on labels of food, foot- 
wear, cosmetics, kitchenware and a 
thousand other adjuncts to healthful 
living. 

Your product is entitled to the prestige 
with which consumers everywhere 
regard the good merchandise 
“Accepted for Advertising by the 
American Medical Association.’’ That 
acceptance, and the wider, more 
profitable market it opens to you is 
available when you 


ADVERTISE YOUR PRODUCTS 

IN HYGEIA and 

FOLLOW THROUGH WITH THE 
A.M.A. IDENTIFYING EMBLEM. 


Ask us about a Hygeia’'s advertising 
program for your product NOW|! 


Hygela 
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He Picked Up a Check for $405 Million 


HE average metropolitan Washington house- 

hold spent $1,070 ' in food stores in 1948— 
37.8% more than the national average. That 
adds up to $405 million—or mighty good eat- 
ing—for the area.” Made possible by a phe- 
nomenal effective buying income of $6,141 per 
family * (the nation’s highest), it is one more 
proof that Washington, D.C. is a quality market. 


For the first eight months of 1949 The Star 
carried 11.6% more local—and 70.6% more 
national—grocery advertising * than the second 
Washington paper. Advertisers who capitalize 


on a good Washington habit find that the way 
to sell groceries is through the pages of The 
Star. 


1Printers’ Ink Sales Planning Guide, May 27, 1949 

2 As defined by the Bureau of the Census 

%Sales Management Survey of Buying Power, May 10, 1949 
‘From Media Records data 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by Dan A. Carroll, 110 E. 42nd St., 
NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 
Member: Bureau of Advertising ANPA, Metropolitan Group, 
American Newspaper Advertising Network, Inc. 


THE EVENING STAR BROADCASTING COMPANY OWNS 
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AND OPERATES STATIONS WMAL, WMAL-FM, AND WMAL-TV 
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_ SOUTHERN 
RAILWAY SYSTEM 


WHEN YOU'RE HIRING A TOP-FLIGHT 


BE SURE TO LOOK AT HIS RECORD 


A MAGAZINE IS ONE OF YOUR SALESMEN IN PRINT. AND HERE IS 
NEWSWEEK’S 11/2-YEAR RECORD IN THE TRANSPORTATION FIELD. 


nepencentnanenente 


Spee vis 


|\CANADIAN 


NATIONAL 


GAITISm OVERSEAS Aimways Conpenation 


s Norfpotk. Wester yo ° Burlington 
‘ RAtLWaY Letih éStih Route 
RAILWAYS, inc. 

@ Keeping pace with Newsweek's R ock NORTHWEST CUNARD % 
advertising growth, Newsweek's Island , ent WH ey 
1949 circulation is the highest in AIRLINES a 
its history. 

[when yw ge 60 PENNSYLVANIA 

- AIR FRANCE RAILROAD 

4 30 TEARS OF Oviawarie FiviMe ® oO Dereong Ze Valen oO 
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Newsweek’s Acceptance 
Has Grown 
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UNION PACIFIC 
RAILROAD 


Rank Among ALL Magazines by Pages of Transportation Advertising 


66¢ out of every dollar spent for 


travel and recreation comes from 
only 2/5 of all U.S. families .. . the 2/5 
with the highest incomes. 

85.5% of Newsweek’s families is con- 
centrated in this highest-income group 
that accounts for 66% of all travel and 
recreation dollars. 

Newsweek offers more top-income fam- 
ilies per advertising dollar—at the low- 
est cost per thousand—than any other 
weekly, biweekly, or monthly magazine. 

Newsweek's more than 800,000 fami- 
lies travel over 314 billion miles a year. 


1938 > 1949 

(First Six 

Months) 
Time 1 4 Time 
New Yorker 2 NEWSWEEK 
Nat'l Geog. 3 Business Week 
Travel 4 4 Sat. Eve. Post 
Atlantic Monthly 5 5 New Yorker 
Sat. Eve. Post 6 6 Holiday 
Town & Country 7 7 U. S. News 
Harper's 8 8 | Nat‘l Geog. 
Fortune 9 9 Sunset 
Vogue 10 10 Life 
NEWSWEEK 11 Collier's 


Newsweek Ranks So High with the Transportation Industry 


They travel 4 times as much as the U. S. 
average by air and 3 times as much as 
the U. S. average by rail. 

Moreover, Newsweek delivers more 
leaders in business, industry, and govern- 
ment per advertising dollar than any 
other weekly, biweekly, or monthly mag- 
azine. And these are the leaders who are 
directly and indirectly responsible for the 
shipment of vast freight tonnage within 
this country and abroad. 

No wonder the 15 largest transpor- 
tation advertisers place more pages in 
Newsweek than in any other magazine. 


ha Tt Transportation Companies Advertise in Newsweek 


CANADA 
STEAMSHIP LINES 


PAN AMERICAN 


Worto AIRWAYS 
eh The Splem ol the Tying Chppers 


AIR LINES 


TRACE LINE 


Go hilinan 


Export LINES 


AMERICAN 
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Santa Fe 
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The friendly 
Southern Pacific 


L\YKES LIMES 


bykes Bros. Steamship Ce., Inc. 
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British Commonwealth 


Pacific Airlines Ltd. 


Aturnan Side 


The eight little posters are as authentic in everything ; 
but size as the big jobs you see in your travels. They're © 
faithfully reproduced in full color including the poster 7 
panel, on sheets of high-grade, white cardboard, designed © 
to withstand the wear and tear they'll naturally get. The 
unit includes directions for separating the advertisements § 


(which come in a sheet) and setting them up. They stand, 7 


SAGA FOR A RUG 


What’s the point of riding an imaginary railroad unless 
you've got pretty sign boards to relieve the monotony of 
the living room axminster? No point at all. And The 
Lionel Corporation and Standard Outdoor Advertising, 
Inc., are prepared to do their bit—jointly—to make any 


model railroad look more like its real-life counterpart 
with the addition of scaled-down outdoor advertising 
boards, advertising such commodities as Wrigley’s Spear- 
mint Gum, Kellogg’s Corn Flakes, Nash cars, Heinz 
Soups, Kleenex Tissues, Ford cars, Baby Ruth Candy— 
and, getting in the licks where they'll do the most good— 
a special design for Lionel Construction Kits. 


Smart business it is, too. The more authentic the model 
train, the more equipment Junior will want. The more 
Junior sees his miniature outdoor signs, the more signifi- 
cant will, say, Kellogg’s be to him. And don’t forget, 
it’s an old story about Dad refusing to let Junior play 
with the model train because he’s too busy playing with it 
himself. Old, but true. And Daddy also buys automobiles 
(paging Nash and Ford), and eats (perhaps Kellogg’s 
will find its way to the breakfast table, thanks to the 
miniature signs), and blows his nose (Kleenex, of 
course ). 


NOT THE DELAWARE ... this is the Lionel. And don't be 


misled by the signboards . . . part of a three-way tie-in. 


Lionel and Standard got together on this deal, which 
will include distribution of 2,400,000 miniature “O” 
gauge poster panels in 300,000 sets of the eight designs, 
with Lionel’s 1949 Christmas catalog. Actually, the deal 
is a triple-header. For the eight advertisers, including 
Lionel, contributed to the setup, too. Standard Outdoor 
Advertising says, “‘[ The tie-in] is designed to strengthen 
home interest in advertising as part of the Nation’s iden- 
tity and answers a large-scale demand from model rail- 
road enthusiasts for real-life advertising to bring authen- 
ticity to home layouts .. .” 


individually, on their own frames, in a dark green color, | 
just like the real ones. Cost is shared by the advertisers, 
Lionel and Standard. The latter is, if you didn’t already 


know, a non-profit organization which devotes itself to 7 
the development of a better understanding and apprecia- 7 


tion of the outdoor advertising medium. 


Lionel is backing things up with advertising in national 


publications with a joint circulation of 100 million. The 7 


majority of the sets will go to homes where the model 
railroads are a family project. To do this, Lionel is using 
special lists. The advertisers are thus assured that Papa, 
Mama, Auntie, and Gramps will all see the advertising, 


é 
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If the audience for each design totals six persons, adds ~ 


Standard, some 15 million people will get the Nash, et al, 
message. 


f 
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And the living room rug will get considerably rural. : 


hy 


HOW TO DISCUSS WINE 


4 


Producers of things for sale have many ways of check- ¥ 


ing and testing their products for quality, effectiveness, 
performance or whatever is claimed for them. But the’ 
pleasantest “‘test’’ we know takes place at the Charles 
Krug Winery in the Napa Valley, California. 


Monday evenings—in the shadow of hills which at 
sundown take on wine colors and the purples of the} 
grapes in the vineyards covering their lower slopes— 
Robert and Peter Mondavi, members of the Mondavi- 
family who are owners of the winery, with their technical” 
staff foregather in a small room on the winery premises. ] 
At times they are joined by several fortunate friends who 
have earned the distinction of being called amateurs of 
wine. The purpose of these gatherings is to discus 
Charles Krug Wines. 


e . . . ” § 

One of the more delightful meanings of “discuss 
“to consume appreciatively,” the winery owners remind 
us. 


The Tastings were started in 1943. Bob Mondavi, of 
this family whose devotion to excellence in wine is almost) 
a religion, says, ‘““The original purpose was to train the 
younger members of our organization to follow closely” 
the principles of winemaking my brother and I wishe 
to establish as a basic pattern. By constant tasting, dis* 
cussion and comparison of wines we all developed out? 
palates and learned quickly to detect various features i 
wine, such as types of acidity, residual sugar, varietal) 
characteristics, and bouquet, to. name a few.” 
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Quality Products 


can be advertised profitably only in magazines 


whose subscribers have high incomes. 


* 


Incomes of the subscribers to U.S.News & World Report 
have been checked, double checked, triple checked in 
three separate research studies’ made in 1949....... 
Upwards of 100 quality consumer products are regularly 
advertised in U.S.News & World Report, 95.1% of 


whose subscribers have incomes of $3,000 or more. 


* 
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ent researches on request, giving 
number of subscribers in $3,000, 
$100,000 and intermediate brackets. 


C tj 
*Complete copies of these independ- es (lass 
'e; mich 


Circulation guarantee 350.000 


Bonus: 25.000 average for the year 19J9 


U.S.News & World Report 


WASHINGTON 


* USEFUL NEWS FOR IMPORTANT PEOPLE * 


(Knowledge is Power 
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SPECIAL OFFER 


In return for: 


YOUR CHRISTMAS LETTER 
TO YOUR CUSTOMERS 


We'll send: 


OUR 25 "SALES LETTERS 
OF THE MONTH" 


It’ll cost you only the price of a post- 
age stamp to send us your Christmas 
or “year-end” letter ... either the one 
you sent your customers last year or 


the one you’re planning this season, 


In return you'll get—at no charge—the 
25 best November letters from SALES 
MANAGEMENT’S “Sales 
Round Table,” including the prize 


Letter 


winners of the month. These letters 
are picked from entries submitted, each 
month by over 500 “Round Table” mem- 
bers among the sales organizations of 
leading companies all over the nation. 
(Information. on. how. to. join. the 


“Round Table” provided on request.) 


Your Christmas letter must be in our 


hands by November 25th. Send it to— 


“SALES LETTER ROUND TABLE” 


c/o SALES MANAGEMENT 


386 Fourth Avenue 
New York 16, N. Y. 


Generally, each tasting is limited to a certain variety 
or type of wine, white or red. The ritual involves taking 
samples of the same wine at different stages of its develop. 
ment—don’t forget that wine is alive—some sample 
right from the cask, some after a few months in the bottle 
and some of earlier vintage years with a year or more of 
bottle aging. And then, the Mondavis tell us, there are 
the highly interesting comparative tastings of experimental 
wines made in small batches “to test various laboratory 
and winery controls.” Sometimes these comparative 
tastings may lead to the addition of a new wine to the list, 
More frequently they lead to a change in production 
methods. 


a atelee —_ 


SOBER UNDERTAKING . . . is this wine-tasting session at 
Charles Krug Winery in the Napa Valley of California. 
Out of it may come a new wine—or better production. 


But friendly and relaxed as is the atmosphere of these 
tastings, there is no tolerance of yes-man attitudes. The 
Mondavis and their technical staff are very serious in their 
aim of “‘parlaying,” as they put it, “a winemaking theory 
into a great wine.” If it so happens that they all agree at 
first on a given wine, “we are apt to be suspicious and 
work it over again,” Bob Mondavi smiles. They find 
differences of opinion more often lead to the right cor- 
clusion. 


The winery sells through dealers. Distribution is still 
in the process of being built and, on a national scale, is 
not complete. The Mondavis say, “Our problem is not 
just to locate a distributor in a given area, but the right 
distributor, one who sells quality, not price.” But their 
sales outlets are growing. Coverage in California is pretty 
complete. 


Just recently they started some unusual advertising, ! 
that huckster word can be applied to the finely printed 
four-page mailing piece sent out late this summer to 2 
selected list of consumers and to Charles Krug whole 
salers and retailers. Entitled “Bottles and Bins,” it § 
produced like a small publication and bears the legend, 
“Uncorked and poured from time to time by Charles 
Krug Winery, St. Helena, California.” Exceptionally 
well written, in leisurely style, it chats intimately about 
wine, wine making, wine lore, and has comments fro 
“Our Amateur” on certain Charles Krug vintages. /™ 
winery intends to bring out “Bottles and Bins’ period 
cally and worthy souls, meaning those with a prope 
veneration for the delights of fine wines, may be added 
the list by writing to the Mondavis. 
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350 MILLION 2 DOLLARS | } 


in the Legion me during 
the first half of 1950... 


WILL BUY: 


Television Sets 
Radios 
Refrigerators 
More Insurance 
Appliances 
Furnishings 


Apparel 


THE AMERICAN 


LEGION 


MACATLINE 


Results 
Always Speak 
For Themselves 


The Quickest Way to Write a Success 
Story is to Advertise in a Magazine 
People Read 


Orders—old fashioned, cash-on-the- 
line orders—are the test of careful 
reading. And the orders really roll in 
for the many thousands who advertise 
in House Beautiful. That’s because a 
whopping 64.5% of all its subscribers 


moe | read House Beautiful thoroughly— 
eres line by line, page for page, cover to 


House Beautiful 


because she likes 


and she buys more 


silver because 


House Beautiful 


The magazine that creates more Sales Action 


cover—every month in the year. And 
-here’s what House Beautiful’s thor- 
ough readership has meant to a few 
| delighted advertisers. 


2,736 coupon returns in 30 days 


A furniture manufacturer used a 4- 
color page in House Beautiful’s April 
| 1949 issue. The ad contained a coupon 
‘offering a booklet of color scheme ad- 
| vice. 2,736 requests for the booklet 
| were received within 30 days after the 
magazine was on the stands. More 
proof that the House Beautiful audi- 
lence is an actively interested audience. 


2,000 requests for booklets 


A decorative fabric manufacturer 
| ran a black and white page in the 
| March 1948 House Beautiful. At the 
|bottom of his advertisement was the 
|line “Send For Free Booklet On How 
To Make A Slipcover.” Two thousand 
requests for the booklet had come in by 
May first, and more kept arriving. 


3,000 inquiries in 12 months 


A full-page, 4-color advertisement 
on curtains appeared on Page 150 of 
ithe March issue of House Beautiful. 
Way down in the main body of the 
copy was the statement “If your dealer 
can’t supply, send for name of nearest 
store.” Three thousand inquiries were 


2 | DON’T LET YOUR WIFE READ 
> HOUSE BEAUTIFUL wa/ess you 


want her to buy silverware. 
SALES MANAGEMENT 


received within six weeks of the maga- | 
zine’s publication, and extra help had 
to be hired to answer this unprece- 
dented volume of mail. 


562 orders on the first try 


A new advertiser, selling a $5.95 
aluminum storage chest, was “over- 
whelmed with orders for 562 chests” 
on his first venture into House Beau- 
tiful. “Our appreciation to you who 
make House Beautiful and to your 
readers,’ he wrote. “It is a very pleas- 
ant task to commend you for splendid 
results.” 


Surprise for the mail-order experts 


) Disregarding the belief of mail- | 
order experts that July is far from the 
best month in which to sell housewares, 
the manufacturer of a silver detar- 
nisher decided to sound out the market 
with a 1/12 page advertisement in| 
House Beautiful. Although the prod- | 
uct Was new, unknown, and had never 


previously been advertised, it pulled 
949 orders at $1 a piece from this 
, single House Beautiful insertion. “This 
t is not only phenomenal for a July re- 
C turn,’ say the experts, ‘“‘but also for a 
p product that sells primarily through 


personal demonstration.” 


4,000 dozen highball glasses 
from 2 small ads 


: “Could you imagine,” wrote an im- 
‘ porter of china and glassware, “that | 
: over 4,000 dozen highball glasses | 
; would be sold by our two small ads in 
j your October and November issues? 
. The results flabbergasted us! Be hon- 
est, now. You’re surprised, too.” 
So, being honest, we admit that the 
large orders our readers send direct to| 
‘ our advertisers never fail to give us a 
f big bang. Nothing gives us a warmer 
1 a the mgm that we've He reads 
played a part in bringing success to : 
advertisers in their search for people House Beautiful 


who recognize a quality product when 


sr send shout ie. because he sells 


re . 
beautiful 
a FREE ENTRY BLANK ii 
HUGE CASH PRIZES 
CAN BE YOURS 
Just complete this sentence in 25 words 
or less, ‘*Send your man around imme- and he sells more 
) diately to tell me how I can get more 
| customer response per advertising dol- silver because 
lar for my product, the one and only 
he reads 
. 
> House Beautiful 
(place for name and address} . © 
‘ The magazine that sells both sides of the counter 
- Tear out and mail to HOUSE BEAUTIFUL, 
572 Madison Avenue, New York City 
*P.S. In case of tie, duplicate prizes 
will be awarded. 
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WHO HAS UNCHANGED 
LISTENING HABITS IN IOWA 


<> 


q 
ese [Gf 1owa COUNTIES: 


lr takes more than power (or proximity) 
to attract and hold a radio audience. It 
takes programming. 


In the ring of 14 counties selected by 
Station ““B” for a late 1948 telephone co- 
incidental, most have signals stronger than 
WHO because of geographical location. 
Regardless of this fact, the 1949 Iowa 
Radio Audience Survey shows that from 
5:00 a.m. to 6:00 p.m. the 14 county 
average percent “listened -to- most” is 
38.8% for WHO and 4.2% for Station 
ad | Mik 


Iowa has 38 commercial stations, each 
of which puts an excellent signal into a 
certain number of homes. Thus if signal 
strength were all-important, State-wide au- 
dience preference would hardly be possible 
for any one station. 


Actually, the listening habits of the 
people around Waterloo are very like 
those in every other section of Iowa. In 
virtually every area WHO’s programming 
and Public Service have for many years 
won and held the largest share of the 
audience. In 1949, WHO is “listened- 
to-most” in 57 of lowa’s 99 counties! Ask 
us, or Free & Peters, for all the facts. The 
evidence is overwhelming and conclusive. 


*These 14 counties were used in a 1948 


coincidental area study. 


The 1949 Iowa Radio Audience Survey is 
the twelfth annual study of radio listening 
habits in Iowa. It was conducted by Dr. 
F. L. Whan of Wichita University and his 
staff, is based on personal interview of 
9,116 Iowa families, scientifically selected 
from cities, towns, villages, and farms. It 
is universally accepted as the most authori- 
tative radio survey available on Iowa. 
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+ for lowa PLUS + 


Des Moines .. - 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 


National Representatives 
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NEWS REEL 


Cc. L. SCHROEDER 


Joining Knapp-Monarch Co., he is appointed sales 
manager of the Sparklets and Chemical Products 
Division to head expanding sales and merchandising. 


LYLE C, ROLL 
Elected a director of the Kellogg Co., he is assist- 
ant to the president, has been both salesman and 
sales executive for the firm he joined 22 years ago. 


R. B. HEATH 


Elected a vice-president of the Rockwood Sprinkler 
Co. by board of directors, he has served the firm 
since 1920, as general sales manager since 1943. 


DONN R. COURT 


Newly elected vice-president in charge of sales of 
the Cutter Laboratories, Berkeley, Calif., which 
he had joined in 1946 as general sales manager. 


E. N. GUILD 


Former sales executive of Norge Division, Borg- 
Warner Corp., named general sales manager Victor 
Products Corp., headquarters in Hagerstown, Md. 


MEYER LOEBELSON 


With Lightolier, Inc., since 1921, he has been ap- 
pointed general sales and advertising manager to 
co-ordinate both activities under a single office. 


STEWART ROBERTS 


Formerly with The American Magazine, he is named 
director of merchandising and assistant sales man- 
ager, a newly created post, for The Magnavox Co. 


NEWTON KOOK 
A sales executive with Schenley Distillers Corp. 
for the past 16 years, has been appointed general 
sales manager of W. A. Haller Corp., Philadelphia. 


IS SALESMANSHIP 
DEPRESSION-PROOF? 


Editor, SALES MANAGEMENT: 


During so-called prosperous times the 
manufacturers, wholesalers, distributors, 
retailers and other business proprietors 
have lapsed into a “wait for the cus- 
tomer” attitude. 


When the supply of manufactured 
goods increases and the customer’s in- 
come decreases the consumer immediately 
gets price conscious. 


He figures that he does not need the 
goods as badly as he thought he needed 
them during so-called prosperous times. 

Most business people have forgotten 
how to distribute and sell goods efh- 
ciently. Hundreds of thousands of people 
have gone into business during the pros- 
perous years and do not know how to 
sell during a “depression.” 

Efficient selling will not increase the 
cost of goods to the consumer. It merely 
requires proper training to enable the 
business proprietors and dealers to effi- 
ciently distribute the goods and convince 
the consumer that it is to his advantage 
to buy... 


“Salesmanship” must be distinguished 
from order taking. Salesmanship is a 
splendid career. Salesmanship is necessary 
to maintain a prosperous economy. Sales- 
manship is the best paying profession in 
the world. But salesmen must be properly 
trained. 4 

WiLuiaM  R, 
President 
Palmer School, Inc. 
Philadelphia, Pa. 


STEIN 


QUESTIONS BROPHY 
ON “LAZY WAY" 


Editor, SALES, MANAGEMENT: 


I should like to question your endorse- 
ment of Thomas D’Arcy Brophy’s article 
on “England's Lazy Way” in SALES MAN- 
AGEMENT of October 1, 1949. Like many 
other Americans, Mr. Brophy went to a 
foreign country to sell his country’s sys- 
tem. Mr. Brophy spent “several weeks in 
Europe” which evidently qualifies him 
as an “Inside the Inside” writer on Eng- 
lish Socialism ... 

I did not netice anywhere in Mr. 
Brophy’s article an explanation for his 
statement “Production costs are high (in 
England).” I assume the reason that 
should be given is a complex of incentive, 
technique, and production facilities. From 
historical evidence it appears that English 
plants are too old to produce efficiently. 
The assumption that only the “welfare 
state’ goals are the only restraints on 
lower production costs is incorrect. Mr. 
Brophy ignores the fantastic drain of 
resources required to hold together an 
empire and fight three victorious wars in 
the memory of living man. For a more 
realistic answer to high production costs, 
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let Mr. Brophy consult the financial his- 
tory of the Amoskeg Corp. in New Eng- 
land—let him look for Socialism behind 
every deserted plant in Connecticut, 
Maine, Vermont, where American in- 
vestors sat tight regardless of profit in- 
centives. 

GEORGE FIsk 

Pullman, Wash. 


SALES TERRITORIES 
Editor, SALES MANAGEMENT: 


As one of your customers, I am taking 
the liberty of asking if you could give 
me the names of any publications (books 
or business papers) which I might consult 
in preparing a paper on the subject 
“Planning and Evaluating Sales Terri- 
tories.” This paper will be presented at a 
conference of Trade Analysis Managers 
of the DuPont Company which is planned 
to be held in November. 


While I follow certain procedures and 
utilize certain market data in establishing 
sales territories within our own organiza- 
tion, I would like to have the benefit of 
outside “professional” counsel in present- 
ing the subject for the purpose stated 
above. 

Any information you might give me 
would be on a personal basis, and would 
be appreciated greatly. Hoping to have 
the pleasure of hearing from you in the 
near future, I remain 


STEPHEN E. MAGILL, Manager 

Trade Analysis Section 

E. I. DuPont De Nemours & Co., Inc. 
Newburgh, N. Y. 


(Recommended reading: Introduction 
to Sales Management, by Dr. Harry R. 
Tosdal; Marketing Handbook, by Dr. 
Paul H. Nystrom; Sales Management, by 
Herman C. Nolen and H. H. Maynard; 
Marketing and Distribution Research, by 
Dr. Lyndon O. Brown.—The Editors.) 


SPEECH CUES 
Editor, SALES MANAGEMENT: 


I have been called upon to give a talk 
at the . . . on the subject of “How Can 
Sales Management Use Advertising Most 
Effectively.” In other words, what can 
advertising be expected to accomplish in 
the sales effort of a company? Prior to 
giving this talk, I hope to review past 
articles that have appeared on this sub- 
ject in your publication. 

Any help that vou might be able to give 
me in the way of a bibliography, would 
certainly be appreciated. 

Ropert G. HILL 
Manager of Advertising 
Columbia Steel Co. 

San Francisco, Calif. 


(SM’s Readers’ Service Bureau sup- 
plied Mr. Hill with tearsheets of: A 
Heart-te-Heart Talk to Salesmen About 


the Company’s Advertising (SM 7/1/45). 
Double Duty for Industrial Advertising 
Dollars (SM 11/1/45); How Armstrong 
Trains Salesmen to Merchandise the Ad. 
vertising (SM 12/1/45); Closer Sales. 
Advertising Tieup Augurs 25% Gain for 
Sherwin-Williams (SM 8/1/48); Sales 
Executives and Advertising (SM 9/1/49), 
—The Editors.) 


THEY WILLINGLY 
SHARE IDEAS 


Editor, SALES MANAGEMENT: 


I shall certainly be looking forward to 
some kind-hearted U. S. subscribers to 
your SALES MANAGEMENT magazine send- 
ing me his copies, and I shall be only too 
glad to send British counterparts. In this 
connection I think “Marketing” would 
perhaps appeal... . 

In my opinion such magazines as yours 
can go a long way to give a promotional 
boost to the sale of British merchandise 
in the United States, with the power and 
guidance that you wield, and undoubtedly 
favorably influence both American manv- 
facturers and the buyers of consumer 
goods that in exploiting part of the U, §, 
market they will be having, not a means 
of reducing the American sales, but of 
promoting them, because if we can only 
bridge our dollar gap it will mean that 
we can then start buying more from 
America in the way of things we really 
need, and which I have every confidence 
America wants to sell us. 


Let’s get to the position where we can 
cut out all these aids and loans and pay 
for what we want from America with 
goods and services which America wants 
because of their worth. 

Last year I had the pleasure of meet- 
ing—though unfortunately only for a few 
moments—Mr. Robert Whitney, President 
of the National Sales Executives, and | 
must say he has been particularly helpful 
in giving me information, or obtaining it 
for me, about the American market. 

All in all, those whom I have so far 
approached in endeavoring to get infor- 
mation and news about the U. S. have 
been most helpful, and it is my sincere 
hope that it will be my good fortune to 
reciprocate the many kindnesses shown to 
me by American businessmen and Ameri- 
can people generally whom I have met. 


Julian Rose, M.S.M.A., 
Export Manager 
Raphael Tuck & Sons Ltd. 
London, England 


(Mr. Rose refers to the note by SM’s 


editor, Philip Salisbury, in Significant 
Trends, Oct. 15, 1949, p. 36, suggesting 
that American subscribers send back 


copies to English sales executives unable 
to buy because of the dollar shortage. 
The first kind-hearted subscriber is James 
H. Collins who recalls his pleasant days 
in England 40 years ago and writes: “We 
should be bright enough to think up some- 
thing better than mailing back numbers. 
Mr. Collins has generously bought 4 
year’s subscription for Mr. Rose. 
Right on his heels came a letter from 
Hector Lazo, director of public relations 
Sunshine Biscuits, Inc., Long Island City, 
N. Y. Said Mr. Lazo: “I can imagine 00 
better contribution that we could make 
towards scientific sales management and 
improvement in British business than © 
let British sales managers take advair 
tage of this big free education we 8 
from SALES MANAGEMENT.” —The Editors.) 


SALES MANAGEMENT 


d to 
8 to 
end- 
y too 

this 
ould 


ours 
ional 
ndise 
and 
tedly 
anu- 
umer 
U.S. 
leans 
It of 
only 
that 
from 
eally 
lence 


» can 
pay 
with 
vants 


meet- 
| few 
ident 
ind | 
Ipful 
ing it 


o far 
infor- 
have 
ncere 
ne to 
wn to 
meri- 
met. 


A., 
; Ltd. 


SM’s 
ficant 
esting 

back 
inable 
rtage. 
James 

days 
4 “We 
some- 
bers.” 
rht 4 


from 
1tions, 
City, 
ine no 
make 
t and 
jan to 
dvan- 
re get 
jtors.! 


{ENT 


Sales Are-NOW? 


Em 


AS YOU CAN SEE, this is a mighty big 
country. And it is brimming with people. 
People who mean business for you—if you 
seek them out. People who are customers 
— your customers 


when you locate them. 


Has all this talk of softening markets 
frightened you into reducing your sales 
force? Of course, it hasn’t. Your Board of 
Directors, your stockholders, your employ- 
ees are counting on you to go on making 
sales—and making sales at a profit ! 


So you’re adding salesmen, trying to 
find better ones, stimulating them to make 
more calls, sell more customers, keep your 
goods moving. That’s only common sense. 


It is also only half the job! 


Analysed Your WHOLE Sales Force 
Recently ? 


Your magazine advertisements, too, are 
salesmen—paid for out of your sales 
budget. They call on the best customers of 
your best retailers. They create sales for 
the wholesalers and retailers to whom you 
sell and inspire their cooperation. 


Your magazine advertisements tell your 
sales message as you want it told, and best 
ofall... 


They enable you to make so many more 
selling calls per sales dollar! 


Are They Calling on the Right People ? 


The real question, today, about sales- 
men—men or magazines—is this: Are 


‘they making enough calls in the right 
places? 


Your men make their calls where your 
goods are sold. Your magazines make their 
calls where consumers live. You don’t ex- 
pect a man to make calls beyond his terri- 
tory. Can you, then, expect magazines to 
call on the consumers who live outside 
their territories? 


Just WHERE Do Consumers Live ? 


See those white spots on the map? They 
represent every single metropolitan county 
in the United States holding a city of 
50,000 population or more, or the overflow 
of such a city. 


In the entire country, there are only 238 
of them! 


Do all of the people in whom you are 
interested live there? Of course not! 


Nearly half the customers in America 
live outside these 238 metropolitan 
counties ! 


And they are good customers—rich in 
buying power—with many unfilled wants. 


Are your magazine sales messages call- 
ing on enough of them? Not unless you are 
using the rural magazines. 


For urban magazines—the leading gen- 
eral, weekly, women’s service and news 
magazines—concentrate their calls among 
consumers living in urban centers. 


Most of the consumers in most of America 
live in rural areas. That’s why in most of 
America a rural magazine, FARM JOUR- 
NAL, makes more calls than any other 
national magazine. 


Continued 


[_]238 METROPOLITAN COUNTIES 
Gi] MOST OF THE COUNTRY 


aking Enough Calls Where 


WINDOW SHADES of Vinylite plastic have qualities of toughness and durabil- 


ity combined with a smooth and lustrous finish. They will not crack nor shrink. 


.+«ssplatishades, unlike the ord- 
inary cloth shades, are resistant to 
moisture, flame, fading. cracking 
and shrinking. They do not ravel 
and are easily cleaned with soap 
and a damp cloth or sponge, thus 
reducing maintenance work to a 
minimum. The new shades have 
been made possible through the 
development of a new Vinylite 
plastic film specially formulated 
for the window shade market. This 
material is unaffected by mildew 
or insects and will not puncture 
or tear in normal use. The Plas- 
tishades -are available in ivory, 
white, green and tan. Manufac- 
tured by the Charles W. Brennan 
Co., 2045 Reading Road, Cincin- 
nati, O. 


OUNTING MACHINE with widespread 
Pplication in business is simple to operate. 
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oming your way... 


sessstickometer is a machine 
that accurately counts anything 
from dollar bills to World Series 
tickets at speeds up to 1,000 per 
minute. An optional imprinting 
device permits dating, coding, en- 
dorsing or canceling while count- 
ing. The machine is already meet- 
ing with wide acceptance in banks, 
department and specialty stores, 
utilities and transportation com- 
panies, food and drug manufac- 
turers, amusement and _ sporting 
enterprises, publishers and news 
distributors. Among the items 
handled—at speeds from 500 to 
1,000 per minute—are checks, 
tickets and coupons, stubs and re- 
ceipts, sales and production slips 
and even magazine cover “re- 
turns.” The Tickometer has two 
ascending counters. One is a “‘set- 
back” counter, controlled by a 
knob, for recording individual or 
partial “runs.” The other, which is 
inaccessible and tamper-proof, re- 
cords cumulative totals. The ma- 
chine is a product of Pitney-Bowes, 
Inc., Walnut and Pacific Streets, 
Stamford, Conn. 


«ss«Qlass frosting, a paint that 
gives the same effect as commer- 
cially ground glass, is now being 
marketed. The frosting, ready to 
use out of a can, provides a wash- 
able, durable surface through 
which clear light can enter—yet 
maintains privacy even under ex- 
treme illumination. It may be 
sprayed or brushed on. Glass 
Frosting is a development of 


POINT GUARD is a boon 
cold weather areas. It is easily installed. 


Sapolin Paints, Inc., 229 E. 42nd 
St., New York City 17. 


ssseeenewW ignition device is 
designed to eliminate “blue points” 
and help to prevent car starting 
failures in cold weather. “Blue 
Points” is the term used to de- 
scribe formation of blue tungsten 
oxide on the distributor points, a 
condition that develops when low 
temperatures cause a decrease in 
the electrical resistance of the 
primary system. Called the Point 
Guard, it is easily installed and 
does not have to be removed in 
summer and it will be available 
shortly for all types of motor cars. 
“Blue Points,” it is pointed out, 
are not generally recognized by 
car owners. They become baffled 
in periods of cold weather by fail- 
ure of a car to start even though 
the battery is in good condition 
and turns over the engine. They 
also are mystified by stalls during 
engine idle. Thus, according to 
the manufacturer, the application 
of the unit, requires an educational 
program for automotive mechanics 
and service stations in particularly 
cold areas to explain this cause of 
dificult cold weather starting and 
operation. The Point Guard is a 
product of The Electric Auto-Lite 
Co., Toledo 1, Ohio. 


to motorists in 


«««s:pocket stapler is said to 
perform with the fool-proof pre- 
cision of large and _ expensive 
staplers, yet measures only 23% 
inches long. It easily fits into vest 
pocket, purse, brief case or school 
bag. Called the Presto No. 30, it 
not only staples papers, fastens 
sacks, sandwich bags, and_pack- 
ages, but quick as a wink it swings 
open to become a tacker for bulle- 
tins, shelf paper, curtain tie-backs, 
etc. It is being marketed by Metal 
Specialties Mfg. Co., 3200 Carroll 
Avenue, Chicago 24. 
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Where Is Business Coming From ? 


If your distribution set-up is normal—chances are 
that at least half of your better dealers are serving rural 
America, too. Are they making sales? 

Here’s the kind of thing we’re hearing from rural 
America while big city papers are full of “‘sales” of 
price-slashed electrical appliances: 


@ The Carolina Power & Light Company’s electric dealers 
sell to 72,000 people in Charleston—17,000 in the rural 
area. Rural dealers have sold more units of electrical mer- 
chandise this year than all of Charleston. 


@ One Frigidaire dealer in a town of 900 in the Memphis dis- 


trict sold 75 refrigerators, 56 ranges, 15 water heaters in 
one month. 


@ Acity department store buyer in New York State received 
a carload shipment of refrigerators, ran a page cooperative 
ad with special offer. Result, one refrigerator sold in a 
week— business off 95°; . His next door neighbor, a rural 
appliance dealer in a town seven miles away, gained 10% 
over a year ago during the same period. 


@ A Westinghouse dealer in a town of under 5,000 in Ken- 
tucky had a Farm Family night during a local cloudburst. 
Attendance— 800. Sales up to midnight, $3,500. 


@ An Ohio dealer paid $3.60 for a classified ad calling atten- 


tion to a General Electric advertisement in FARM JOUR- 


NAL—sold a range to a farm family who came in with ad 
in hand. 


@® Another dealer, in a town of 10,000, makes most of his tele- 
vision sales to farm families. 


IN THE 10 MINUTES IT TAKES | 
YOU TO READ THIS FOLDER | 
RURAL ELECTRIFICATION IS MAKING 
90 NEW CUSTOMERS FOR APPLIANCES 


BY SUNDOWN TODAY 4,600 MORE RURAL HOMES 
WILL HAVE BEEN CONNECTED TO ELECTRIC LINES 


There’s MORE in Most of America 


Progress of rural electrification is just one of the 
forces contributing to rural buying power. Con- 
fidence in the stability of the market is seen in all 
fields and localities. 


More than half of all the high-volume grocery 
stores are today located in Main Street towns. We 
_can show you supermarkets in towns of fewer than 
a thousand people, from New York State to Min- 
nesota, doing from $400,000 to $800,000 in annual 
branded sales . . . drug stores in Indiana and 
Kansas that have remodeled to attract store traffic 
and sales increases of hundreds of per cent... 
70% of the automotive dealers are located in rural 
America, to sell and service the vast bulk of Ameri- 
can go-power. 


And FARM JOURNAL is in rural America— 
over it like a tent! 


If you subscribe to the sales managers’ axiom 
that the fellow who makes the most sales calls in 
the right places is bound to make the most sales, 
then you will put on your sales force the salesman 
which makes the most calls on most of America, 
FARM JOURNAL. 


In the most progressive farm homes in all 48 
states, you’ll find FARM JOURNAL—\the largest 
selling magazine in rural America. 


In the 34 big farm producer states, it outsells 
the only other farm national. 


In fact, in 8 great states, FARM JOURNAL 
reaches the largest consumer audience of any na- 
tional magazine carrying advertising. 


® Write us a letter, outlining the territory of any 
one of your salesmen. You'll be interested in what 
FARM JOURNAL can do for him—and for you. 


Farm Journal 


Biggest Salesman In Most of America 


Philadelphia 5, Pa. Graham Patterson, 
Publisher 
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WINDOW SHADES of Vinylite plastic have qualities of toughness and durabil- 


ity combined with a smooth and lustrous finish. They will not crack nor shrink. 


coming your way... 


++«ssplatishades, unlike the ord- 
inary cloth shades, are resistant to 
moisture, flame, fading, cracking 
and shrinking. They do not ravel 
and are easily cleaned with soap 
and a damp cloth or sponge, thus 
reducing maintenance work to a 
minimum. The new shades have 
been made possible through the 
development of a new Vinylite 
plastic film specially formulated 
for the window shade market. This 
material is unaffected by mildew 
or insects and will not puncture 
or tear in normal use. The Plas- 
tishades are available in_ ivory, 
white, green and tan. Manufac- 
tured by the Charles W. Brennan 
Co., 2045 Reading Road, Cincin- 
nati, O. 


sssestickometer is a machine 
that accurately counts anything 
from dollar bills to World Series 
tickets at speeds up to 1,000 per 
minute. An optional imprinting 
device permits dating, coding, en- 
dorsing or canceling while count- 
ing. The machine is already meet- 
ing with wide acceptance in banks, 
department and specialty stores, 
utilities and transportation com- 
panies, food and drug manufac- 
turers, amusement and _ sporting 
enterprises, publishers and news 
distributors. Among the items 
handled—at speeds from 500 to 
1,000 per minute—are checks, 
tickets and coupons, stubs and re- 
ceipts, sales and production slips 
and even magazine cover “re- 
turns.” The Tickometer has two 
ascending counters. One is a “‘set- 
back” counter, controlled by a 


Sapolin Paints, Inc., 229 E. 42nd 
St., New York City 17. 


asseeene@W ignition device is 
designed to eliminate “blue points” 
and help to prevent car starting 
failures in cold weather. “Blue 
Points” is the term used to de- 
scribe formation of blue tungsten 
oxide on the distributor points, a 
condition that develops when low 
temperatures cause a decrease in 
the electrical resistance of the 
primary system. Called the Point 
Guard, it is easily installed and 
does not have to be removed in 
summer and it will be available 
shortly for all types of motor cars. 
“Blue Points,” it is pointed out, 
are not generally recognized by 
car owners. They become baffled 
in periods of cold weather by fail- 
ure of a car to start even though 
the battery is in good condition 
and turns over the engine. They 
also are mystified by stalls during 
engine idle. Thus, according to 
the manufacturer, the application 
of the unit, requires an educational 
program for automotive mechanics 
and service stations in particularly 
cold areas to explain this cause of 
dificult cold weather starting and 
operation. The Point Guard is a 
product of The Electric Auto-Lite 
Co., Toledo 1, Ohio. 


POINT GUARD is a boon to motorists in 


knob, for recording individual or cold weather areas. It is easily installed. 


COUNTING MACHINE with widespread 


application in business is simple to operate. 
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partial “runs.” The other, which is 
inaccessible and tamper-proof, re- 
cords cumulative totals. The ma- 
chine is a product of Pitney-Bowes, 
Inc., Walnut and Pacific Streets, 
Stamford, Conn. 


«se«:Glass frosting, a paint that 
gives the same effect as commer- 
cially ground glass, is now being 
marketed. The frosting, ready to 
use out of a can, provides a wash- 
able, durable surface through 
which clear light can enter—yet 
maintains privacy even under ex- 
treme illumination. It may be 
sprayed or brushed on. Glass 
Frosting is a development of 


-«««:pocket stapler is said to 
perform with the fool-proof pre- 
cision of large and _ expensive 
staplers, yet measures only 23% 
inches long. It easily fits into vest 
pocket, purse, brief case or school 
bag. Called the Presto No. 30, it 
not only staples papers, fastens 
sacks, sandwich bags, and _pack- 
ages, but quick as a wink it swings 
open to become a tacker for bulle- 
tins, shelf paper, curtain tie-backs, 
etc. It is being marketed by Metal 
Specialties Mfg. Co., 3200 Carroll 
Avenue, Chicago 24. 
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WHEN SECONDS \ COUNT... 


Dont miss Come in gor 


Budweiser’s | Budweiser 
CHAMPION HORSES ‘ 


> “/ pe mace 
4 cy CHAMPION ; 
One of the maguiticent bight Horse Hitehes of D ell CESDALE HORSES 


CHAMPION CLYDESDALE HORSES 


Like most window units this size, this full color Budweiser display 
has about 7 seconds in which to tell its story to passing pedestrians. 
Yet this display delivers not one—but two messages—in the allotted 
time. It presents Budweiser Beer in dramatic and impressive fashion. 
It also announces the local showing (see side card at lower right) of the 
famous Anheuser-Busch Champion Clydesdale Horses. Its central panel, 
primarily designed as the center of attraction for this window display, 
will later hang as a decorative wall piece in retai) outlets featuring 
Budweiser for longer periods. This striking multi-purpose display, as 
developed in collaboration with Anheuser-Busch, is another example of 
intelligent use by an advertiser of our outstanding creative facilities. 


We would welcome an opportunity to work with you on your display, 
labeling or packaging requirements. If your problem is particularly 
complex, we'll gladly offer the services of our unique Marketing 


Division whose marketing analyses have pointed up the solutions to 
many tough assignments. 


CONSOLIDATED ‘erscratior 
1013 Grand Street, Brooklyn 6, N. Y. * EVergreen 8-6700 


ADVERTISING AGENCIES are cordially invited to draw on our specialized Point of Sale Advertising “know-how. 


SALES MANAGEMENI 


give your 
selling program 


HIGH LIFE seer 


RINK 


of creative 
metal signs 


ACTION ©; 
_ <5 ne GAT gANTEED 1), 
G 


“American Art” sparks the ideas that mean more Colgate increased 


sales for your product or service in local markets! et Seer 
of their packaged 


products with 
this metal 
merchandiser. 


Creative metal signs offer you more than mere identifica- 
tion. They combine your message with original design 
and eye-catching colors — give vou that distinctive local 
promotional punch so necessary to the well-rounded 
selling program. 


“American Art” is producing creative metal signs and 
merchandise displays for many famous brand names — a 
few of which are reproduced here. 


Our 60 years’ experience and large, modern 
facilities are at your command for any metal 
advertising, sales or distribution problems. 
Your inquiry is invited. No obligation. 


Send for Free Illustrated Folder 


H estinghouse 
e American Art Works Mn == 9 
420 Pine “. wai Ohio and poche tenng | 


LANGE SIGNS * STAMPED FRAME SIGNS © HIGHWAY SIGNS © REFLECTORIZED SIGNS © MERCHANDISE DISPLAYS 
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HERE’S THE ANSWER 
TO YOUR CHRISTMAS 
GIFT PROBLEM! 


tHe Seiilectal oF 


FRUIT 


caKesl 


Guild Crest 
ty FARM CREST 


Delicious, tantalizing golden cake lavishly 
filled with rich nutmeats and luscious fruits, 
beautifully packaged in an attractive metal 
humidor. Truly a real taste treat that will 
please your friends and customers! 
Act now! Send your gift list to us and we'll 
do the rest. With each fruit cake, we’ll en- 
close a Christmas gift Group orders of 
card with your name © or more 


(or your own personal 

cards if you sone 2% tb. $795 ea. 
them), and handle a 

details of addressing and 5 Ib. $550 ea. 
shipping. (No C.O.D.’s). POSTPAID 
Individual Orders 2 lb. $3.75, 5 lb. $6.86 


L FARM CREST BAKERIES, 5847 RUSSELL, DETROIT 11, MICH. 


VUNUUCUADNENAUNE AONE PUUUAOUEUE DATE VEU 


YOU'LL FIND 
CHEMICALS FOR 
EVERYTHING FROM 
FERTILIZERS TO 
PHARMACEUTICALS 


 OPD 


@ The whole week's round-up of Chem- 
ical News 


@ 5000-6000 Quotations 


@ 2957 Pages of Chemicals Advertising 
last year 


NEWS FORMS CLOSE 4 P.M. FRIDAY 
PAPER DELIVERED 9 A.M. MONDAY 


May we send you a sample copy of 
O.P.D.? 


Gat) 


Oil, Pamt and 


HMO 


Druq Reporter 


For Chemicals Buyers 
The Market Authority since 1871 


Schnell Publishing Ce., Inc. 
59 John Street, New York 7 


( 


Win 


MM 


PUTER Lo 


IH 


TUTTE 


@ Cleveland 22—H. G. Seed, 17717 Lomond Bivd., Long. 
0544 @ Los Angeles 14—The Robt. W. Walker Co., 684 Ss. 


Lafayette Park Pl., 


Robt. W. Walker Co., 
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Drexel 4338 @ San Francisco 4—The 
68 Post Street, SUtter 1-3568. 


BY T. HARRY THOMPSON 


You'll expect me to say that Byers 
Pipe ought to feel at home in a buy- 
ers’ market. 

—_ 


Sign on Route 13 advertising an 
inn: “George Washington’s wife 
slept there.” 


Add similes: “As vulnerable as the 
lapels of a double-breasted suit” 
“‘As mournful as a bell-buoy.” 


Tessie O’Paque thinks loggerheads 
are the creamy crowns on lager beer. 
se 
Nit—“You, say that Bikini goat 

is still running?” 
Witr—"Yeah; he’s a 
from a chain-reaction.” 


fugitive 


Paul Ellison is intrigued by a sug- 
gestion in Beverage Weekly Retailer 
for “Birth Cocktails.’ The idea is to 
match the customer’s birth-stone with 
a cocktail of the same color. Mine, 
for example, would be créme de 
menthe for May’s emerald. Our cor- 
respondent further reminds us of 
Earl Wilson’s caption for all tuna 
fishermen: “‘Hook, Line, & Stinker.” 
Wasn't it The American Magazine 
that said: “Hook, Line, & Thinker” ? 
Ho, hum! 


Walt Sandt admits it’s corny, but 
says that, with transit fares being 
raised in city after city, aren’t the 
operators of street-cars and trackless 
trolleys entitled to a fair increase? 

_ 

The same correspondent reports an 

old sign at Howard Beach: 
No BATHING 


order 
Health 


Water 
of the 


polluted by 
Board of 


o 
FLoripiAN: A man who buys ma- 
terial for slip-covers . . . then has it 
made up into a shirt. 


Mrs. J. E. Stewart, s.m. 


of Vene. 
tian Blind Laundry Equipment Co, 


Philadelphia, tells the column of the 


slogan her company uses: “This js 
the way we wash your blinds.” She 
should set it to the music of the old 
nursery-rhyme and use it on the air, 


Chicago’s W. G. Wright, quoting 
a Business Week headline: “Lewis 
Seeks Stable Output,” is “certain 
there are many of us who would 
thrill not only to show but to swamp 
Mr. Lewis with the diurnal output of 
many stables.”” King Coal wouldn't 


like that, W.G. 


Overheard in a neighborhood rest. 
aurant: 


“You don’t have any children, 
do you?” 
“No; but, where there’s wife, 


there’s hope!” 
a 
I find more 2-color advertising in 
the Miami Herald than in any news 
paper that crosses my desk, with the 
possible exception of Baltimore's 
Afro-American. Makes an ad vibrate 


on the page. 
+ 


The devalued pound - sterling 
sounds like a price-ticket in the bar 
gain-basement . . . a silent editorial 
on tampering with a type of govern 
ment that had worked well for cen 
turies. 


o 
Best gorilla movie since “King 
Kong” was “The Mighty Jo 
Young,” and not nearly so preposter- 


ous as the posters indicated. 


Found some primitive advertising 
in a local telephone-directory. Car- 
toon shows a monkey with a hatchet 
about to whack a few inches off the 
caudal appendage of another monk. 
Catch-line: “Let’s make a long talt 


short.” 
e 
HEADLINE ALL-TIMERS 
The Penalty of Leadership.— 


Cadillac. 
Somewhere west 
Jordan Motors. 


of Laramie— 


Will the old bag do for the 
week-end ?—4 New York luggage- 
house. 

88 Keys to Happiness.—Steinway 
Pianos. 

The gift with a lift—Philco. 

The Breath of a Nation— 
Life Savers. ; 

Atlas was a_ piker.—Atlantic 
Gasoline. 

What foods these morsels be!— 
Heinz. 

Merry Christmas to all, and to 
all a good light—Eveready Flash- 
lights. 

Noise derails the train of 


thought.—Noiseless Typewriters. 
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: Reminder, for a SHAMPOO manufacturer: 


4 SPOT ~ 


“:! ‘RADIO works blondes, brunettes, and red-heads 


h the § 


nore’s 


i into a buying lather! 


4 — ASK 


e bar- , ‘ ; 
torial You've got to sell the girls if you want 
ye to build big shampoo volume. You've got to keep 
r Cén- 
selling them, too... again and again and again! 
“King Spot Radio lets you do just that, economically 
Joe and profitably. For, Spot Radio will deliver and 


yostel- 
sell an audience of women where and when you 


_| want it... once a week or twenty times a day, 
4 in one market or a// markets! 
atchet 


of the Spot Radio gives you your choice of 
monk. 


g tale audience, markets, stations, times, programs, 


seasons. This complete flexibility, backed by 
radio’s impact, makes any budget—large or 


small—do its full selling job! Ask your 


Pe, John Blair man about it. 


He knows Spot Radio! M AN G 
* 


way 
- d 
i JOHN 
!— | : 
f BLAIR 

7 & COMPANY REPRESENTING LEADING RADIO STATIONS 

‘. OFFICES IN CHICAGO + NEWYORK «© DETROIT ST. LOUIS » LOS ANGELES + SAN FRANCISCO 
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Long Beach, 
California 


MORE PASSENGER fA R REGISTRATIONS PER 
CAPITA THAN LOS~ANGELES CITY OR COUNTY! 


STM, NAN SSM 


Los Angeles County, with more passenger cars per capita than any other 
county in the nation, is the largest automobile and accessory County market 
in America. Long Beach, which exceeds the Los Angeles County per capita 
passenger car registration average by a comfortable margin, is probably the 
greatest major per capita automotive market in America . . . in the City 
of Long Beach there is one passenger car for each 2.86 persons! 


LARGER PER CAPITA RETAIL FOOD STORE 
SALES THAN LOS ANGELES CITY OR COUNTY! 


Los Angeles County Los Angeles CITY LONG BEACH 


$354.47 


1948 per capita Food Store Sales 1948 per capita Food Store Sales 1948 per capita Food Store Sales 


Los Angeles County and City are both great per capita retail food sale areas, 
but, Long Beach is even greater! Why? Because not only does Long Beach 
enjoy a larger net per capita EBI, it draws many of its customers from a 
vast retail trading area! So regardless of whether you sell motor cars or 
market baskets, there’s only one newspaper that can take your selling 
message to the majority of the big Long Beach market. That newspaper is 
the Long Beach Press-Telegram. 


aeotuae™ | 
\ isa USE THE LONG BEACH PRESS-TELEGRAM . . . THE 
PAPER THE PEOPLE, and advertisers, PREFER! 


9 Sisco Press-Celegram 


To a resident, a sailor is a stringy 
kid in Navy whites, who goes over 
the side with enthusiasm on shore. 
leave, makes a telephone-call or two, 
ogles a few babes, has a couple of 
Cokes or beers with a buddy, strolls 
aimlessly along the streets of 4 
strange town, wishes it were time to 
go back to the ship and hit the sack, 


I predict results for this headline 
by the I.C.S.: “There’s a time-limit 


on veteran-training.” 


Giving the country back to the In- 


_dians wouldn’t be a bad idea, if all 
_ Indians were like Louis R. Bruce. 


| Jr., full-blooded Mohawk, who 


wrote: “What America means to 
me,” in The American Magazine for 


| September. 


I enjoyed Winchell’s quote about 


| the cannibal who complained to the 


medicine-man that he wasn’t feeling 
well. Diagnosis: “You aren't eating 
the right people.” 


Courtesy: Star salesman. 


Pet Milk has ‘“Husband-Tested 


Recipes.” How silly can advertising 


get? 


Taxes: Largest state in the Union. 


Natives as well as adopted sons § 
disagree violently with my observa 
_ tion that Florida in Summertime 1s 4 


Turkish bath with palms. 


TAXES 

Says T. Harry Thompson in his 
SALES MANAGEMENT column: 

“It is possible to bleed to death 
without suffering pain, asserts 4 
physician. It is hoped this informe 
tion will afford some shred of comfort 
to the nation’s taxpayers.” . 

—Typo Graph 

The squib in Eddie Stuart's Typ 
Graphic moves me to do a capsule- 
editorial: Government is a_ toucal. 
Not to labor the point, government § 


a toucan—the tropical bird that * 


50% bill, 50% fuss and feathers 


| Nor does it seem to matter whethe! 


that government be federal, statt 
county, or city—whether the Jabel 


| be Democratic or Republican. The 
| thing you notice first about all gov 
ernment today, like the toucan, !5 © 


enormous bill. Do we need all the 
service, and at those prices? 
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Tell your sales staff how 
ACB Reports give them an equal 
footing in discussing local 
promotion with their dealers 


Some successful merchandisers are devoting a 
period of their sales meeting to telling the 
field sales force how ACB Research Services 
are being used to make the salesman’s work 
more efficient. He is shown how ACB Re- 
search Reports enable him to walk into a 
dealer’s store armed with indisputable facts 
about which even the dealer may be unaware! 


SEND FOR FREE ACB CATALOG! 


oe, 949 


‘the sales force 


Gives details of 12 research services— 
covers wide range of subjects—tells 
how to estimate cost—suggests many 
applications of information furnished 
—gives names of satisfied users. 
CHICAGO (5), 538 South Clark Street 
NEW YORK (16), 79 Madison Ave. 
SAN FRANCISCO (5), 16 First St. 
MEMPHIS (3), 161 Jefferson St. 


resea rch reports 


2 
NY 
G 


D 
1 


} i 
fi? 

4 

; 


Yes, the story of ACB services is a great story 


for your sales staff... how it saves time... 
spots trouble...saves snap judgments... 
gives the salesman a sharply-focused picture 
of what promotions are going on in each city 
in his territory—your own and competitive 
dealers. 


ACB reads every daily and Sunday news- 
paper published in the U.S. and renders serv: 
ice to several hundred national advertiser. 
and advertising agencies. The service is com- 
plete and accuzate and the cost is moderate. 


ADVERTISING 
CHECKING BUREAU 


FROM ESQUIRE... 
A BOUQUET 70 THE LADIES 
FOR PROVING THAT. 


No Advertising: 


Se//s like Advertising in 
the Service Magazines! 


F THE PRODUCTS BOUGHT BY WOMEN, it’s hard to find a 
O single leading brand that is not advertised in one or 
more of the women’s service magazines. In spite of the fact 
that other media reach more women. In spite of the fact 
that others often cost less. 


This same phenomenal power is available, and does work 
with men, too. 

This unique selling force is Esquire, the Service Maga- 
zine for Men. And just as the Journal sells beauty aids—so 


Esquire sells toiletries and essentials for good grooming, 
The same power that Good Housekeeping puts back of 
home furnishings, Esquire uses to sell equipment for office, 


den and workshop. 

McCall’s does wonders with fashions, Esquire with men’ 
apparel—the Companion with gifts women hope to get, 
Esquire with the gifts men will give ’em! 

Today, there’s a sellers’ market : anything we can sell a 
a profit... we can produce. And the service magazines sell. 


WHY BIG, 50¢ ESQUIRE HAS MORE READERS-PER-COPY 
THAN ANY OTHER NATIONAL MAGAZINE 


Right now, ESQUIRE is enjoying the largest circulation in 
its history. Every month, 750,000 men plunk down 50¢ on 


the line... to learn what's new, what’s correct. But in 
addition . . . each copy is re vad by eheat nine extra readers. 
Those aren’t imaginary creatures dreamed up by a figure- 


happy statistician, either. They're fully documented by 


24 


research available for your inspection. All told, that makes 
up a SEVEN-MILLION-READER MARKET .. . foré 
half-dollar service magazine. 


You reach this top level Mass-culine Market only throug! 
ESQUIRE. You sell this top level market as only a servit! 
magazine can sell! 


SALES MANAGEMEN! 


i 


NO\ 


EXAMPLE 4: 


Esquire Advertising 
Sells Gift 
Merchandise ! 


The Concord Watch Com- 
any ran quarter-page ads in 
* leading, nationally distrib- 
uted magazines, including 
EsguIRE. At the bottom of 
each ad, in small-type, an 
illustrated folder was offered 
free. Result: EsQumRE adver- 
tising pulled more replies 
than any other two publica- 
tions combined! That's selling 
power for you... service 
magazine selling power! And 
EsQUIRE is the only service 
magazine for men! 


| 800,000 
NOW! Highest Net . 


Paid Circulation _7 sania a -—— 


raitiowtl 


DECEMBER ISSUE 


The big Christmas Number full of 


Sf 
+ +) fi 
in ESQUIRE i /, e ‘er ( ne | holiday cheer and gayety contains 
history! Fi 4 JY _ among many other features: 
ming, 700,000 ’ calm 12 PAGES of Christmas Gifts in Full Color. 
- of a ¢ “CHRISTMAS ON THE OLD POST ROAD” 
office, by noted writer, Hervey Allen. 
> 650,000 Fragen 
“THE FLOWING BOWL” by John Briggs. 
men’s Esquire’s Winter Vacation Travel Calendar 
o get, 600,000 Also feat b 
0 § 194 so features by 
ho a biti 1948 1949 A QUENTIN REYNOLDS—FREDERICK LEWIS ALLEN 
olf Ist Half 2nd Half Ist Half ROBERT P. TRISTRAM COFFIN—JAMES MASON 
sell at LOUIS UNTERMEYER-RIAN JAMES 
es sell. ®% 
makes 
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“BASIC MARKETING TOOL” 


HAS FORMICA COMPANY: 


USED FOR 20 YEARS? 


“Sweet's is a basic part of Formica’s marketing program. The obvious reason 
is that no other system of catalog distribution can keep our catalogs at the’ 


fingertips of our best prospects so efficiently and inexpensively. 


“This way we know that an architect or a product designer can get the 
whole story on Formica and its many uses whenever he wants it, simply by 
turning to his Sweet's File. We capitalize this setup in our magazine adver: ” 


tising by using the action line, See our catalog in Sweet’s. 


“All too often, basic marketing tools are neglected in favor of the razzle 
dazzle portion of a sales program. It is a real advantage to have a fixed 
schedule for bringing our catalogs up to date. With Sweet's to remind us 


each year, the job is done regularly and on time.” 


J. R. White, Vice President and Sales Manager 


The Formica Company 


SALES MANAGEMENI 


Here’s the way 
Sweet’s Catalog Service 


works for you: 


CATALOG DESIGN 


Custom catalog design by Sweet's starts with 
Secleet you varrene : consultation with you to determine what 
io oo noes : information is needed to bring about the 
ts buying action you desire—specification, 
request for sales call, direct order. Then 


follows organization of the information in a 


FORMicx A 12-page cata | og basic pattern for making your catalog 


iene aut eto easy to use and to understand. Next comes 


—_ for-the buildin k 
: : MECING mone selection of the most effective form for the 


i 
; 


er* clearest statement of each fact—text, table, 
4 diagram, illustration. The result is a unit of 
buying information specially designed to 
bring you and your future customers together 
in the shortest time and with the least effort. 


CATALOG PRODUCTION 


Because of the great number of manufacturers’ 
catalogs handled each year, printing by 
Sweet's offers you the economies of quantity 
production with no sacrifice of quality. 

You may order your catalogs in any desired 
quantity — part to be distributed by Sweet's 
and part, if you wish, to be delivered to you. 


‘TCA PURCUNE GEADtS . 
~~ If you prefer, you may print your own 
catalogs and deliver them to Sweet's for 


wicianie cine aati filing and distribution, in which case charges 


are lower than those for the complete service. 


CATALOG DISTRIBUTION 


When your catalog is distributed by Sweet's, 


itis delivered to prospects of top rank 
buying power in the markets of interest 

to you. Sweet's spends more than $150,000 
A 16-page catalog yearly to locate, qualify and select the firms 
for the original equipment market and individuals who represent the bulk of 
buying power in each market served. 
Furthermore, your catalog remains in the 
office of each recipient, instantly accessible 
at all times. This is accomplished by 
distributing it in a bound, indexed collection 
(file) of manufacturers’ catalogs. According 
to thousands of users of these files, this is the 
most effective method of getting catalogs 
used by prospective customers. 


INFORMATION , ° PEOPLE ...AT THE RgtGHY TIME 


eets catalog service 
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ADVERTISEMENT 


In Cali fornia Oil Post 


Paul A. Best has been named assistant 
to the president of California Oil Co., 
a subsidiary of Standard Oil of Cali- 
fornia, with headquarters in Perth Am- 
boy, N. J. Mr. Best says, “Ever since my 
oil marketing days in Bombay, India, I 
have found that The Wall Street Journal 
publishes the type of domestic and for- 
eign news in which I am interested. I 
wouldn’t be without it.” 236,110 business 
executives and their assistants from coast 
to coast read The Wall Street Journal 
daily. They make up the big market of 
production and distribution. If these are 
the men you want to sell, advertise the 
direct route to these decision-makers 
through the pages of the Only National 
Business Daily. 


\ FIRST 


TO THE 
FARM MARKET 


Win for your product the influence 
and good will of the 20,000 County 
Agents, Vo-Ag Teachers, Exten- 
sion Leaders and Soil Conserva- 
tionists who read Better Farming 
Methods every montn. 


Getter 
FARMING 
METHODS 


Business Magazine 
for Leaders 
Who TRAIN and 
ADVISE Farmers 


WATT PUBLISHING CO. 


MOUNT MORRIS, ILL. 20,000 
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BULLETIN 


CONGRESS 
> Rep. Cellar’s committee investi- 
gating monopoly has _ completely 


shifted its point of view. It started 
out to examine the inconsistencies 
within the anti-trust laws. It par- 
ticularly intended to see whether the 
Miller-Tydings and the Robinson- 
Patman Acts conflict with Sherman 
Act enforcement. 

All that has, in effect, been given 
up. Committee members feel that 
with such a point of view they will 
get no political support. And so, the 
Committee has gone on a new tack, 
more or less repeating the work of 
the Small Business Committees. 

One of its current investigations is 
whether Federal buying methods pro- 
mote Big Business at the expense of 
Small Business. At a hearing on this 
subject it was brought out that the 
purchasing agents are developing a 
standard form which will ask 
whether the bidder “and affiliates” 
hires more or fewer than 500 work- 
ers. Procurement men are supposed, 
in close cases, to give the break to the 
concern with fewer than 500. 

But a check with the operating 
procurement men outside the com- 
mittee room discloses that this can’t 
always be done. The bidder with 
fewer than 500, the buyer points out, 
often is completely unknown. Can he 
really perform? A performance bond 
does not help when what you want 
is not indemnity but certain delivery. 


> A bill requiring informative label- 
ing and invoicing of furs passed the 
House and is expected to become law. 


> Congress increased from $100 to 
$200 the duty free allowance of those 
going abroad. The rise is expected 
primarily to promote purchases in 
Canada, Cuba, Mexico, Bermuda, the 
Caribbean—liquor, pottery, etc. 


FEDERAL TRADE COMMISSION 


> Only Commissioner Ayres re- 
mains of the old Commission. Davis 
recently died and a successor must be 
appointed. New members in order of 
seniority are Mason, Carson, Mead. 
Neither Carson nor Mead are law- 
yers. Commission staff members think 
that the presence of lay members 
makes changes in policy more prob- 
able: lawyers, they say, are acutely 
aware of precedent. 


It is taken for granted through the 
FTC that changes in interest or at 
least emphasis will come. For the 
time being the two latest appointees 
are learning the ropes so that things 
should temporarily slow down. 

Over a long period, people who 
practice before FTC feel the legal 
department has built up strong pres. 
tige within the Commission. To some 
extent this was stemmed by Mason's 
attempt to substitute sales codes for 
injunctions. Old supremacy of the 
top lawyers is now in question. 


> The B. F. Goodrich Co., which 
recently was charged with discrim- 
inating in favor of buyers of un- 
branded rubbers, has put in a defense 
saying, mainly, that its discounts re- 
flect costs. There is a similar case in- 
volving U. S. Rubber Co. fully 
argued, awaiting decision by the 
Commission. The U. S. Rubber case 
will probably affect Goodrich also. 


& Harley-Davidson Motor Co. was 
recently charged with violating the 
Clayton Act through requiring its 
dealers to carry its own merchandise 
exclusively. The company’s answer is 
that its outlets do in fact carry com- 
peting lines. 

Revlon Products, which manufac 
tures cosmetics, took another line in 
denying a similar charge. It denies 
that its contracts with its distributors 
are unlawful. 


> Here are some interesting FTC 
proposals for a candy sales code to be 
taken up November 17: 

1. An industry clearing house for 
trade-marks, trade names, labels, 
brands, etc. 2. Industry compilation 
and distribution of statistics, if not 
used for price fixing. 3. Industry dis 
tribution of information about slow 
accounts. 4. Company by compaty 
circulation of its price lists and terms 
of sale to the trade. 7. Compafy 
statements on invoices of the policy 
with respect to returning goods. 


COMMERCE 


> The Department expects to pub 
lish in early January another batch 
of Old Age Insurance figures giving 
regional information on purchasing 
power. The figures will cover the 
first 1948 quarter and will be in the 
same form as those put out for 1%: 
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Spyke and Dyke 
bol 
: look alike 
a eee . 
the Outside the dealer’s window, perhaps . . . 
od but not on the dealer’s books. . 
Dyke buys a new car every three years, while 
who Spyke buys one better than every three months! 
egal ...Not that Spyke’s a playboy or auto aficionado 
nine —just a business man who buys cars for his 
a company’s salesforce as well as his own use. 
for The business man is a dual car prospect. 
the As a consumer, he’s over-average, was one 
of the pre-war minority that bought cars new. 
As a decision maker in his firm, he may 
— influence directly or indirectly, the purchase 
un of cars for company use. 
‘ense 
S Te: Tuts racror alone should make Nation’s 
c & Business mighty interesting to automotive 
- advertisers . . . because Nation’s Business has 
cane assembled the largest aggregation of business 
Iso, men prospects of any business magazine 
published—more than 650,000! These business 
was men think enough of Nation’s Business to pay 
a $15 in advance for a three-year subscription! 
nde As individuals, their income status is high 


rer is ... 26% in the $10,000-and-up bracket, 64% 

com- in the $5,000-10,000 bracket . . . and 91% of 

them influence the purchases of their firms— 

ward totalling 2,155,844 cars and 1,604,284 trucks. et S 

al When their privately owned cars are added a ENO) 

utors ... Nation’s Business circulation represents an 
average automotive market of about ten units per 


copy! We doubt if any publication of similar 
FTC size offers so much potential,and so little waste! 
to be While Nation’s Business covers big business 
- ... it reaches more small businesses all over the 
abels, country—not reached by other business media! 
lation If you don’t know as much about Nation’s 
f - Business as you should... call any NB office. 
‘= (Figures from the National Analysts study, 1949.) 
npany 
terms 


npany 
policy wins BUSIN 


ves 
at 


) pub- 
batch 
giving 
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Whirling dervishes, Abdullah! 


let’s buy what we see 
in this oasis-of-full-facts!” 


Son of the prophet and Daniel Starch! Because they foot 


the bill, home-planners want full facts on the 
building materials, equipment, appliances and 
home furnishings they select for homes built for 
their occupancy. They gobble up the descriptive, 
illustrated, detailed sales literature that saleswise 
manufacturers insert in Home Owners’ Catalogs. 


Latest survey by Daniel Starch and Staff shows: 
Home Owners’ Catalogs is the greatest single 
factor of buying influence in one of today’s 
most profitable markets. 


Put your consumer literature in Home Owners’ 
Catalogs, and reach your known prospects in the 
timely, detailed way that is most helpful for 
them — most effective for you. 


There are plenty of profit-making data for you in 


the full report of Dr. Starch’s findings. Ask to see 
it today—write Dept. “E”. 


Home Cunes 


CATALOGS 
119 West 40th Street, New York 18, N.Y 


F. W. Dodge Corporation's 


Consumer Catalog Distribution Service 


> The Department at last has pub. 
lished its “Dry Goods Wholesalers’ 
Operations,” which is sold by Super. 
intendent of Documents for 45 cents, 
Warehousing, delivery, merchandis. 
ing, laying out of sales territories, 
etc. are among the subjects covered, 


> For the company whose salesmen 
or agents want some additional prod. 
ucts to peddle, the Department's 
Office of Technical Services offers a 
50c a year a four-page ‘Bibliography 
of Technical Reports Newsletter.” 
As a sample, a recent letter advertised 
at $1.25 details of a fabric pre-testing 
machine used by the Quartermaster 
Corps. Most of the products are for 
sale to industry, not personal cop- 
sumers. 


PUBLIC UTILITY COMMISSION 


> Months of letters to the news 
papers capped finally by a series of 
hearings before the local utility com- 
mission showed that Washington is 
going through a civil war over transit 
radio. The hearings, which appear 
to be the first held in the United 
States, were widely covered by cor 
respondents from out-of-town papers 
where the issue also is coming toa 
head. 

The chief, almost exclusive, sup 
port came from civic associations con 
sisting mainly of local merchants 
Their apparent interest is in the cre 
ation of a new advertising medium. 

Opposition came from a. virtual 
mob of people representing then- 
selves, plus a spokesman for a newly 
created Transit Riders Association. 
Objectors, among whom older people 
seemed to predominate, primarily re 
sented the “invasion of privacy” of 
radio that can’t be turned off. They 
threatened, in the likely event that 
no action is taken by the Commissiof, 
to go to the court, to FCC with rt 
spect to the license of the broadcaster, 
to FTC with respect to the truth 
fulness of ad solicitors about the op 
position, Congress, etc. 

One witness said that the railroads 
among which he mentioned B & 0, 
were installing perpetual radio. Check 
with the B & O communications de 
partment brought a denial. Ther 
will only be radio, as at present, 
observation cars; they will be tune 
off most of the time and put on twit 
a day for news broadcasts. Whet 
they are turned on for music peopl 
walk out. 

Not much was brought out at tht 
hearing with respect to the selling 
value of the new medium. Most & 
the advertising is by local merchant 
who have no means of checking !t 
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‘Whirling dervishes, Abdullah! 


let’s buy what we see 
in this oasis-of-full-facts!” 


Son of the prophet and Daniel Starch! Because they foot 


the bill, home-planners want full facts on the 
building materials, equipment, appliances and 
home furnishings they select for homes built for 
their occupancy. They gobble up the descriptive, 
illustrated, detailed sales literature that saleswise 
manufacturers insert in Home Owners’ Catalogs. 


Latest survey by Daniel Starch and Staff shows: 
Home Owners’ Catalogs is the greatest single 
factor of buying influence in one of today’s 
most profitable markets. 


Put your consumer literature in Home Owners’ 
Catalogs, and reach your known prospects in the 
timely, detailed way that is most helpful for 
them — most effective for you. 


There are plenty of profit-making data for you in 
the full report of Dr. Starch’s findings. Ask to see 
it today—write Dept. “E”. 
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119 West 40th Street, New York 18, N.Y. 


F. W. Dodge Corporation's 


Consumer Catalog Distribution Service 


> The Department at last has pub 
lished its “Dry Goods Wholesalery 
Operations,” which is sold by Super. 
intendent of Documents for 45 cents, 
Warehousing, delivery, merchandis. 
ing, laying out of sales territories, 
etc. are among the subjects covered, 


> For the company whose salesmen 
or agents want some additional prod- 
ucts to peddle, the Department's 
Office of Technical Services offers at 
50c a year a four-page “Bibliography 
of Technical Reports Newsletter,” 
As a sample, a recent letter advertised 
at $1.25 details of a fabric pre-testing 
machine used by the Quartermaster 
Corps. Most of the products are for 
sale to industry, not personal cop- 
sumers. 
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> Months of letters to the news 
papers capped finally by a series of 
hearings before the local utility com- 
mission showed that Washington is 
going through a civil war over transit 
radio. The hearings, which appear 
to be the first held in the United 
States, were widely covered by cor 
respondents from out-of-town papers 
where the issue also is coming toa 
head. 

The chief, almost exclusive, sup 
port came from civic associations con- 
sisting mainly of local merchants. 
Their apparent interest is in the cre 
ation of a new advertising medium. 

Opposition came from a virtual 
mob of people representing then- 
selves, plus a spokesman for a newly 
created Transit Riders Association. 
Objectors, among whom older people 
seemed to predominate, primarily re 
sented the “invasion of privacy” of 
radio that can’t be turned off. They 
threatened, in the likely event that 
no action is taken by the Commission, 
to go to the court, to FCC with re | 
spect to the license of the broadcaster, 
to FTC with respect to the truth 
fulness of ad solicitors about the op- 
position, Congress, etc. 

One witness said that the railroads, 
among which he mentioned B & 0, 
were installing perpetual radio. Check 
with the B & O communications de 
partment brought a denial. There 
will only be radio, as at present, im 
observation cars; they will be tuned 
off most of the time and put on twice 
a day for news broadcasts. When 
they are turned on for music people 
walk out. 

Not much was brought out at the 
hearing with respect to the selling 
value of the new medium. Most 0 
the advertising is by local merchants 
who have no means of checking !t- 
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Answer: 
(to question on preceding page) 


When 7-Up ran the identical head- 

bé fy line, illustration and copy in leading 

weekly magazines and in Puck (the 

Ad B only national comic weekly) ... this 


is what happened on a readership 
per dollar basis: 


Seen- 
Noted Associated 


was the winner... 
here’s the story: Meare Ao 


And this is not an isolated case... 


In Puck, The Comic Weekly, “the most exciting comics 
in print” excite the reader into reading the ads too. 
By “exciting” we mean “Popeye”! He put 
spinach on your table! 

By “exciting” we mean “Jiggs!” He sold Amer- 


ica “corned beef and cabbage”. He put it on 
your menu. 


By “exciting” we mean “Flash Gordon”! His 


glamorous Dale sold America upswept hair-dos 
and “wedgies”. 


By “exciting” we mean what happens in 
8,375,472 Puck families in more than 7,000 
communities (where 83% of all re- 

tail sales are made) when they get 

all het up about these living, excit- 

ing characters in the editorial pages 

of Puck. 


Would you like to see “Getting More 
Out of the Dollar”...stories about 
leading American advertisers who, 
year-in-and-out, profit by the ex- 
citement that follows through from 
Puck’s editorial pages into their 
advertisements. 


Just phone or drop a note on your 
business letterhead. 


. / 
Fz. PN my 


COMIC WEEKLY 


America’s Most Powerful end Mielnng Sales Force 


ABC CIRCULATION MARCH 31, 1949: 8,375,472, 
INCLUDING PHILADELPHIA BULLETIN 


The Only NATIONAL Comic Weekly : 
A Hearst Publication » 63 Vesey Street, New York; Hearst Building, Chicos? 
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ALL DRESSED UP... 


and 


Use the NEW Holland's to SELL the NEW South 


ws the January, 1950 issue of Holland’s Magazine 


: reaches its half-million subscribers, they’re going to 
find this 45-year-old Southern favorite in a new dress... 
in sparkling and vivacious from cover to cover, with new page 
size (7 x 10 3/16), new format, new editorial zest, new 


emphasis on homes and home-making, new paper stock, 


— i 


new and better color reproduction. They'll find the NEW 


Holland’s geared to the NEW South! 


Published in the South, for the South... 


» 2 Die at eal 


Holland's covers the South, from cover to cover! 


preseftatives: Simpson- 
York 17 ® 333 North Michigan Ave., Reilly, Ltd., Russ Bidg., San Francisco 4 
Chicago 1 ® 408 Forsyth Bidg., Atlanta ® Halliburton Bidg., Los Angeles 14 ® 
3 © 1523 Broad St., Nashville 1 618 Second Ave., Seattle 
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Look to the source of these 
$31.3 billion Retail Sales 


for profitable sales opportunities 
for YOU! 


Look to the Food Processing Industries ! 


> You can sell them new equipment for modernization and plant expansion 
— packaging materials and machines for their big volume needs—ingredients, 
flavors, etc., for their formulations — 

> It’s a big volume market — steady and stable. 

> Food Processors plan to spend over $525 million in 1950. Few will 
spend as much! 

> Get your share of this market—a single market pulled together into a 
single sales target by Foop INDUSTRIES. 


The Foop InpustriEs Market Determination Chart will indicate the sales 
opportunities in the food field. If you want a copy, it’s yours for the asking 


(no obligation). 


MR. TRUCK MANUFACTURER: 


—in reviewing the automotive statistics in this 
issue, bear in mind these facts! 


In 1948, 3,547,000! trucks (almost 47% of all 
trucks registered) were used for the transportation 
of food from grower to consumer. 


Of this total, 1,067,250! trucks (13.3% of all trucks 
registered) were owned by the Food Processing 
Industries. . 


In 1948, fleet operators owned 1,018,7342 trucks. 
23% of these (233,662)% represent trucks owned by 


Food Companies operating their own maintenance 
shops. 


(These figures are highway power units only, and 
do not include trailers and semi-trailers) 


Foop Inpustries reaches this entire market. 


1Based on ODT Survey (1945) and 1948 figures of U.S. Pub- 
lic Roads Administration 


2Commercial Car Journal Survey as of 1948 
3Fleet Owner Survey made August 1947 


Food Industries 


A McGRAW-HILL PUBLICATION 


330 West 42nd Street, New York 18, N. Y. 
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SIGNIFICANT TRENDS 


As seen by the editor of SALES MANAGEMENT for the period ending November 10, 1949 


BOOMLET FIZZLING? 


According to a survey made among members of the 
National Association of Purchasing Agents, the boomlet 
in general business reported by these same men in August 
and September petered out during October. 


Six weeks ago we said in this column, “The pipelines 
became empty. Now they are being refilled. Unless the 
merchandise can be made to move at an accelerated pace 
to consumers, the present boomlet will be temporary and 
we'll soon be right back where we came from.” 


From present indications, it doesn’t look as though we 
are going to experience the same degree of recession which 
prevailed from April to August, but the record of retail 
sales indicates that wholesale and retail inventories have 
increased more rapidly than over-the-counter sales. 


Of course, two unusual factors have depressed retail 
trade, one being the effects of the coal and steel strikes, 
which have reduced purchasing power in many areas, and 
the other is the unseasonably warm weather which has 
been very disappointing to apparel retailers. 


What can manufacturers do to insure better business 
for their products at the consumer level? A rather con- 
vincing answer will be given in detailed form in SALEs 
MANAGEMENT’s November 20th issue in an analysis of 
the advertising policies of 95 companies during a period of 
receding business. “he period studied was 1937-1940. 
There was a sizable drop in 1938. 


MANUFACTURERS’ SALES 


IN THE U.S. 
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The analysis, prepared by George J. Kuebler, Director 
of Sales Development of the Crowell-Collier Co., shows 
rather conclusively that if manufacturers’ promotion 
efforts are curtailed during recession periods, the setback 
in sales continues in force for at least two years after gen- 
eral business has reversed its descending spiral. 


What happened to the group of companies which cur- 
tailed advertising and what happened to those that used 
advertising as a potent sales tool is clear from the records, 
but the why of it all is subject to individual interpretation. 


It goes beyond the consumer effect of the national ad- 
vertising, for national advertisers earmark a varying per- 
centage of the consumer advertising dollar to by-product 
or intangible values, such as stimulating the sales force, 
wholesalers, distributors, retailers. These people take their 
cues from top management. If the company spokesmen say 
by deeds as well as by words, ‘““We face the future un- 
afraid and are intensifying our sales efforts,” then much 
of this confidence will stick with the men in the lower 
echelons. 


But when top management shows a lack of confidence 
by curtailing promotion efforts, every salesman is given a 
ready-made alibi. He can say to himself: “Obviously the 
company expects business to be off, and so if my business 
is off I am only doing what top management predicted 
was going to happen.” 


PEOPLE HAVE THE MONEY 


Secretary of the Treasury, John W. Snyder, announced 
last month: “Individual income is at the highest peak in 
the history of the country. Our national income is running 


currently 4 billion dollars a year ahead of last year’s rate 
of 209 billion dollars.” 


It is the belief of a majority of the 108 private econo- 
mists polled by the F. W. Dodge Corporation that busi- 
ness will continue to be good throughout 1950, but we 
like best the comment of Clarence B. Goshorn, president 
of Benton and Bowles, Inc., who told an AAAA group, 
“If I were to venture a forecast, I would say that business 
will be good—for those who make it good.” 


To go back to the economists surveyed by Dodge: They 
expect only an insignificant change in the physical volume 
of production between now and the end of next year, with 
moderate declines between now and mid-year 1950 and a 
moderate rise in the latter half of 1950. They expect 
civilian employment to remain approximately stable, a 
moderate downward movement in the wholesale com- 
modity price index, a slight decline in the number of 
dwelling units to be built next year, offset by an increase 
in public building’ and engineering works. 


If their predictions are right, consumption expenditures 
in 1950 will be 95 to 97% as high as this year. 


Since the war’s end, the automotive industry has been 
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taking an increasingly large slice of the total consumer 
dollar. This year motor vehicle sales represent about 16% 
of the national retail sales volume as against a pre-war 
average of 13.3%. The greater portion spent for automo- 
biles has been largely at the expense of general merchan- 
dise. The improvement in the sale of durable goods in the 
past 90 days should carry over into 1950 because during 
the early part of the year veterans will receive nearly 3 
billion dollars in insurance refunds, and, if their disposal 
of money follows substantially the pattern set by their use 
of terminal leave money, consumer durables will get ap- 
proximately 400 million dollars of the money. 


EDUCATION ON FAIR TRADE 


Proponents of price maintenance had a series of dis- 
turbing shocks during recent months when legislation was 
started in a number of states to repeal their existing trade 
legislation. A series of study projects has been initiated 
by the Bureau of Education on Fair Trade which is 
designed to provide specific data on: (1) comparative 
gross margins and net profit of drug stores in Fair Trade 
and non-Fair Trade states; (2) comparative retail prices 
of selected popular national brands in Fair Trade and 
non-Fair Trade areas; (3) comparative prices of a group 
of non-Fair Trade items sold in drug stores in Fair 
Trade and non-Fair Trade areas. Price data compiled by 
the A. C. Nielsen Co., are being made available to the 
committee. 


Organizations of state druggists working independently 
of the committee are conducting local educational cam- 
paigns which they hope will convince consumers that Fair 
Trade does not add to the drain on consumers’ pocket- 


books. 


NUMBER OF RETAILERS 


Schedules of the Business Census of 1948 are completed 
and the Bureau of the Census is beginning to process the 
findings. Based on preliminary figures, it is the belief of 
Philip Hauser, Acting Director of the Bureau, and his 


BUSINESS FAILURES 


IN THE U.S. 


AVERAGE NUMBER 
PER MONTH 


1,231 
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associates, that the final figures will show little or no 
change in the number of retailers as compared with the 
1939 Census. 

Despite the greatest ten-year population growth 
in the history of the country and a more than 
200% increase in the dollar volume of retail sales, the 
number of retail establishments remains relatively constant 
as we see a gradual cutting down of small stores and 
greater concentration on the “super” units. This is most 
evident in the food and drug fields. Census officials predict 
that the final figures will show that in 1948 there were 
approximately 1,800,000 retail establishments. And, 
speaking of increases since the latter part of the decade of 
the 30’s, Postmaster General Donaldson reports that the 
number of pieces of mail handled by the post office depart. 
ment is currently 314 times greater than for the year 
1938. 


REPEATING ADVERTISEMENTS 


Several years ago a group of advertisers, agencies and 
publishers set up funds to conduct a cooperative study of 
the effectiveness of repeated advertisements. ‘The returns 
indicated that no matter how good an advertisement might 
be, it couldn’t be expected to secure notice and action from 
all readers; consequently one or more repeats might be 
advisable. 


This spring the survey was repeated through sending 
questionnaires to 302 advertisers and agencies who were 
sponsors of the original study or purchasers of the report. 
160 responses were received and 158 respondents regis- 
tered an opinion favorable to repetition of advertisements. 


Ideas expressed were: repetition is economical, repeti- 
tion is needed to get full value, it is needed to get the idea 
of the advertising across. 


The economy angle is particularly important because 
the cost of space on a per-page-per-thousand basis has re- 
mained relatively stable during the past ten years while 
the physical costs of producing advertising have increased 
in line with generally increased costs. Art work, typogra- 
phy, plates now bear a considerably higher proportion ot 
total costs, and if these advertisements can be so staggered 
as to cover all of the twelve months there is a substantial 
saving over using twelve advertisements. 


THINGS WORTH SENDING FOR 


A relatively frequent inquiry to SALES MANAGEMENTS 
Readers’ Service Department calls for sample agreements 
with manufacturers’ agents. Now a standard 12-page 
form has been made available by the Manufacturers 
Agents National Association, 542 South Broadway, Los 
Angeles 13, California, at the price of 10 cents, post-paid. 
The form assumes that the agent is to be recognized as af 
independent contractor and free to handle other accounts 
so long as none of them include items competitive with the 
product of the manufacturer who signs the agreement .-- 
One of the most articulate business spokesmen is Lou's 
Ruthenburg, Chairman of the Board, Servel, Inc. His 
speech before a recent convention of the Pacific Coast Gas 
Association on “Business Management in a Changing 
Economy” is worthwhile reading for its pungent par 
graphs on dynamic selling and the need for more matt 
power, sales research, and sales planning. Address him ¢/® 
Servel, Inc., Evansville, Indiana. 


PHILIP SALISBURY 
Editor 
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BY ALEXANDER KLEIN - 


When Dealers Ask Salesmen, 
“How Do Your Ads Pay Off for Me?’ 


Director of Sales Training, and 


BY MORRIS I. PICKUS © President 


The Personnel Institute, Inc., 


Consultants in Personnel Administration and Sales Training 


Your salesmen are on a familiar hot spot. Do you let them 
fumble for the answer. Or do you help them turn a challenge 
into a sales asset through training in the ABC's of advertis- 
ing? Here are cues to help salesmen to sell ad benefits. 


There is a remarkable resemblance 
between salesmen and side-show magi- 
cians who specialize in swallowing 
rusty razor blades. In fact, the com- 
plaints salesmen have to swallow 
daily from customers are often a lot 
more cutting and injurious to their 
morale and sales productivity than 
are the rusty razor blades to the 
mid-way magicians. 

One complaint salesmen frequently 
face is about their company’s adver- 
tising. What salesman has not had a 
dealer sound off like this: 

“Listen, buddy, what the devil do 
I care how many pages you fellows 
splurge on advertising from Maine 


WRONG 


Maine to 
California 


We're covering 


the country 
with ads, from 


to California? I’m interested only in 
my own customers right around the 
corner. Why don’t you guys stop 
wasting all that good dough on adver- 
tising and pass the saving on to us 
dealers in wider margins? Or maybe 
lower the price a little so we'd get a 
bigger volume 2” 

The salesman himself often may 
have the feeling that the dealer has 
hit the nail on the head. It may be, 
however, that the salesman does be- 
lieve that advertising pays—for the 
dealer and everyone else—but he’s 
probably not sure how to go about 
proving it. At this point, the problem 
is squarely up to the manufacturer or 


ALL ADS ARE LOCAL: When a dealer complains about 


your firm splurging thousands of dollars for "just a page in 
. « . your answer should be: "We're running this 
advertisement in magazines (or newspapers, radio, television, 
outdoor) reaching millions of people all over the country, 
including 18,000 families, or about 72,000 people right here 
in Centerville. Plenty of them in this neighborhood, too.” 


@ magazine" 
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distributor to arm his salesmen with 
knowledge of the specific ways in 
which advertising benefits the sales- 
man’s customers. 

How can a manufacturer or dis- 
tributor merchandise his advertising 
to his salesmen? And get them to 
merchandise it to their dealers or 
customers? This problem was faced 
by our organization as one aspect in 
the development of a comprehensive 
sales training program for a national 
firm* with over 350 salesmen. We 
realized that to get the salesman’s 
firing-line support for the multi- 
million dollar advertising program it 
was necessary to “sell” advertising to 
the salesman as a valuable sales tool 
for him. 

Advertising by itself means little 
to the salesman unless he is shown 
how it can help him get orders from 
his customers. And until the dealer is 
convinced—by the salesman—that ad- 
vertising is going to help him sell 
more, the supposed high cost of ad- 
vertising may be a stumbling block to 
the sale. 

Company advertising departments 
and their advertising agencies often 
develop excellent programs, only to 
discover that the salesmen fail to use 
the campaigns in their sales efforts. 
Therefore, a complete Sales Training 
Program must include some means of 


* This material is based on a_ booklet 
prepared by The Personnel Institute for 
Seagram-Distillers Corp., in conjunction 
with George Mosley, advertising director; 
and John J. McCarthy, director of mar- 
keting. 


Seagram Ads 
are read by 
your own 
Ccustomers., 


f 


thi 


han ATH 


CONSUMER BENEFITS: Advertising lets people know 
that “a good buy” is available. It's a modern extension 
of the power of word-of-mouth promotion. It educates 
the public about price, quality and product features, 
and helps to guarantee product quality for users’ good. 


motivating and training salesmen to 
make the most effective use of their 
company’s advertising. 

In this particular program we pre- 
pared an illustrated take-home book- 
let on advertising. In addition visuals 
and a dramatic “radio play’ were 
used as the basis for conference dis- 
cussions with groups of 12 to 15 
salesmen. Trained conference leaders 
had the men present some of the ob- 
jections to advertising which they 
received from customers and how 
they handled them. A lively discussion 
was provoked, based on the actual 
experiences of the salesmen, as well 
as the pointers in the booklet. 

At a subsequent Training Confer- 
ence Session, the salesmen were given 
a written quiz on the subject, and 
their answers were used as a basis for 
a review to drive home the key points 
on the use of advertising as a sales 
tool. ; 

The following A-B-C question and 
answer approach was the basic story 
of the merits and uses of advertising 
presented to the salesmen: 


What is advertising? Advertis- 
ing is any method whereby people are 
told about a product, their interest is 
aroused in it, and they are persuaded, 
partly or completely, to buy that 
product. 

The simplest form of advertising 
is word-of-mouth. When you tell 
your friends to “let people know” 
that you’ve got a “good buy” in a 
used car in your garage, that’s adver- 
tising. Your advertising “medium” is 
your friends’ conversation. If this 
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doesn’t bring results, your next step 
probably would be to place an adver- 
tisement in your local paper. Adver- 
tising does this on a mass scale. It 
“lets people know there’s a good buy 
available.” 


How does advertising reach 
customers economically? Com- 
panies seek out “media” for their ad- 
vertising, ways of reaching their po- 
tential customers to offer them “‘good 
buys.” The major media are: direct 
mail, magazines, newspapers, outdoor 
signs, radio, television and the point- 
of-purchase. 

When a dealer complains about 
your firm splurging thousands of 
dollars for “just a page in a maga- 
zine’ show him how little it really 
costs per reader and how much it 
buys. Your company can obtain these 
figures from the media they use. 
Then you'll be in a position to say, 
for example, “We’re running this 
advertisement in magazines reaching 
millions of people all over the coun- 
try, including 18,000 families, or 
about 72,000 people right here in 
Centerville. Plenty of them in this 
neighborhood, too.” 

Advertisers also use publications 
that go to the trade only. These tell 
dealers of the profit and other advan- 
tages to be gained by handling their 
products. This advertising pre-sells 
the salesman’s customers and answers 
questions and objections before the 
salesman calls. 

Finally, there’s one important 
method of advertising that takes 
place right in the store: point-of- 


purchase sales promotion advertising, 
This includes displays and signs of 
all types, as well as consumer leaflets 
or other giveaways. 


Why advertise? All this, of 
course, is pretty elementary, but it 
raises two basic questions: 

1. Why is advertising necessary in 
the first place? Can’t distributors, 
salesmen, dealers do a selling job for 
a good product by themselves ? 

Answer: Definitely “No.” Imag. 
ine how well received you would be 
if you tried to sell a customer an item 
made by a company he had never 
heard of. Suppose you’re a superior 
salesman and you convince a dealer to 
stock a few packages of “Dilly- 
Willy’s-What’s-It.” Since it’s an un- 
advertised brand, it won't rate a good 
display spot. Of the few customers 
who do see it, how many would ask 
for it? To sell them the dealer will 
have to go out of his way to push the 
“Dilly-Willy.” It’s pretty clear that 
“Dilly-Willy” would have a rough 
time of it, because advertising is essen- 
tial to gain acceptance for a product 
and to help sell it right down the 
line: to distributors, dealers and the 
consuming public. 

2. “All right, but once a product 
is established, why continue adver- 
tising it?” 

Answer: Past performances prove 
that in 99 cases out of 100 no matter 
how good and how established 2 
product is, it does not keep selling 
itself. Not so long ago Home Run 
Cigarettes, Bosch Radio, Zu-Zu Gin- 
ger Snaps, the Maxwell, Hupmobile, 
Franklin and Pierce-Arrow cars were 
national best-sellers. But their adver- 
tising was allowed to fall and soon 
sales dropped. Further reduction in 
advertising and distributing activities 
followed. Today these names and 
many more are just part of history— 
gone forever because they stopped ad- 
vertising. 

The public has to be continually 
reminded about a product. Compet 
tive brands are always on hand to 
move into the public eye whenever 4 
brand starts to cut its advertising. 
Furthermore, the public likes to buy 
something that’s well-known. If they 
stop seeing advertisements for a prod- 
uct they either gradually forget about 
it, or become attracted to a riva 
brand. Or they begin to think the 
product is slipping and decide to get 
on some other bandwagon. 

Remember, too, that the buying 
public is constantly changing. Each 
year several million new consume! 
become customers who do their ow? 
picking and choosing among the 
brands of cars, suits, cigarettes, etc 
which are available. 
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What does advertising do for 
the consumer P 


1. Advertising informs the public 
about a product. 

2. Advertising educates the public 
about price, quality and advantages 
to look for in a product. Through 
advertising the consumer gets a 
chance to compare competing prod- 
ucts before going to make his pur- 
chase. 

3. Advertising helps guarantee 
product quality. Advertising is now 
regulated by law. The manufacturer 
of a reputable branded product has to 
make the quality of his product match 
the claims of his advertising. 

4, Advertising helps guarantee 
fair prices. With prices and quality 
claims available to every consumer, an 
over-priced product won’t last long. 

5. Advertising makes for better 
“buys,’ and raises our standard of 
living. Many people have the mis- 
taken idea that things cost more be- 
cause the price they pay includes ad- 
vertising costs. Actually, advertising 
helps lower the cost of goods. Only 


What does advertising do for 
the distributor and dealer? 

1. Advertising creates confidence in 
products that distributors and retail- 
ers sell. This means they can buy and 
sell with confidence and their cus- 
tomers feel confident when making 
their purchases. 

2. Advertising creates faster turn- 
over. Distributors and retailers must 
maintain a certain volume of sales in 
order to stay in business and make a 
profit. Advertising helps move prod- 
ucts off their shelves into the hands of 
the consumers. It creates consistent 
and extra impulse sales. Surveys show 
that heavily advertised brands out- 
sell all others 4+ to 1, sales and dis- 
tributor activities being equal all 
around. 


What does advertising do for 
the salesman? 1. Advertising pre- 
sells your products to the customers 
in your territory. All over the country 
and right in your territory—adver- 
tisements are trying to convince all 
types of customers of your product’s 
quality and urging them to buy. Thus 
advertising pre-sells your line. 


Billboards 


Sales 
Promotion 


NEGLECTED SALES TOOLS? If you want to get 
the most value out of advertising, put it to work 
for yourself. A company's advertising helps the 
salesmen to make more money and for his dealer 
to make more profit. Merchandise your advertising. 


mass-production goods can sell at low 
prices. But mass production requires 
mass consumption. And mass con- 
sumption of any item is made possible 
only through mass advertising. Thus 
advertising helps raise our living 
standard. 

6. Advertising provides free enter- 
tainment on radio and television. It 
also pays in part for our newspapers 
and magazines. A national magazine 
that sells for a quarter, actually costs 
0 cents to put out; advertising pays 
the difference. That holds true right 
down the line. (In general, total ad- 
vertising costs of all products run to 
only 2% to 3% of the national in- 
come, 
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2. Advertising provides you with 
an introduction to your customers. 

Your firm’s advertising acts as 
your advance agent and letter of in- 
troduction to dealers. 

3. Advertising provides you with 
an invaluable merchandising tool. 

Don’t talk “advertising” to your 
dealers.” Like all businessmen, they 
are interested in profits. So don’t just 
talk ‘“advertising’—TALK ADVERTIS- 
ING PROFITS. Show the dealer how 
advertising benefits him. 

How can you get maximum 
benefits from your company’s 
advertising P 

1. Sell dealers and distributors on 
the pre-selling, increased turnover 


value to them of your firm’s adver- 
tising. 

The dealer who realizes that your 
firm is helping him to make profit 
through its advertising is going to be 
a lot better disposed towards sug- 
gesting your product to his customers. 

2. Merchandise the advertising 
program by showing the dealer how 
he can profit by tying in with it: in 
his sales promotion and local adver- 
tising, and in his daily selling talks. 

This business of “merchandising 
the advertising program” is a basic, 
not a separate part of your job. 

3. Emphasize the quality of your 
firm’s advertising. 

4. Sell sales promotion as a profit 
builder instead of pleading to have 
it put up. 

5. Show the dealer that his own 
local tie-in advertising will have 
more pull because it has been pre- 
ceded by your firm’s national cam- 
paign. There is greater recognition. 


To your dealers (or distributors) 
you are your company. You are their 
major, if not their only contact with 
your entire firm. What you do and 
how you do it determines your success 
and future, and your company’s. 


Want to Get Value? 


If you want to get the most real 
value out of this article, put it to 
work yourself in this way: 

First, get and study all the ma- 
terial on your firm’s advertising in 
your area—magazine circulation fig- 
ures, local advertisements, and so on. 

Second, be on the lookout for good 
local examples of dealers who profited 
by tying in with your firm’s adver- 
tising, via point-of-sale or their own 
local advertising. 

Third, plan to present to a certain 
number of dealers each day or each 
week the full story of your firm’s 
advertising and how they can tie in 
with it and profit. 

Fourth, set yourself a goal of so 
many dealers per week whom you will 
sell on using point-of-sale material of 
tie-in advertisements. Then work per 
plan. 

Fifth, bring up your firm’s adver- 
tising in a natural way on every call. 
This may be no more than a mention 
in passing. But keep doing it regu- 
larly and you'll get your dealers con- 
scious of your firm’s advertising. 

A regular continuous campaign of 
this sort, fitted harmoniously into 
your particular sales situation, is not a 
dificult matter. It’ll cut down on the 
quota of “rusty razor blade’ com- 
plaints you'll need to swallow in your 
daily calls. And it will pay divi- 
dends to you in better and _ better 
results in your territory. 
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deeply into how each person used 
printed material and services ot sales- 
men. The 512 companies studied were 
distributed proportionately by type 
of manufacturing industry and by 
census region. 

The first question asked by re- 
searchers for Davee, Koehnlein & 
Keating, Chicago research firm, was: 
“What prompted the realization of 
the need for the item purchased ?” 

Answer: ‘‘Internal influences 
prompted the realization of the need 
for 92.2% of the total purchases,” 
the N. I. A. A. report states. “These 
internal influences included _ pro- 
grammed expansion of plan facilities, 
introduction of new models, or sys- 
tematic replacement of worn out or 
obsolete equipment.” 

Once the need was established, how 
did prospective buyers go about mak- 
ing their purchases? How important 
was management? How important 
were Engineers? Foremen? Purchas- 
ing agents? How many makes were 
considered ? How did printed material 
influence prospects ? When did buyers 
call in salesmen? How long did it 
take for order to develop? 


Creative Salesmanship 


Answers to these questions are pro- 
vided in the detailed statistical sum- 
maries in the formal report. 

Buyers who credited themselves 
with first recognizing and_ stating 
their needs for equipment, materials 
and parts in 92.2% of the cases 
studied, freely told researchers how 
they first learned of the existence of 
the makes bought and other makes 
considered. 

The N. I, A. A. report. states: 
“The buyer had previous experience 
with 60.56 of the makes bought, and 
with 42.76 of the other makes con- 
sidered.” Industrial marketers long 
have recognized that a satisfied cus- 
tomer is a repeat buyer who bears 
close cultivation. 

If a buyer has not had previous ex- 
perience with your make, how can 
you bring it to his attention? The 
answer is important in view of the 
fact that 92.2% of actual buyers re- 
Port they know what they need be- 
tore any seller has an inkling of the 
uying intentions. 

Many questions in the survey deal 
with the use and effectiveness of 
printed literature as a means of reach- 
Ing prospects. Answers indicate that 
Printed literature helped prospects to 
decide what makes to buy. However, 
60% of the buyers who actually 
bought reported they did not have 
Printed information on the make they 
bought before making contact with 
the vendor. Medium and larger size 
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SAW at 
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Source: Survey of Industrial Buying 
Practices, National Industrial 
Advertisers Association 
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COUNTED OUT BEFORE THE RACE STARTS? Industrial buyers make it plain that 
promotion is a tool that helps them to select a number of makes from which they 
can make considered purchases. They rank printed promotion ahead of all other 
factors in deciding which salesmen to call in while decisions are being made. No 
one method of promotion insures the product being called to the prospect's attention. 


plants are more apt to send for litera- 
ture than smaller plants, largely be- 
cause more people are involved in the 
buying decision. 

How much opportunity is there for 
salesmen to present their makes before 
the buying decision is made? Sales- 
men were called in while makes were 
beis., isidered in 78.5% of the 
cases. | sm these companies, 2.3 
salesmen were invited to present their 
cases. 

On what basis were salesmen in- 
vited to make their proposals? N. I. 
A. A. states: “Comparison of printed 
literature was the basis most often 
employed in deciding which make’s 
salesmen would be called in. Previous 
experience with product or vendor 


was almost as important.” 

All industrial purchases are ‘‘con- 
sidered” purchases so it is not unusual 
to have buyers report that on the 
average 1.4 months elapsed between 
realization and first statement of the 
need to buy and the placing of the 
order. Once the prospect has decided 
to buy, he gets the purchase order 
into the hands of the vendor in an 
average of 10 days in smaller com- 
panes, but it takes 15 to 21 days in 
larger companies. 

Bound copies of the Survey of In- 
dustrial Buying Practices will be 
available Dec. 1 from the National 
Industrial Advertisers Association, 
1776 Broadway, New York 19, N. Y. 
The price is $10. 
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DISPLAY: B. Altman, in New 
York, used this display with headboard 
to match a Sealy-Schiaparelli mattress, 
to create shopper attention, to win sales. 


A Mattress Is for Sleeping; 


Who Cares If It's Pretty ? 


Based on an interview by Lester B. Colby with 


J. R. LAWRENCE, 


Vice-President in Charge of Sales, Sealy, Inc. 


Ask people who buy them! ''Schiaparelli Originals,"' named 
for their designer, put color into a drab product. These 
designs teamed with a new product pushed Sealy sales 
ahead of first half of 1948 when industry sales were down. 


The question: If Sealy, Inc., em- 


ployed a world-famous designer to put 
beauty and color into its mattresses, 
would it pay off in sales? There were 
arguments for and against. The 
onservatives and doubters argued 


Mw) 
like this: 

Whoever sees a mattress but the 
woman who makes the bed ?” 

‘A mattress is made to sleep on. 
Who cares if it is pretty?” 

“What's the matter with good old 
striped ticking? Glamor! Bah!” 

‘Ot all cockeyed ideas! This takes 
the ake.” 

On the other hand, sales-minded 
Sealy executives held that a woman 
would buy the beautiful in preference 
to the dull and drab anywhere, any 
time. Too, they maintained, store 
buyers would gladly stock the color- 
ful, glamorous mattresses to brighten 
their bedding departments and make 
store rooms and stocks more attrac- 
tive. It would mean a richer at- 
mosphere. 

\Mladame Elsa Schiaparelli, well- 
known Parisian designer, was em- 
ployed to do the job. She designed 
three mattresses which were called 
“Schiaparelli Originals.” They were 
given intriguing names: Boquet, 
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Bownot and Little Bows. The idea, 
backed with advertising and promo- 
tion, paid off quickly. 


Sales Up 


“Back in June of this year num- 
bers of articles appeared in business 
papers, stating that bedding manufac- 
turers’ sales were down from 7 to 
25% as compared with the first half 
of 1948,” says J. R. Lawrence, 
Sealy’s vice-president in charge of 
sales. “During that same period 
Sealy sales were up 19%. 

“We consider that a phenomenal 
increase in the face of a general de- 
crease throughout the industry. Of 
course, there were other factors. One 
was the introduction of our new 
Orthopedic Firm-o-Rest mattress and 
a carefully planned merchandising 
program backed by national adver- 
tising. These factors enabled us to 
hit markets hitherto unexplored.”’ 

Business papers took sharp notice 
of the venture into mattress-beauty. 
They ran news articles and editorials. 
One business paper called it the “cos- 
metic approach” to mattress sales. A 
nationally known news letter to the 
trade commented as follows: 


“Even skeptics were impressed by 
these colorful mattress designs car- 
ried out with the same flair that has 
made Schiaparelli a big name in the 
world of fashion, frocks, frippery 
and fragrances. 

“What is significant is the kind of 
thinking that engineered this coup. 
Remember the endless rows of mat- 
tresses in countless bedding depart- 
ments—some rose, some blue, but al- 
most indistinguishable from each 
other? 

“What difference does it make if, 
after the sale, the customer keeps her 
mattress covered and rarely sees the 
ticking. She bought it, didn’t she? 
Top department stores are banking 
on the eye-and-fashion appeal 
We even hear plans are afoot to pro- 
mote these new mattresses in_ the 
lingerie department.” 

Full-page advertisements on a Co 
operative basis were used in major 
market newspapers across the country. 
The deal was 50-50, Sealy and the 
stores. 

The kick-off of the campaign came 
at a time when there was plenty 0 
competition with cut-rate prices and 
“leaders” were vieing for the bus- 
ness. There were “plenty of $19.9 
mattresses in the stores,’ to quote 
Mr. Lawrence. The  Sealy-Schia- 
parelli mattresses were fair traded. 
The three grades were priced # 
$49.50, $59.50, and $69.50. The am 
swer is: They sold. 

Store merchandisers and advert 
ing writers and Sealy salesmen came 
up with such slogans as: 
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“Glamor for Sleeping Beauties.” 

“New tickings to give fresh ap- 
pearance to departments.” 

“Wake up your Sleep Shop.” 

“Stir the usually dormant Sleep 
Shop.” 

“Design by Schiaparelli 
by Sealy.” 

“Fashion Pays Off.” 

The Sealy-Schiaparelli story is 
now being told through the adver- 
tising pages of nationally circulated 
“service’ magazines. Among those 
being used in the fall campaign are: 
True Story, House Beautiful, Better 
Homes and Gardens, and Ladies’ 
Home Journal. Buyers and sales pro- 
motion executives in the stores of the 
country were told that a “million- 
dollar advertising program” was un- 
der way. Top stores of the country 
were encouraged to feature store-wide 
promotions. Merchandising managers, 
aware of the potential behind a pro- 
motion of this kind, gave the needed 
impetus. 

In many sections of the country 
extra ticking was taken from the 
Sealy plants and modeled into gowns 
and dresses which models wore in 
fashion shows sponsored by metro- 
politan department stores. 

Sealy prepared booklets, aimed di- 
rectly at retail outlets, telling the 
story of what had been done to bring 
the product to the attention of mer- 
chandising managers. 

An entirely different approach was 
used to introduce the Sealy Ortho- 
pedic mattress. This had been de- 
veloped more than a year ago after 
long research and with the aid of 
orthopedic surgeons. The purpose was 
to develop a mattress which would 
relieve persons afflicted with low back 
pain, sacroiliac injuries or injuries in 
the lumbar section of the vertebrae, 
etc. Such mattresses permit the sleep- 
er to lie straight without sag. In the 
past, hard boards had been used. 


... Sleep 


In the initial stage of development, 
the 26 Sealy plants sent mattresses 
to orthopedic surgeons, clinics and 
therapists to get a cross-section of 
over-all reactions. Results were so 
encouraging that the mattress was 
submitted to the American Medical 
Association. This organization ap- 
proved it for advertising in medical 
publications. 


Professional Advice 


A prominent orthopedic surgeon, 
author of several books on orthopedic 
surgery, was employed to study the 
mattress and write a booklet describ- 
ing its value and uses. This was titled 
“An Orthopedic Surgeon Looks at 
Your Mattress.” The first advertise- 
ment for the mattress was published 
in Time magazine. The booklet was 
sent free to anyone who requested it. 
Thousands of requests were received, 
proving wide interest in “firm” 
bedding. 

Point-of-sale cards bearing a re- 
production of an advertisement ap- 
pearing in the Journal of the A meri- 
can Medical Association were dis- 
tributed among all dealers. A special 
exhibit was also built for display at a 
meeting of-the American Medical 
Association in St. Louis. Care was 
taken to hew to the “medically ethi- 
cal” line. 

In the spring, another exhibit was 
sent to the general session of the 
American Medical Association held 
in Atlantic City in March. Just be- 
fore this meeting, letters were sent 
to all members of the American 
Surgical Trade Association, inviting 
them to visit the exhibit. This opened 
up the field via the surgical trade 
houses—a brand new market. 

At this stage, a new point-of-sale 
card was developed, showing x-ray 
photographs of the spine of a person 
lying on a Sealy Orthopedic mattress 
as contrasted with that of a person 


resting on a sofg.mattress or lying on 
an ordinary mattress with a_ bed 
board for support. This point-of-sale 
card answered many questions asked 
by the consumer after hearing of the 
new mattress. 

Then, once more, Sealy took its 
exhibit to a convention: the conven- 
tion of the National. Chiropractic 
Association held in Chicago in July. 
Demonstrations were arranged for 
the doctors of chiropractic in at- 
tendance. 

The advertising campaign was 
launched in September. Advertise- 
ments have appeared, or are sched- 
uled to appear, in such publications 
as The Saturday Evening Post, Time, 
Farm Journal, etc. A new brochure 
has been prepared. It has a change- 
able frontispiece so that it can be sent 
with one message to doctors and an- 
other to individual potential con- 
sumers. 


Topping all of this, Sealy has de- 
veloped a 15-minute, sound-slide film 
“Smooth Selling,’ for use in stores 
in training salesmen. In addition to 
pointing out sales techniques, it gives 
the salesman a “quickie” education 
in the processes used in manufacture. 


“Less than 20 years ago bedding 
was sold by the pound,” Mr. Law- 
rence points out. ‘““They used to make 
hair mattresses, stuffing in hair until 
it was filled. When finished it might 
weigh all the way from 65 to 75 
pounds. You paid by weight. Mattress 
salesmen never thought of mention- 
ing comfort, durability, style or value 
when they showed a mattress to a 
prospective buyer. I am confident that 
the change in presentation to the 
public, the salesmanship used, is 
largely responsible for the increase in 
demand for fine mattresses. In the 
last few years the American public 
has become conscious of good sleeping 
equipment.” 


SOMETHING NEW HAS BEEN ADDED: This New York City store window “stopped” 238 


people in 10 minutes. New look in boudoirs was startling; was called “cosmetic approach.” 
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Sheets and blankets are seasonal items. 
Pepperell is out to change buying into 
a year-round habit through spotlight- 
ing one product each month. This is 
the story of how thorough pre-testing 
of sales ideas won dealers’ support. 


Promotion-of-the-Month Plan 
Builds Pepperell Preference 


\ Promotion-of-the-Month plan 
developed by Pepperell Manufactur- 
ng Co., Boston, to stimulate retailers 
to push its sheets, blankets and other 
products the year ‘round is proving to 
be an effective means of increasing 
sales. 

launched in August, more or less 
as an experiment, the plan brought 
good results during the first month, 
which is ordinarily a quiet one in the 
sheets and blankets field. September 
results were better. Still better re- 
turns are anticipated for the final 
quarter of the year because special 
holiday selling plans have been 
added and more and more dealers 
are adopting the program. 

The foundation of the Promotion- 
of-the-Month plan is a_ regulation 
814" x 11” loose-leaf book which 
houses mimeographed pages describ- 
ing how the dealer can carry through 
a promotion for a given month. Ad- 
ditional pages have pockets contain- 
ing specimens of advertisements, re- 
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turn post cards, and other material 
which the dealer can use for that 
particular month. An offer is made 
to supply additional helpful material 
on request to Pepperell’s Grade 
Service Bureau in Boston. 

First step in launching the plan 
was to send out some 200 of these 
books, bound in leather, to top Pep- 
perell accounts in many parts of the 
country. Gold embossed on each of 
the covers was the title “Proven 
Sheet Promotions” and the name of 
the store’s domestics buyer. The plan 
was also announced in the Pepperell 
News Sheet, house organ for Pep- 
perell dealers, and also in business 
papers and by direct mail. After that 
paper-covered loose-leaf books with 
inside pages exactly like those sent to 
top accounts were offered to all re- 
tailers who requested them. 

A fairly large number of dealers 
asked for the books, to try out the 
August promotional plan. <A good 
percentage later called for copies of 


available advertisements, supplies of 
return post cards, screen prints, etc. 

When the first books were sent out 
they contained only the promotion for 
August: White Sale plan. The books 
were sent out weeks in advance of the 
time for staging the sale. Later the 
pages for the promotions for Sep- 
tember and October were mailed to 
be included in the book. The Novenm- 
ber and December pages were to 
follow. 


Pre-Tested Plans 


A feature of each Promotion-of- 
the-Month is that it is based on sell- 
ing procedures which actually have 
succeeded in retail establishments 
rather than on methods which it 3 
hoped will prove profitable. For ex 
ample, the August promotion fol- 
lowed in detail a selling project 
which Pepperell had worked out 
carefully with a typical size depart 
ment store in a typical city and which 
had produced more than $35,000 ™ 
Pepperell sheet sales in a month, at 4 
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GIFT PACKAGING: Pepperell items are done up both in Pliofilm and in cardboard cartons 
for year-round sale, but the packaging lends itself to holiday promotions. Pepperell's dealer 
manual presents tested holiday tie-in printed promotion and display ideas for special gift sets. 


time when business was hard to get. 

The August pages (more white 
space than wordage on each one, for 
easy reading) described not only the 
original plan on which the promotion 
was based, but also a good part of the 
sales-thinking which preceded the cre- 
ation of the plan. For instance, under 
a heading “Background and Store 
Thinking” was this copy: 

“This store has always believed in 
the value of capitalizing on the huge 
consumer demand built up by their 
suppliers’ national advertising. 

“They wanted a program that 
would sell sheets—and they wanted 
to do it simply and with enough im- 
pact to make that sale outstanding. 

“In addition to carrying Pepperell 
and two other well known sheet 
brands in their main store, they have 
two successful branch stores where 
Pepperell sheets are stocked exclu- 
sively.” 

Under the title “The Net Result 
of Their Pre-Sale Thinking Boiled 
Down into Three Simple but Funda- 
mental Selling Factors,” was the fol- 
lowing: 

“1. Full concentration on one 
strong brand of sheets, covering all 
popular grades. 

“2. The use of their telephone or- 
der switchboard to sell this one brand 
the week preceding the promotion. 

“3. Strong, hard-selling newspaper 
advertisements in local papers—win- 
dow display and a thorough sales 
training program.” 

The store carried out this thinking 
with the good results stated. Among 
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other things, news about the Pep- 
perell sheet values was offered each 
customer who called one of the store’s 
35 telephone order takers. This was 
the first time such a plan had been 
tried on so large a scale at the store. 
Cooperation of the operators was 
won through a selling contest, with 
prizes for the operators who sold 
the greatest dollar volume. 

It was stated, further, that hard- 
selling local advertising, special win- 
dow and departmental displays, a 
showing of Pepperell’s educational 
film, “Dear Miss Markham’’ to sales- 
people and telephone operators, and 
a list of selling points on each kind of 
sheet, were important factors in the 
success of the sale. 

On a subsequent page was this: 
“Here's How You Can Accomplish 
These Same Results: 

“1. Concentrate your Promotion 
on Pepperell—the only name under 
which you can offer all four standard 
grades of sheets, thus appealing to all 
segments of your market. 

“2. With lowered sheet prices, be 
realistic in your sales pricing. But 
remember that women’s respect for 
the Pepperell name is your protection 
against sharp competition from little- 
known brands. 

“3. Create selling enthusiasm. 
Show your sales and telephone staffs 
the Pepperell sound film in full color, 
‘Dear Miss Markham,’ and distribute 
copies of our literature giving basic 
selling information. Offer one or 
two prizes to each group for top sales 
figures. 


“4. Give your best customers ad- 
vance notice of the sale by telephone. 

“5. Plan local newspaper adver- 
tising, prominently featuring the 
Pepperell name. . Schedule one or 
more for August 7th to take full ad- 
vantage of our double-page spread in 
Life, out August 5th, to be seen by 
over 27,550,000 sheet buyers. In ad- 
dition, August issues of Ladies’ Home 
Journal and Better Homes and Gar- 
dens will carry hard selling Pepperell 
sheet advertisements for added support. 

“6. Send out order-producing mail- 
ers (We will supply at no extra cost 
to you.) in your July 31st bills. Take 
full advantage of Pepperell’s offer of 
art and mats. 

“7, Be sure to get one—or more— 
prominent window displays. Display 
ideas and material are yours for the 
asking.” 

In one of the pockets of the Au- 
gust promotional material was a 
folder containing a reproduction of a 
double-page spread on  Pepperell’s 
new combed percale sheets. Tying in 
with this advertisement the folder 
asked: ‘‘Want to know how you can 
build bigger sheet sales for your 
store?” This answer followed: “Fea- 
ture Pepperell’s new combed percale 
sheets during August for Greater 
Volume and More Dollars. Tie up 
locally with this hard-hitting, August 
8th Advertised-in-Life double-page 
spread pre-selling over 27,550,000 
Potential Sheet Customers.” 


Advertising Material 


Another section of the folder 
showed advertisements for local use 
during the month—all available free 
in mat or glossy print form. Other 
space gave selling points. 

Another August pocket, labeled 
for the attention of the advertising 
manager of the store, contained an 
extra large, fully composed adver- 
tisement featuring four popular kinds 
of Pepperell sheets ,and an offer to 
supply screen prints of the whole ad- 
vertisement or any parts of it in the 
size requested. This pocket also con- 
tained samples of return post cards 
playing up the sheets, available in 
any number desired. 

From various parts of the country 
came reports of good results from 
the August promotion. One store, 
Benjamin’s of Salisbury, Md., labeled 
its August White Sale of Pepperell 
sheets “fabulously successful.” This 
store sold its entire stock of the sheets 
in two weeks—more than in the en- 
tire month of its previous January 
Sale, when sheets are supposed to sell 
the best. 

A feature of the sales in many 
stores was that, while Pepperell Red 
Label sheets were offered at the 
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IDEAS FOR RETAILERS: At the right is a 
sheet from Pepperell's comprehensive dealer 
brochure. Sales ideas are comprehensive 
enough for large retailers yet flexible so that 


smaller stores can pick ideas within their budget. 


lowest price in years, many customers 
bought more higher price sheets: 
Lady Pepperell Luxury Muslins and 
Lady Pepperell Combed Percales. 
Obviously, this indicated that the 
promotion helped to sell sheets not 
because they were exceptionally low 
in price, but because it created a de- 
sire in the minds of prospects. 
Another important result of the 
August promotion was that it whet- 
ted the enthusiasm of dealers to go 
on with the monthly plans. In fact, 


Benjamin’s stated that not: only 
would the September plan _ be 
adopted, but preparations already 


were being made to follow the 
monthly promotions through Janu- 
ary, when the biggest sale of all was 
to be staged. 

With the good results from the 
August promotion in mind, quite a 
number of retailers advised that 
whereas they had previously pushed 
various makes of sheets without dis- 
tinction, they wanted in the future 
to become known as the principal 
outlets for Pepperell sheets in their 
fespective communities—because of 
the effectiveness of the promotion 
plans and the advertising and dealer 
helps supplied with them. 


September Promotion 


The September Promotion-of-the- 
Month was focused on solid colored 
sheets which Pepperell introduced be- 
fore World War II and has featured 
since the conflict ended. This promo- 
tion, the loose-leaf pages pointed out, 
was based on successful experiences 
by retailers in building big volume 
sheet sales in a number of cities. For 
instance, “It sold over $5,000 worth 
of colored sheets in one week—$1 ,500 
of that in mail orders—to break all 
store records in one small eastern city 

it pulled sales for another im- 
portant store in a large eastern city, 
where the buyer stated: ‘We feel 
confident that our success in sales of 
colored sheets will continue to grow, 
and we look forward to having simi- 
lar promotions on this merchandise in 
the future’.” 

In this promotion it was urged 
that the retailer use not only the 
suggested advertisements in the 
pockets and tie them in with window 
and departmental displays, but also 
co-ordinate colored sheet sales with 
blankets, spreads, etc., to emphasize 
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Here are the Pepperell Sheet and Pillowoase Gift Sets that 


will add EXTRA VOLUMES and EXTRA PROPITS to your November-~ 


December domestigs sellinc. 


the beauty of these sheets in use, and 
to widen selling possibilities. Pep- 
perell advertising, it was stated, 
would be used during the month in 
four colors in Life, and in black and 
white in Good Housekeeping and 
Successful Farming, reaching’ over 
36,000,000 potential sheet buyers. 

As an extra feature, Pepperell 
offered dealers a plan whereby they 
could run a four-color advertisement 
in local Sunday newspapers, “at a 
saving of over $1,500.” Explained the 
mimeographed page: “It’s as Simple 
as This: 

“1. Schedule your promotion and 
arrange with your local newspaper 
representative for space. 

“2. Advise Pepperell of the date 
and paper you have chosen. 

3. Use the copy that’s already in 
the advertisement, or write your own. 

“4. Plan to have tie-in window 
and departmental displays—and 
Watch the Sales Roll In!” 

In the September pockets were a 
black and white proof of the four- 
color advertisement, photographs of 
suggested bedroom scenes for window 
or departmental displays, suggested 
advertisements, and selling points. 

By the time results began to come 
in after the September promotion, 
Pepperell salesmen had turned in 
more than 100 names of dealers who 
desired to take up the monthly plans 
after hearing through salesmen, the 
News Sheet or in other ways how 


Stock up on them now. 


successfully the August plan had 
worked out for other stores. 

Meanwhile, in September colored 
sheets attained record sales in many 
parts of the country. Pepperell does 
not claim that this was due to any 
great extent to the promotional plan 
because big stores in New York City 
and other places which did not follow 
it still broke records on Pepperell 
colored sheets. This no doubt was 
largely the result of ‘effective sales 
promotions. On the other hand, Pep- 
perell did find that a number of deal- 
ers who followed the September pro- 
motion, particularly medium-size and 
smaller dealers, moved substantially 
more colored sheets than if the pro- 
motion had not been used. 

The October promotion, titled 
“Harvest of Values—a Pepperell Bed- 
room Promotion,” suggested methods 
for selling not only sheets, pillow 
cases and blankets, but also mattress 
covers, blanket covers, screen printed 
kitchen curtains, bedroom draperies 
and spreads, and other items. One 
loose-leaf page pointed out that be 
fore the war such department-wide 
promotions had been common among 
retailers, “accounting for sales in 
creases which were sensational.” 

It was explained that while some 
of these items would not be obtain- 
able directly from Pepperell, never- 
theless they could be obtained from 
other companies making them from 
Pepperell fabrics: mattress, _ pillow 
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LONG DISTANCE CALLS 


| Made to Your Measure 
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lL. WOULD BE NICE if we could keep a 
lot of ready-made Long Distance calls 
waiting in neat rows for you to take your 
pick. But it won’t work that way. 


You need too many sizes. Today, it’s ; é 
a 100-mile or 1000-mile call. Tomorrow, | oO —_— 
it may be our special 2947-mile size (the 
longest possible call in continental U.S.). 


Whenever you call, wherever you call, 
we make it to your measure and deliver 
itin less than two minutes on the average! 


It takes lots of planning to do such 
careful tailoring. It takes a lot of equip- 
ment. And it takes the skill and experi- 
ence of many, many people. 


Long Distance service grows steadily 
faster and better. And it’s friendly service 
all the way. 


BELL TELEPHONE SYSTEM 


and blanket covers from Perfect Fit 
Products Co., Philadelphia; mattress 
pads from Columbia Ideal Quilting 
Co., New York City; kitchen and 
bedroom draperies and spread sets 
from Savoy Curtain Co., New York 
City. “Every one can be featured 
under the famous, sales-building Pep- 
perell fabric label,” it was declared. 

The pockets contained an omnibus 
advertisement embodying all the types 
of products enumerated. Screen prints 
of all or any part of it were made 
available, a reproduction of a full- 
color sheet, blanket, crib and gown 
advertisement appearing in the Octo- 
ber 10 Life and a picture of Pepperell 
Fabrics cards to use in tying in 
products of other manufacturers with 
Pepperell displays. 

The success of previous Promo- 
tions-of-the-Month prompted  Pep- 
perell to go all out in its plans for a 
holiday season promotion for Novem- 
ber and December. For this promo- 
tion three different gift packages 
were created, for filling with 24 
different combinations of sizes and 
grades of sheets and pillow cases, in 


two distinctive patterns and includ- 
ing solid color types, hemstitched 
colored hems and colored scalloping. 

One loose-leaf page is devoted to 
suggested combinations which will ap- 
peal to customers. Even the retail 
prices of the various combinations to 
be gift-boxed are suggested, and op- 
posite them the markups in percent- 
ages over the buying prices. 

In addition to gift packages, Pep- 
perell suggests offering store patrons 
holiday pliofilm-wrapped sheets and 
pillow cases in solid colors, as well 
as gift sets in a variety of combina- 
tions of sheets and pillow cases with 
either white or colored scalloping. 

To get the most out of promoting 
these items, the two-month holiday 
plan recommends: 

“1. In addition to featuring Lady 
Pepperell Gift Sets (both Luxury 
Muslin and Combed Percale) in 
your domestics department, show 
them in your store’s Gift Shop where 
they will be seen by customers who 
might not ordinarily reach the 


domestics floor. 
“2. Use all or part of the specially 


prepared store advertisement cop. 
tained in the pocket at the end of this 
section. 

3. Follow this advertisement with 
frequent reminders of the availability 
of this merchandise, in your local 
papers. 

“4. Have the Lady Pepperell Gif 
Sets included in your store’s Gift 
Suggestion mailing piece, together 
with solid color Pepperell Red 
Lzels, and scalloped Pepperell sets, 

“5. Arrange with your display de. 
partment for departmental displays 
of the merchandise. 

“6. And—see about having these 
sets included in the store’s regularly 
scheduled Christmas Gift Suggestion 
windows.” 

The pockets for November-Decen- 
ber contain full color illustrations of 
the contents of a number of the gift 
packaged sets, illustrations of posters 
and counter cards, specimens of re- 
tail advertisements, etc. Pepperell’s 
Trade Service Bureau offers addi- 
tional merchandising material to help 
retailers make the holiday promotion 
successful. 


Good Only In Phoenix 


“\loney talks’ —even paper money. 
And the Phoenix Republic and Ge 
zette is telling its story with the kind 
of currency you can spend only in 
Phoenix. 

The _ publishing 
sent, to a hand-picked mailing list, the 
handsome calfskin wallet you see in 
our pictures. It’s loaded—with all the 
facts on Phoenix’s growth, buying 
power, population, tourist information 
and a baker’s dozen other classifice 
tions. And the facts are told via “fake 


company _ has 


” 
money. 


Western Touch 


The newspaper hit upon the idea 0! 
telling Phoenix’s story with a promo 
tion piece which would be typically 
Arizonian. The shaggy calfskin wallet 
is, of course, a natural. And the ir 
ference is that while you can’t use the 
“money” as legal tender, you cal 
cash in on the Phoenix market. 

Statistics on the buying power @ 
the Phoenix area are from SM’ 
Survey of Buying Power. 


Beware of "hard-hitting" selling 
in this bu 


yers' market 


As A.R.Hahn, Managing Editor of Sales Management, 
said in "Shop-Talk" (see p. 88, Oct. 15 S. M.): 


Sales executives who are stampeded 
into a "sell-'em-or-else" attitude 
may soon find their business hit 
just as hard as their salesmen are 
hitting the trade. 


By “hard-hitting"™ selling, these 
sales executives mean sending their 
men out in a frame of mind that 
borders on the pugnacious...train- 
ing them to put their heads down 
and slug their way in where they 
couldn't get in before; to double 
up on their entertaining; to talk. 
louder and longer wherever they go. 


Such tactics can bring in orders. 
But consider the high cost of high- 
pressure selling! Are customers 
who have been overwhelmed really 
sold? 


Brains will win this competi- 
tive "slug-fest" -— not brawn. 


This brand new era that's dawning 
upon the American distribution 
system will be dominated, field by 
field, by those who look before 
they leap into the fray; 


»+.-by those who pause to study the 
conditions to be met in the field; 


-.-by those who guide their sales- 
men into the most profitable areas 


‘.»+- words and expressions that have 
crept into our sales department lingo are tending too much to empha- — 
size attitudes of belligerence. And if we truly believe that the highest 
type of salesmanship is the kind that is based on attitudes of helpful- 
ness to the buyer, all this fight-talk is bad.” 


direct them to the most likely 
prospects, arm them with the kind 
of information that enables them 
to sell by helping people buy; 


«-- by those who add to well- 
planned selling strategy the power 
of "Ditch-Digging" Advertising - 
the kind of advertising that does 
so much of the telling in selling 
that the salesmen can use more of 
their costly time for closing 
sales. 


Sound like work? 


Sure! So's running a sales depart-— 
ment. But put a "Ditch-Digging" 
Advertising crew on the job, give 
them a reasonable amount of help 
on customer and prospect analysis 
and they'll multiply the effective-— 
ness of your salesmen in ways that 
will help them cope with this buy- 
ers' market. 


This agency is equipped to work 
with any Sales Manager who's got 
a hard-selling job to do. We can 
get going with the least possible 
drain on your time. If you'd like 
to discuss how Ditch - Digging Ad- 
vertising works to boost sales for 
any product that's worth its price, 
just let us know where and when. 


THE SCHUYLER HOPPER Co. 


12 East 41st Street, New York 17, N.Y. + LExington 2-1790 


“ ‘DITCH-DIGGING’ ADVERTISING THAT SELLS BY HELPING PEOPLE BUY” 
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The new magazine 3, sic publishers of 


Look and Quick coming late in January 


No literary review, Flair will publish literature... 
the best literature. 


No slave to fashion, Flair will single out clothes... 
the best clothes. 


No art magazine, Flair will reproduce art... 
the dest art. 


No travel magazine, Flair will counsel on travel... 
the best in travel. 


No decorator’s handmaiden, Flair will discuss decor... 
the best decor. 


No Broadway Bible, Flair will express the theatre... 
the best theatre. 


No joke book, Flair will examine entertainment... 
the best in humor and entertainment. 


Yes Flair will extract the best things, the first things and the 
smart things from all of these fields. Flair will be a coordinator of 
the arts of living, uniting its readers in an aristocracy of taste. 
Visually, Flair will give you the joy of discovery, the thrill of surprise. 
There will be exciting inserts, sudden changes of texture, slick 
paper one minute, gravel-voiced grain paper the next, built-in books. 


Flair will be a completely new and different magazine with 

a vital touch all its own. For the first time in publishing history, 
Flair will weld together in a single magazine the best 

of the best for both men and women, This then, is Flair. 


be 


Wy The best things... the first things...the smart things...in a single magazine 


» 

e > ‘ e 6 ° i , Ng iy 
Memo to advertisers: For the first time in advertising history, "4 | 
Flair offers to advertisers of the best products a single market 

of men and women deliberately conditioned and eager for the best of 7 


everything. Closing date for first issue (February 1950) ... December rst. 
For complete advertising information, address Flair, 
the new monthly Cowles magazine by the publishers of Look and Quick. 


In New York... 488 Madison Avenue, phone Murray Hill 2-8730 

In Chicago...333 N. Michigan Avenue, Central 6-8127 

In San Francisco. . . Robert Chaffee, 3010 Russ Bldg., Yukon 2-3541 
In Paris. ..7 Place Vendome, Opera 57-94 

In Los Angeles. ..R. Chaffee, 707 S. Broadway, Vandike 6448. 
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English Biscuits 
for New York Market 


An advertising campaign for Eng- 
lish Sweet Biscuits during the holiday 
season of November and December is 
being undertaken in the New York 
City area by the Joint Biscuit Manu- 
facturers of Great Britain. The six 
participating firms in the campaign, 
all of them household names in Brit- 
ish markets, are” McVitie & Price, 
Edinburgh, Manchester and London; 
Carrs, Carlisle; Jacobs, Liverpool ; 
Crawfords, Liverpool; Peek Frean, 
London; Huntley & Palmers, 
Reading. 

English Sweet Biscuits, a tradition 
throughout the British Empire, and 
well known to many Americans, will 
offer in their advertising plain-sweet 
or custard cream-filled biscuits, sugar 
wafers, butter puffs, and genuine 
Scottish short bread. They are color- 
fully gift-packed and_ sealed for 
Thanksgiving and Christmas holiday 
giving and serv ing. 

The six participating firms have a 
total continuous business existence of 
725 years. Their biscuit products 
have some 350 retail store outlets in 
the New York area alone. 

In preparing for the launching of 
their campaign, the Joint Biscuit 
Manufacturers pointed out that the 
full benefits of the recent British 
sterling devaluation will be passed on 

American consumers. None of the 


The last word! 


companies is increasing its sterling 
prices on shipments to America. 

The advertising campaign will be 
concentrated in the New York area 
with local media being used. It is 
being handled by Foote, Cone & 
Belding International. 


Old Forester Abroad 


The Brown-Forman Distillers 
Corp. has announced an expanded 
advertising program in overseas pub- 
lications on behalf of its premium 
bottled-in-bond product, Old Forest- 

This is the fourth year of overseas 
advertising by Brown-Forman and 
the current expenditure is double that 
made last year. 

Advertising will appear in English 
language media in Cuba. and 
Venezuela. Except for Puerto Rico, 
where the Spanish language is used, 
copy has so far been placed in English 
language media. According to For- 
eign Advertising Service, which is 
handling the program, the decision to 
use English language media is made in 
an effort to appeal first to all American 
residents abroad and to all those who 
read English. This is based on the 
theory that Old Forester, as a pre- 
mium bonded product, can best be 
popularized as a fashionable North 
American product by those who have 
purchased it in the United States. 
Local newspapers are being used in 


PACKARD 


CAMPAIGNING on 4,500 boards in 1,009 dealer markets, this poster supple- 
ments current Packard Motor Car Co. promotion which includes 1,145 newspapers 
in 1,104 cities and a long list of magazines. Agency: Young & Rubicam, Inc. 


KRUEGER 
Ben §4 é 


ROPED and tied in with autumn-rode 
color, "'K" Man and cow-gal promote bee 
via_ Einson-Freeman Co., Inc., pointed 
sale display for G. Krueger Brewing ( 


Cuba, Venezuela 
American countries. The Lats 
American and Pacific editions ¢ 
Time, the European edition of News 
week, Army Times, and Air For 
Times, and the American Foreign 
Service Journal are also being used. 

The same themes as employed is 
the United States market are ca 
ried over into the foreign advertising 
which feature the Old Forest 
orchid, the age of the product, aml 
the slogan, “There is Nothing Bette 
in the Market.” 


and other Latip 


Holiday Campaign 
for Columbia Records 


Columbia Records, Inc., his 
launched one of the most extensi 
promotional campaigns in its histot 
for this fall and Christmas. The cat 
paign includes national advertising 
point-of-sale displays, and co-op # 
vertisements. 

Columbia is placing advertisement 
in 19 national magazines with a tot 
readership of 200,000,000. Public 
tions on the schedule are Time, Lif 
Newsweek, The New Yorker, Ht 
day, Esquire , Seventeen, Good Ho 
ing, Better Hlomes and Gardens, Th 
American Home, House Beautift 
House & Garden, National Ge 
graphic Magazine, The Atlanti 
Harper's Magazine, Saturday | 
view of Literature, Listen, -— 
Record Guide, and Review of R 
corded Music. 

A window display for dealeq 
throughout the country  featul 
Columbia’s Long Playing Mic 
groove records and Columbia's 
Plaver Attachment. A streamer, 
able for decorating dealers’ sto 
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FORST “Delicacy 
of the Season” Club 


THE GIFT OF GIFTS THAT KEEPS YOU 
REMEMBERED ALL YEAR ‘ROUND! 


Your choice of four magni- 
ficent gifts at prices rang- 
ing from $28.50 to $82.50. 
For only $47.50, delivery 
prepaid on all gifts, any- 
where in continental U.S., 
the lucky recipient re- 
ceives:—At Christmas, an 
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8 to 10 Ib. golden-brown 
Forst Smoked Turkey. At 
Easter, a tender, tempting 10 to 12 Ib. Catskill 
Mountain Smoked Ham. In July, six half- 
pound cans—2 ea. of 
vacuum packed Sliced 7ER 
Smoked Turkey, zesty eas 
Smoked Turkey Pate, 
multi-useful Handi-Cut 
Smoked Turkey. Finally, 
Fall brings a generous 4 
Ib. package of spicy 
smoked pork sausage 
and a whole 8 to 10 Ib. 
side of luscious Catskill 
Mountain Bacon. The $28.50 membership in- 
cludes Christmas Turkey. In March—a Forst 
guey Party Pak (taste - tempting 
oF Forst special recipe salami 
atl and braunschweiger (liver- 


ever orgottew 
FORST cAtshitl MOUNTAIN SMOKED DELICACIES 


Forst products are delight- 
i of fine aes But at Christmas, these 
ing aoe soste-tempting delicacies a — 
ee as the gleam of cand “a Ae 
folie ‘tall. Festively in place for or y 
png Aree an wonderful gift! 


i e 
Forst Catskill Mountain sustes yore cit 
For Memorable Occasions - ya An coon 
Ss mognificenty tint Choice, young, full- 
d in rare zesty spices and 
smoked over fra- 
le smoked turkeys 


All the year ‘roun 


_extra-choice, juicy, 
Mountain Tend ee I monly $1.10 per 
prin delivery charges prepaid. esi 
Forst Catskill Mountain ve a 
Smoked Turkey — ie 
For holiday cocktail parties ..- buffe 
A sure-to-delight gift, too! a sate 
se one age ongor and will keep 
po ery ree ne og Frm —. 
ea. 
oat te sliced only $16.00, 2 ea. (6) $8.50, 
1 ea. (3) $4.75. 


wurst)). July—one 8 oz. can, 
each of Sliced, Handi - Cut 
and Pate Smoked Turkey. 
Oct. — 4 Ib. Ctn. Smoked 
Pork $ ge. In additi 
to the engraved Member- 
ship Certificate, a personal- 
ized greeting card accom- 
panies each gift. Deluxe 
embership available at $68.50— 
and the extra-bountiful, Super Deluxe Mem- 
bership, at $82.50. Write wn 
autl 


“Delicacy of the Season” Club 
grant applewoo 


| panied i +t) that offers a taste- 
from 8 to 18 Ibs., ~ wt. Price $1.60 per P cole aya 
i serve. 
All ready to slice an 


ft 
the year. Read at le e 
thrill For every season of Tie Veer the Season 
Forst Catskill Mountain Smoked Ham about the exclusive 
ore in Good Eating 

An Adventure m 


T t th: f . de ° your 
a year round reminaer f 
encer an ‘0° me ed 
selected, finest corn 
d d $0) ’ 


Club . - 
thoughtfulness! : ing problems 
each ham sugarcured re Solve your Christmas pe 
Western hogs — smoked Southern style 


i oked delicacies 
: with sure-to-be-appreciared bern rab oom 
é ow a ee from the Forst Catskill Mou 
ickory embers. Net wt. 
a ee 10 to 16 Ibs. Price 


i mail to us with your | 
pr Make up your = ° : — | 
d. Ready check. We'll do the q | 
FORST $1.25 per pounce. | 
CATSKILL sts. " to serve. Also now ov 
N.Y. Central Hanover 5 oe | 
Bonk and Trust Co 


y,70B’dwa ad : op y s 
y. N.Y q 
ail NOTICE S ecial vantit discounts for order 
<b mobehouse able is the new Catskill of 25 or more 
. 


Delicacy 


for details. 

Forst Bank References: 
State of New York Na- 
tional Bank, Kingston, 


Write for details. 


an oe 

SMAI Gis Ale Gis ans Gece eae ce weet 
— il a GEnsRaTiONs —~ O10 
THE FORSTS, Route 205, Kingston, N. Y.Gctga™) Sones ons THE FORSTS, Route 205, Kingston, N. Y. 
“DELICACY OF THE SEASON” CLUB ORDER san eee amen I enclose Gift List and check for $ 
1 am attaching herewith my Gift List and check ~ a Smoked Delicacies checked belo 

for $ -. to cover memberships in 

your “Delicacy of the Season” Club, at $47.50 


per membership. Membershi 28.50 
as described above. nein, 


0 Send informatio 


. Please ship the Forst 
w, delivery charges prepaid. 


(8 co 18) Ibs. at $1.60 Ib. $____. 
(10 to 16) Ibs. at $1.25 Ib. $____ 


--(12 to 18) Ibs. at $1.10 Ib, $___ 
... Smoked Turkey in cans, 4 of ea. (12—\4-lb. cans) at $16.00 $ 


(6—12-Ib. cans) at $8.50$__:.....( 3~—'-Ib. cans) at $4.75 $___ 
Approximate date required 


0) Send intormation regarding quantity order discounts. 
Your Name 


Address 
City. 


teks 


..-Ready-for-oven Hams 
m regarding the Deluxe and 
uper Deluxe Memberships. 

Your Name 


Address 
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INDUSTRY 
NEEDS THIS 


SHIPPING 
SERVICE 


Over a century of shipping experi- 
ence and constant improvement are 
back of nation-wide RAILWAY EX- 
PRESS, the world’s largest coordi- 
nated rail-air transportation service. 
It’s your complete, all-purpose 
facility for every size and type of 
shipment. 

When you use RAILWAY EXPRESS, 
you deal with one responsible car- 
rier. One single charge covers 
everything you need for satisfactory 
shipping. Specify RAILWAY EXPRESS 
for all your shipping requirements. 


Service 
for a 


Pick-up and delivery in all cities and prin- 
cipal towns... Fast, uninterrupted rail or 
air service ... Automatic valuation coverage 
up to $50 or 50¢ per pound . . . Two receipts 
—one to the shipper, the other from the 
consignee... and many other advantages 
it will pay you to investigate. 


NILW, 
g ee 
1G E NC 


NATION-WIDE RAIL-AIR SERVICE | 
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SINGLE CHARGE means 


features double-sided four-color fig- 
ures. Four Santa Claus counter cards 
which picture six different LP albums 
will be received by each dealer, thus 
giving him room to show 24 albums. 

A mailing piece, which also can be 
used as a stuffer or for counter dis- 
tribution, contains a listing of Colum- 
bia records suitable for Christmas 
gifts. Hundreds of Christmas gift 
items are listed in a gift booklet. This 
booklet is attached to a _ colored 
string with a label which can be 
easily affixed to counters, booth walls 
or anywhere in a dealer’s store with- 
out marring surfaces. A gift wrap- 
ping for the Long Playing Micro- 
groove records will be available in 
both the 10- and 12-inch sizes. 

A three-dimensional display is es- 
pecially adaptable for use where rec- 
ords are displayed in toy departments 
and similar locations. Four special 
Christmas hangers are available to 
Columbia dealers. LP Masterworks 
selections, LP Popular selections, 
Popular and Masterworks shellac 
sets, and American Folk Music selec- 
tions will be featured on these hang- 
ers. A “Folk Music Display’’ lists 
Gene Autry’s Christmas discs and 
the new LP record of “Country 
Christmas Songs.” 

Three colorful posters will feature 
respectively: children’s records, list 
authentic versions of Christmas music 
from many lands on Foreign records, 
and list Columbia’s collection of 
Christmas music. Columbia is making 
available to its dealers and distribu- 
tors a new set of co-op advertising mats 
to advertise Christmas merchandise. 

McCann-Erickson, Inc., is the 
agency for Columbia Records, Inc. 


Samson and Samsonite: 
Twin Promotion 


Shwayder Brothers, Inc., Deny 
and Detroit, have launched the; 
fall and winter advertising prograp 
which this year will be the largest jp 
their history. Because the compam 
makes two different lines of prodygs 


Samsonite luggage and Sams 
folding furniture—the program j 


broken down into two campaigns, 

The folding furniture progray 
will highlight the value and multi 
use of Samson’s folding tables anj 
chairs, and all insertions will be {yl 
pages in full color. This campaig 
has been scheduled for The Saturday 
Evening Post, Better Homes an 
Gardens, Collier's, Ladies’ Hom 
Journal, and Woman's Home Com. 
panion, and will reach a climax ip 
December when Samson _furnitur 
will be promoted heavily as gifts fo 
people in small apartments, as wel 
as for families who live in large 
houses. Suggested window ides 
newspaper mats, large blowups in ful 
color for window use and radio a 
nouncements have been prepared. 

For the Samsonite luggage pn 
gram, full pages in full color wil 
again run in Life, The Saturday 
Evening Post, Sevénteen, Holiday 
and Esquire, and the campaign wi 
be high-spotted at Christmas tim 
with full pages in color in Ladi 
Home Journal and Woman's Hom 
Companion. 

Another center spread in full color 
will run in Collier’s two weeks befor 
Christmas. 

Grey Advertising Agency, In. 
handles the account. 


THREE-POINT trade educational program designed to harness industry manpower 
for public information campaign is launched by Admiral F. E. M. Whiting, USN 
(Ret.), president of Licensed Beverage Industries. 
board" of Hile-Damroth, Inc., will be given before industry and retail group’ 
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Frozen Food Sales Gain: A 
merchandising study conducted by 


Grocer-Graphic to determine the 
merchandising policies and frozen 
food sales of grocery stores in the 
New York market reveals a favor- 
able outlook for 1950: 55% of the 
stores carry frozen food, an increase 
of 9.1% over last year. Promotional 
eflorts are greater, and customers are 
more brand conscious. Copies of the 
report may be had on request from 
Grocer-Graphic, 386 Fourth Ave., 
New York 16, N. Y. 


Southern Farmers now repre- 
sent an $8,522,000,000 market, ac- 
cording to a report Southern Hard- 
ware has prepared on the wide range 
of farm equipment needs of the 
southern farm. Write to the maga- 
zine, 806 Peachtree St., N.E., At- 
lanta, Ga. 


To the Small Independent 
Manufacturer: Here’s a booklet 
that will help you to avoid lost mo- 
tion, unnecessary expense and possible 
financial loss. It lists important prob- 
lems you face as a newcomer or as 
one seeking to expand export trade 
under the Marshall Plan. You will 
find the answers to some of these 
problems, or leads as to where you 
can get the answers. Direct inquiries 
to the Special Assistant to the Ad- 
ministrator for Small Business, ECA, 
800 Connecticut Ave., N.W., Wash- 
‘ngton 25, D. C. 


20 Helpful Suggestions on how 
to write direct mail copy that sells: 
Maxwell C. Ross, subscription pro- 
motion manager, Look Magazine, 
gives them to you in a handy little 
booklet to keep on your desk for ref- 
erence. Write The National Re- 
search Bureau, Inc., Chicago 10, Ill. 


The Small Town Market: In_ its 
l4th annual reader survey, Grit re- 
Ports on the brand preferences of 
18.420 families: automotive products, 
drugs and cosmetics, grocery products, 
ome appliances, tobaccos, and others. 
Write to Advertising Dept., Grit 
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Publishing Co., Williamsport, Pa. 


“Supervisory Training: Case 
Histories": Executives interested in 
better training and more effective 
supervision will find a lot to draw 
from in these reports from 10 execu- 
tives of leading companies. A few of 
the subjects: Improving Group Dis- 
cussion as an Aid in Attaining Man- 
agement Objectives; Developing 
Leadership; Multiple-Management’s 
Role in Training. Address requests to 


Policyholders Service Bureau, Metro- 
politan Life Insurance Co., 1 Madison 
Ave., New York 10, N. Y. 


The Greensboro Market: It’s a 
major metropolitan 12-county mar- 
ket with one-fifth of North Carolina's 
total retail sales, according to a re- 
port prepared by the Greensboro 
News and Record. There are plenty 
of authentic facts and figures to check 
through. Write: Greensboro News 
and Record, Greensboro, N. C. 


Of the 
teed) overseas veterans who get Foreign 
Service each month—790,000 do not 
belong to any other veteran association. 


1,000,000 (A.B.C. guaran- 


This means that Foreign Service is 
the only veteran magazine that 790,000 
V.F.W. members read each month to 
keep themselves informed on matters of 
interest to the nation’s veteran popu- 
lation. 


These 790,000 Foreign Service 
readers, plus the 210,000 V.F.W. mem- 
bers who also belong to other fraterni- 
ties—plus the members of their families 
—compose a giant group of product- 
hungry consumers. All these add up to 
a grand total of more than 3,000,000 
readers. 

Foreign Service readers are spending 
$5,000,000,000 annually for food, 


beverages, clothing, shelter, home fur- 
nishings and appliances, automobiles 
and auto accessories, vacations and 
entertainment. 


Loyal Readers 


in 


Extra Buying Power 


for 


1,000,000 > 


Ex-G.I. 


of the 


V. F. W. Magazine 


Early in 1950, more than 1,000,000 
Foreign Service readers (holders of 
World War II government insurance 
policies) will receive an estimated total 
in excess of 300 million dollars in 
dividend refunds from Uncle Sam. 

Extra income always stimulates the 
buying urge. The payment of these 
dividends will put more than 1,000,000 
V.F.W. families in an eager mood to 
buy the products that are advertised in 
their magazine. 

Mail order advertisers have proved to 
their own satisfaction that Foreign Serv- 
ice readership attention pays off in 
actual sales. 

That the only kind of readership 
proof that any advertiser needs to make 
sure he is spending his advertising 
dollars wisely. 

Write today for proof of readership 
interest—and the pertinent facts about 
the vast consumer market you can reach 
through Foreign Service, the V.F.W. 
magazine. 


Founded in 1913 


ign Sewice 


THE V. F. W. MAGAZINE 


MEMBER AUDIT BUREAU OF CIRCULATION 
Broadway at 34th, Kansas City 2, Missouri 


REPRESENTATIVES: 


Dan B. Jesse, Jr., and Associates, 10 East 43rd St., New York 17, N. Y. @ Renick Averill, 427 
West Fifth St., Los Angeles, Calif. @ William. M. Price, 617 Montgomery St., San Francisco, 


Calif. @ 


Raymond J. Ryan, 35 East Wacker Drive, Chicago 1, IIl. 
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PLASTIC BUTLER: An attractive tray molded of Bakelite 
plastic is designed to simplify entertaining. Four glasses 
may be placed in the coaster-equipped corners and the 
center may be filled with nuts, potato chips or other re- 
freshments. Mounted on rubber pegs, the tray is available 
in a wide variety of colors. Made by Count-Rite Corp. 


CHRISTMAS GIFT PACKAGE 
Calvert Distillers Corp. is offering § 
Calvert Reserve in Yuletide wrap. 
ping. Printed in red and green ona 
gold overall pattern of the words 
"Season's Greetings," the package 
has the gay holiday appearance gift 
buyers seek. In addition, the box is 
a complete gift unit because a color. 
ful gift card is part of design, 


Designing To Sell 
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NEW ELECTRIC RANGE: The first electric stove produced by 
Perfection Stove Co. has a fully automatic, waist-high oven with 
a 3000-watt broiling unit and a 2100-watt baking unit. Other 
unique features are the adjustable lamp which can flood fluores- 
cent light on any part of the range top, and a special warming 
drawer which keeps rolls and other foods hot, prevents drying out. 


New | 
better 
offers 
than ey 


New | 
ume pr 
Multife 
Unifor: 


SL 


TABLE CHEST: A richly styled drop |e 
table that doubles as a storage chest f 
silverware has been introduced by Oneié 
Ltd. When the top is lifted and the wide 
deep drawer pulled out, a complete service § 
revealed. Interior of the combination piece" 
lined with Kenzied duvetyn to prevent tarnist 
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Simbelly by-Chick Announces 


FOUR NEW 
LEVELCOAT PAPERS 


OOREEREeees HIFECT: | I 
SEOEEEEEEEEEES TRUFECT 
Q SESeEEEEEE) MULTIFECT® | 


New HIFECT. Permanence, folding endurance all made with the new 
and dimensional stability make Hifect ideal for 7 


covers or any fine letterpress printing. LongLac sulphate fibers 
New LITHOFECT. For finest offset printing, ; P 


Lithofect provides a moisture -and - pick- resistant h k hi t 
coating with a strong base sheet. Renders rich blacks these papers look wnhirer, 
and glossy color prints without loss of density. 
New TRUFECT. Whiter, smoother, folds even feel smoother, are stronger, 
better than before. New Trufect, for letterpress, 
offers faster setting, greater press dependability and give you finer 
than ever before. 
© New MULTIFECT. An economy sheet for vol- printing at lower relative 


ume printing. Now, with the new LongLac fibers, 
Multifect has added strength, better foldability. \ 
Uniform, ream on ream. cost than ever before ° 


now 
“ KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN A | | 


vice § a 
PRINTING PAPERS 1 
arnis ; Kimberly’ a 


Clark | 


—y 


an 9 
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J. N. ADAM & CO., Buffalo, N. Y. 
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PROVE HOLIDAY’S SUPER-SELLING 


POWER IN ALL FOUR SEASONS! 


(think of the point-of-sale opportunities! 


SIBLEY, LINDSAY & CURR, Rochester, N. Y. C. CRAWFORD HOLLIDGE, Boston, Me* 


HOLIDAY SELLS THE 1DE ah 


SALES MANAGEMEMBNOVEy 


PROMOTIONS 


ONTH after month, for over three and a half 
Myears. Holiday retail promotions have chalked 
up records in every state in the country (and in 
Canada, too). 


It’s held true for every type of merchandise 
from furniture to fashion, from cameras to cutlery, 
from pipes to pajamas. In every kind of store, 
Holiday moves merchandise. 


The reason? Simple. No other magazine de- 
votes itself so wholeheartedly to glorifying the 
fuller, the wider, the better life. No other maga- 
zine so whets the appetite for new experience. 
And, therefore, no other magazine possesses 
Holiday’s natural merchandising appeal. And it 


PECK & PECK, New York City, N. Y. 


ROOS BROTHERS, 


THAT SELLS THE GOODS/ 
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is read by people who are able, accustomed, and 
in the mood to buy. 


In the department store field alone, more than, 
1,425 major Holiday promotions have been staged. 
Banks of windows, interior displays, millions of 
lines of newspaper advertising paid for by the 
stores, radio and television tie-ups, fashion shows, 
and direct mail have been used in these promotions. 

If you are in the retail field, it will pay you to 
find out about future Holiday promotions. If 
you're an advertiser, you'll want to know how 
you, too, can harness Holiday’s amazing ability 
to sell goods. Both these questions can be an- 
swered by writing to Holiday, Independence 
Square, Philadelphia 5, Pennsylvania. 


San Francisco, Calif. 


BONWIT TELLER, New Yorl: City, N. Y. 


METROPOLITAN CLOTHING CO., Dayton, O. 


Detroit. 
in unde 
gnome 
| Vernor 


The 


Vernor's Is a Marketing Paradox, 
A Ginger Ale You Drink Straight 


BY D. G. BAIRD acid co! 


ginger 

ever, th 

It's a sweet-tasting ginger ale popular as a warm weather When numbers of people think of oer > 
g ging pop 

ginger ale they think of it as a mixer Mr, Ve 


fountain drink in Detroit since Civil War days. Through for other beverages. That is wh} Zee? é 


sampling and bottling for home use, a year-round demand — merchandising people are rather Ft" 
i ; : ° amazed when they discover that in § %S” 
is being built regionally for an unusual local product. the Detroit area particularly, and in § ™":* 


numerous other markets, Vernors § °°%4!" 


ginger ale is a popular drink at sod, pale dry 
fountains and in homes. facturer 
According to James Vernor, pres: usually 
dent of the James Vernor Co., De. sugar. 
troit, this beverage ranks at least sec- pendent 
ond in volume of sales among th — “°°” 
scores of brands of ginger ale on the acid pe 
market. contain | 
Vernor’s ginger ale first became gallon. 
popular locally on its merits. Citizens 
of Detroit began to “beat a path” 


to the door of James Vernor’s drug 
store soon after the Civil War be 
cause they had learned that he had 
an exceptionally palatable ginger ale. 
Like many other druggists of the 
time, Mr. Vernor was more of 3 
professional man than a_ merchant. 
He had sufficient merchandising 
initiative, however, to seek and find 
a formula for a_ beverage whith 
would stimulate sales at his soda 
fountain. Having done so, he wa 
content to let his pleased customers 
spread the word for him. This, te 
gether with some modest _point-o- 
purchase advertising, such as window 
displays and painted signs, was suff 
cient to bring in more trade than he “ 
had probably hoped for. wits 

More and more people consumed 
Vernor’s ginger ale as a beverage be § Vernor’ 
cause they liked it. Why did they § apiece. 
like it? Well, that necessitates some § ever, sj 
comment on the product. tured a 

Mr. Vernor developed his formula | mixer, ¢ 
of ginger roots and essential oli to stres 
about the time of the Civil War, but Anotl 
it wasn’t exactly what he wanted. § of the 
Then came the war and he stored his draft gi 
flavor in charred wooden casks ane 38.5 de 
practically forgot it. neither 

Some four years later he decided t0 § Company 
go to work on his formula again. He § pensers 
got out his barrel of flavor and, much As t 
to his surprise, found that it was Jus J ginger ; 
what he had hoped for: While the Detroit, 
flavor aged for four years nature had f they co 
provided the elusive ingredient. !t f aeighbor 
has been aged for four years or longe' f Consume 


PROOF IS IN THE TASTE: Ginger ale enjoys a national reputation as a mixer. 
But through demonstrations in retail stores—adjacent to stacks of carry home ever since. This fact is a part of the § establish 
cartons—Vernor's is expanding the market for ginger ale as a beverage and off- Vernor oniiaamenl Vernor aging Plant ar 
setting the normal winter slump in soft drinks. Girls give out ginger ale recipes. 1 


cellars are one of the show places J Main b 


SALES MANAGEMENT! BNOVES 


of 


Detroit. Because the flavor is aged 
‘1 underground cellars, a jolly little 
nome is the pictorial part of the 
Vernor trade-mark. - 

The most demonstrable difterence 
between Vernor’s and other mixer 
type ginger ales, though, is in the 
acid contents. Vernor’s is a sweet 
singer ale. This does not mean, how- 
ever, that it contains more sugar than 
other brands do. As a matter of fact, 
Mr. Vernor points out, all brands of 
ginger ale use nearly the same amount 
of sugar. The majority of them use 
between 8 and 10%—a few use 
more, a few less. Vernor’s ginger ale 
contains about 814%. To produce a 
pale dry or golden ginger ale, manu- 
facturers use some other ingredient, 
usually citric acid, to absorb the 
sugar. Mr. Vernor explains that inde- 
pendent analyses show that his ‘prod- 
uct contains only about six grains of 
acid per gallon, while other brands 
contain as much as 100 grains per 
gallon. The consumer easily can make 


Vernor’s a dry ginger ale by putting 
apiece of lemon in it, he says. How- 
ever, since it always has been fea- 
tured as a beverage and never as a 
mixer, the company has not bothered 
to stress this point. 

Another feature is the temperature 


ot the ale when served. Vernor’s 
draft ginger ale is always served at 
9.) degreés, which is “just right,” 
neither too cold nor too warm. The 
company manufactures its own dis- 
Pensers and cooling coils. 

As the popularity of Vernor’s 
ginger ale increased in and around 
Detroit, people began to ask why 
they couldn’t buy it in their local 
neighborhoods. This spontaneous 
‘onsumer demand led eventually to 
stablishhment of a small bottling 
Plant and a fountain room near the 
main boat docks on the Detroit 
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River. Trucks were acquired to serve 
retail dealers, first in metropolitan 
Detroit, then in towns and villages 
nearby. About 300 special trucks now 
are employed for this purpose. 

Major expansion took place in 
1941 when the present plant, which 
covers an entire block, was opened 
and the company began to branch 
out to attain national distribution. It 
now has branches in 20 cities located 
in Michigan, Ohio, New York, Penn- 
sylvania, and Canada and upwards of 
60 franchise holders (licensed bot- 
tlers) in 30-odd states. The product 
is sold by about 100,000 dealers. 

In addition, Mr. Vernor has retail 
stores in Detroit, Pontiac, and Flint, 
Mich., Buffalo, N. Y., and Colum- 
bus, Ohio. These stores sell nothing 
but ginger ale and ginger ale mix- 
tures. About 95% of their sales are 


CONVENTIONS SPREAD THE WORD: The spectacular Vernor's foun- 
tain container (left) is a familiar sight at conventions of all kinds in 
the Middle West. Vernor's is sold at conventions but this sampling is 
credited with gains in fountain sales and purchases for home consump- 
tion. Dealer signs (above) play their part in producing impulse buys. 


of plain ginger ale, either at the foun- 
tain or in bottles. The stores are open 
from 8:30 a.m. to 11:30 p.m. daily 
the year around. 

While the James Vernor Co. now 
merchandises its product and employs 
modern sales methods, it continues to 
have a rather low-pressure sales or- 
ganization. It always has placed ma- 
jor emphasis on getting people to try 
a glass of Vernor’s ginger ale. The 
fountain room in the main Vernor 
plant is ideal for this purpose. It em- 
ploys as many as 25 girls to dispense 
ginger ale at a 100-foot-long counter 
and serves upwards of 2,000,000 cus- 
tomers a year. During the summer, 
when pleasure boats are running, 
people from all over the world stop 
in to try a glass of Vernor’s, and 
many of them order a case shipped to 
them after they return to their homes. 
Retail stores, too, contribute to the 
spread of Vernor’s popularity by 
serving it across the counter. 

The Sales Department is on the 
alert to obtain permission to serve 
Vernor’s draft ginger ale at conven- 
tions, fairs, expositions, and dances. 

Vernor was the first ginger ale 
manufacturer to get soda fountains 
and soft drink stands to dispense its 


él 


product. The company supplies dis- 
pensers and insists that the draft 
ginger ale be served at the prescribed 
temperature. The dispensers are orna- 
mental and serve to attract attention 
to the product. 

To popularize the product in deal- 
ers’ stores, Vernor depends on dem- 
onstrators and point-of-purchase ad- 
vertising. Trained girls in uniforms 
are employed to serve sample drinks 
to customers in the stores and to pass 
out ginger ale recipes. During the 
winter they feature hot ginger ale 
which has contributed to increasing 
sales volume during the off season. 

For its driver-salesmen as well as 
those of franchise holders, the com- 


ve 
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how to approach prospects and clinch 
sales, how to meet and overcome ob- 
jections, and other pointers on sales- 
manship and service. 
Driver-salesmen install point-of- 
purchase advertising such as metal 
signs and lithographed pieces. The 
company maintains a window display 
service and provides display sets for 
dealers who will use them. It also 
paints dealers’ walls. Vernor stores 
and many franchise holders’ plants 
are identified by electric signs, and 
some nearby poster boards are used. 
Franchise holders are given an ad- 
vertising allowance on each gallon of 
extract they buy. This is applied 
against advertising materials pur- 
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TWO MILLION CUSTOMERS A YEAR: They go to Vernor's main plant down by the docks 
in Detroit to drink ginger ale. Outdoor and point-of-sale signs produce a saturation effect 
in several Middle Western cities. Ginger ale, like other soft drinks, is bought on impulse too. 


pany provides a sales manual, “For 
Salesmen, by Salesmen.” This is a 
loose-leaf book, 5” x 8”, containing 
82 pages of copy and several blank 
pages for memoranda. Contents in- 
clude a chapter on why a salesman 
should know his product, what 
Vernor’s is, information about the 
product and manufacturing processes, 
the future of a Vernor salesman 
(Nearly all executives of the com- 
pany have worked up from the 
ranks.), what salesmanship is, how to 
start and end the day, the importance 
ot a good appearance (Vernor sales- 
men wear uniforms.), the function 
of Vernor advertising, right and 
wrong ways of sign placement, dealer 
relationships how 


various methods 


servicing dealers 


ro iL cane 


sales by 
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chased from the company at actual 
cost. An advertising agency is re- 
tained to create the material. 

“We always have thought of soft 
drinks as something which the cus- 
tomer buys largely on impulse,” Mr. 
Vernor points out. “Until recent 
years, the entire industry depended 
almost entirely on lithographed card- 
board pieces and metal signs for ad- 
vertising. Electric refrigerators 
brought about a great change in con- 
sumer habits, though, with little help 
from the bottlers. The consumer who 
formerly bought a soft drink only 
when something happened to remind 
him of it began to take home a few 
bottles of his favorite beverage, or 
even an assortment of them, and keep 
them in 


his elects retrigerator tor 


himself and family and to serve whey 
guests drop in. 


“To encourage this practice, yp. 
and other bottlers provided conver, 
ent cartons in which to take home oy; 
product. We provide cartons for both 
our 12-ounce bottles and for oy, 
quart bottles. Due in part to thi 
and in part to promotional activiti« 
such as sampling in dealers’ stores 
we have brought up our winter sale 
to about half as large as our summer 
volume, whereas our summer volume 
used to be about seven times as larg 
as that during the winter. . 


“Since the advent of electric r. 
frigerators for the home some sof 
drink manufacturers have extended 
their advertising to include newspz. 
pers, magazines, radio and_ othe 
media. Point-of-purchase displays and 
metal signs still are the foundation 
of soft drink advertising, though, and 
thev still bring greater returns pe 
dollar spent than any other form. 

“The James Vernor Co. probabl: 
will advertise nationally when it ha 
obtained sufficient national distriby. 
tion to do so. Meanwhile, we furnish 
copy and designs for franchise holder 
who wish to advertise locally in news 
papers or on outdoor posters or over 
the radio. Methods to be employed 
when and if we see fit to begin adver: 
tising nationally will be decided is 
ample time to notify franchise holder 
in advance, so they can tie in ther 
local advertising. At the present time 
however, national advertising is not: 
part of our franchise contract.” 

To carry its story to prospectivt 
franchise holders, Vernor has 
loose-leaf presentation which cover 
such phases of the subject as the his 
tory and growth of the compan 
manufacturing facilities, the product 
the Vernor franchise as related to tht 
soft drink industry, choosing a frat 
chise drink, why people buy st 
drinks, advantages of the soft drini 
business, development of the industr 
classifications of soft drinks, # 
analysis of sales factors, a comparist! 
of popular soft drink values, Vern 
cooperation, and an operating pla 
for a medium size plant. A corps © 
Vernor specialists help new franchit 
holders to get started. They cooperat 
with them in solving their problem 
Fred W. Unger is director of frat 
chises. 

The present James Vernor, son © 
the founder, helped to form ™ 
American Bottlers of Carbonate 
Beverages Association and was 
first president. He is now the olde 
active member of the organizatt 
and has been chairman of the Let 
lative Committee since its incept 
nearly 


» 
) years ago. 
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There’s a Big Difference in Small Towns: 
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2/4, of all people living in towns of less than 1000 population live 
in True Small Towns... 3 live in Suburban Small Towns. 


12% of your total City and Town Market is in True Small Towns 


Kemembler this, too... 


A great part of the circulation of general magazines reported as 
going to towns of less than 1000 population, is actually dis- 
tributed in Suburban Small Towns. 


Urban publications provide only half the coverage in True Small 
Towns that they provide in Urban Markets. 


GRIT IS BIGGER IN THE TRUE SMALL TOWN MARKET 
THAN ANY NATIONAL URBAN OR FARM PUBLICATION* 


To get adequate coverage among True Small Town 
families you need GRIT on every National List. 


*Ask the GRIT representative to show you the GRIT Progressive Study of Magazine Readership. 


SMALL TOWN AMERICA’S GREATEST FAMILY WEEKLY WITH MORE THAN 650,000 CIRCULATION 
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Selling Point for J & J Salesmen: 
Speed Shipping Orders to Customers 


In Johnson & Johnson's new Shipping Center an order 


is filled, checked, and loaded four hours after 


it enters the plant. 


highly desirable place in which to work." 


‘WHOLE-LOT ORDERS (below) are assembled op 
dragline trucks which take them to truck loading 
docks or railroad car spots. Broken lot orders (lef| 
are placed on a belt line, wrapped and then put 


with the whole-case orders for immediate shipment, 


ULTRA MODERN in design, the building is located on a landscaped 58-act 
site. Here J & J’s 500 finished products are received from the many compaty 
departments and assembled for delivery. In the colorful lobby visitors c 
watch through large duo-therm windows the activities at nearby truck loading 
docks. Says George F. Smith, president, “It's another step toward the de- 
centralization of our operations. We have tried to build a structure that wi 
prove to be a credit to the community. At the same time, we want to git 
customers all over the world even greater service and give our employes ? 


*| SHORT COPY sells... Outdoors 


“We want people to think about Ford every hour of the day, every day of 
the week. Outdoor works toward this objective uniquely and economically. 
Where else could you bring a convincing product message to the complete 
market—without showing the product, and even without copy! Literally, 


this picture 7s worth ten thousand words.” 


8-acre VA, : vi 
mpany Law trator 


wd BEN DONALDSON 


ing 
pading Director of Advertising 


FORD MOTOR COMPANY 
One of a series of advertisements promoting a better under- 


standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


S OF OUTDOOR ADVERTISING COMPANIES 


ee 


serving one-fifth JOHN DONNELLY & SONS + CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 
of the nation’s WALKER & COMPANY * WHITMIER & FERRIS CO., INC. * ROCHESTER POSTER ADVERTISING CO., INC. 
E. A. ECKERT ADVERTISING CO. * UTAH POSTER SERVICE * BORK POSTER SERVICE * C. E. STEVENS CO. 
STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVENUE, NEW YORK 22, NEW YORK 
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Readers’ Service Can 
Furnish These Reprints 


remittance with order to 
Readers’ Service Bureau, SALES MANAGE- 
MENT, 386 Fourth Ave., New York 16, 
N. Y. These reprints may be ordered by 


Please send 


number. 


NEW REPRINTS 


200—No More Company-Owned Cars 
For Sterling’s 600 a 
Ecke. (Price 10c) 


Salesmen, by 


199—Ten Lessons in Speech Training 
For Executives and Salesmen, by James F. 
Bender. (Price 35c) 


198—Sales Force Teamwork: How Can 
You Inspire It? by Mapel. 
Price 5c) 


Eugene B. 


197—Death of Many Salesmen, by 
James S. Arnold. (Price 10c) 


MANPOWER PROBLEMS 


196—The Shortage of Key Men: What 
Can We Do About It? by Marvin Bower. 
(Price 25c) 


193—Can We Save the Salesman Who 
Thinks He’s Down and Out? by Harry 
G. Swift. (Price 10c) 


189—Hunch & Prejudice in Hiring: 
The Crux of Manpower Failures, by 
Robert N. McMurry. (Price 10c) 


188—Ten Essentials for Sound Sales 
Training, by Sidney Carter. (Price 25c) 


186—Twenty Traits That Make Star 
Salesmen, by Jack Lacy. (Price 5c) 


18+—How To Compute Salesmen’s Auto 


Allowances, by R. E. Runzheimer. (Price 
25e) 


181—Leadership: What Makes It? by 
Dr. James F. Bender. (Price 25c) 


175—Unionization of Salesmen: What 
conditions breed it? What happens after 
ts a reality? (Price 75c) 


1722—Are Your Salesmen Equipped To 
Prove Quality? by Burton Bigelow. 
(Price 10c) 

170—How To Train Salesmen For a 
Buyers’ Market. (A selected group of 
articles on the theory and practice of 
sales training.) (Price $1.00) 


_169—ABC’s of Effective Sales Train- 
ing, by William Rados. (Seven articles.) 
Price 65¢c) 
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MARKETS 


192—ABC’s of Market Indexes and 
How to Apply Them to Sales Problems, 
by Richard D. Crisp. (Price 35c) 


180—Who’s Who of Department Stores 
in New York Buying Groups. (Price 25c) 


156—Sales and Advertising Experts 
Pick the Best Test Markets of the Coun- 
try in Three Population Groups. (Price 
25c) 


152—Where To Look for Big Buyers in 
Chicago. (Includes a tabulation of Chi- 
cago buying offices.) (Price 10c) 


142A—Los Angeles Now Rates as Ma- 
jor Buying Center. (Includes tabulation 
of Los Angeles buying offices.) (Price 
10c) 


MISCELLANEOUS REPRINTS 


The following miscellaneous reprints are 
also available, until present limited stocks 


are exhausted. (Price indicated.) 


Advertising Once Stopped, Gathers 
Momentum Slowly (Pictograph.) (Price 
5c) 


JB}, 


< 


Vike puget 


Dealer Salesmen Appraise Faults and 
Virtues of Their Bosses, by Philip Salis- 
bury. (Price 10c) 


Ring the Cash Register When You Ask 
For a Training Budget, by B. K. Moffit. 
(Price 10c) 


San-Nap-Pak Proves Effectiveness of 
Color Advertising in Newspapers. (Price 
10c) 


Television Today: What Part of the 
National Market Can It Offer the Sales 
Executive? (Price 15c) 


The Fourth Dimension in Business, by 
Ray Bill, Publisher, SALES MANAGEMENT. 
(Price 10c) 


Today’s Farm Market: It’s Big, It’s 
Rich, and It’s Undersold, by Erwin H. 
Klaus. (Price 15c) 


How to Cut Waste Out of Salesmen’s 
Selling Hours, by R. A. Siegel, Jr. (Price 
10c) 


A Trillion to Go! by 
Andrews. (Price 10c) 


Peter B. B. 


For a complete list of available re- 
prints, please see page 64 of your June 1, 
1949, issue. 
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“Go right in, Big Boy; only you'll find the frost is on more 
than the pumpkin this morning!” 
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LOOK AT THE FASTEST-GROWING MARKET in 
the East. Baltimore’s booming—with 343,654 city- 
zone families.t Over 30% increase since 1940. 


LOOK AT YOUR PRODUCTS POTENTIAL in 
Baltimore. 3384 food outlets doing business to 
the tune of 325 million dollars a year! 500 drug 
outlets selling over 361% million dollars in drugs 
and cosmetics! * 


LOOK FOR THE LARGEST CIRCULATION of any 
Baltimore daily — it's the NEWS-POST. Reaching 
almost 3/5ths of the vital city-zone families. A 
total net paid of 230,250 — more than any other 
daily paper. 
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tABC City Zone based upon Bureau of Census 1947 Surveys for Metropolitan Districts. *Research and Marketing Dept. Baltimore News-Post 


GOK \eivre you leap 
INTO BALTIMORE 


tein ns. 
Eel = rk) ‘ 


| Taltimore News-Post 


First in Circulation...First in Coverage in the 6th Largest City 
A HEARST NEWSPAPER—REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


Offices in principal cities: Albany * Baltimore © Boston © Chicago * Detroit * Los Angeles © New York © Pittsburgh © San Francisco © Seattle 
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Market Data for 1950 Planning 


1. SUMMARY 1949 DATA, STATES.................... 68 
2. CIVILIAN LABOR FORCE, STATES.................. 70 
3. LEADING MANUFACTURING INDUSTRIES, STATES. . 72 
4. THE 184 WHOLESALE GROCERY AREAS ........... 80, 96 
5. THE 1,205 LEADING CITY FOOD MARKETS.......... 80,144 
6. 1948 PASSENGER CARS, ALL COUNTIES........... 192 
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Summary of 1949 Data by States and Regions 


POPULATION RETAIL SALES EFFECTIVE BUYING INCOME e 
1949 1949 SALES 
SECTION . . ADVER. 
ESTIMATE STi- TISIN 
AND SM 1/1/50 MATES SM) ESTIMATES CONTRALS 
STATES ee il a Prins es i Pe 82 Se ee oe Ff 
Manufac- Income from Net Net %o Of | Qual. 
Total % Families Retail o// Net % Gross turing Farming, E.B.1. E.B.I. U.S.A. | tity of 
(in (la Sales | of | Dollars | of | Dollars | Payrolis | Net per per | Poten- | Mare 
thousands) U.S.A. thousands) |(in millions)| U.S.A. |(in millions) | U.S.A. (in millions) (in millions) |(in millions) | Capita Family tial Index 
NEW ENGLAND | | | | : 
Connecticut. . 2,020 | 1.356 | 578 1,986 | 1.549 2,943 | 1.533 | 3,273 1,131 84 1,457 5,092 | 1.502 1 
Maine 906 | .609 | 255 689 | .537 1,007 | .524 1,078 279 122) «1,111 3.949 | 545 | 99 
Massachusetts 4,733 | 3.179 1,323 3,979 | 3.103 6,211 | 3.235 6 ,893 1,986 102 1,312 4,695 | 3.184 | 199 t 
New Hampshire. . 541 -363 160 454 | .354 612 | .319 660 | 196 32 | 1,131 3,825} -338 93 
Rhode Island. . 760 | 510 217 692 | .540 1,019 | 1531 1,122 | 368 10; = 1,341 4.696 | -530 | 194 
Vermont 369 | .248 101 320 | .250 4 210 433 | 91 67 | 1,095 4/000 | -230| 93 - i 
9,329 | 6.265 | 2.634 8,120 | 6.333 12,196 | 6.352 13,459 | 4,051 417 1,307; 4,630 | 6.329 1m 
| | 
MIDDLE ATLANTIC | i 
New Jersey... 4,810 | 3.230 1,373 4,263 | 3.325 7,055 | 3.674 7,687 2,337 178 1,467 5,138 | 3.481 | 198 
New York... 14,628 | 9.823 4'296 13.365 (10.423 24 266 |12.638 27 ,605 5,959 501 1,659 5 (649 (11.411 116 i 
Pennsylvania 10 ,897 | 7.184 2 943 8 ,831 | 6.887 14 ,238 | 7.415 15 ,693 4,425 436 1,331 4,838 | 7-210 | 109 
30,135 |20.237 8.612 | 26,459 |20.635 | 45,559 |23.727| 50,985) 12,721 1,115 1,512| § 299 [22.102 199 t 
EAST NORTH CENTRAL 
illinois 8,633 | 5.798 2,610 8,219 | 6.410 14,144 | 7.367 15 643 4,030 1,223 1,638 5,419 | 6.766 117 f 
Indiana 3,991 | 2.680 | 4293 3,328 | 2.596 046 | 2.628 5,506 1,720 625 1,264 4'195 | 2.629 98 
Michigan 6 ,363 | 4.273 | 1,821 6 504 | 5.073 8 623 | 4.491 9,559 3,546 439 1,355 4.735 | 4.622 | 108 
Ohio 7,992 | 5.367| 9'375 6.623 | 5.165 10,747 | 5.597 11,822 3,890 631 1,345 41525 | 5.421 101 t 
Wisconsin 3,377 | 2.268 | 956 3,440 | 2.683 : 2.281 4,795 1,353 559 1,297 "582 | 2.399) 106 
30,356 |20.386 | 9 965 | 28,114 |21.927] 42,940 [22.364 |  47,325| 14,539 3,477 1,415 4,790 [21.837 | 107 4 
WEST NORTH CENTRAL | 
lowa. . 2,676 | 1.797 798 2,760 | 2.153 3,636 | 1.894 3 ,888 460 1,395 1,359 4,556 | 1-952 | 109 ‘ 
Kansas. . 1,933 | 1.298 596 1.964 | 1.532 2,304 | 1.200 2,505 274 471 1,192 3'g66 | 1.319 102 
Minnesota 3,003 | 2.017 850 2,902 | 2.263 3,593 | 1.871 3 ,956 566 829 1,196 4,227 | 2.018 | 100 
Missouri... 3.984 | 2.676 1211 3 (763 | 2.935 4 (918 | 2.562 5,375 982 738 1,234 4061 | 2-697 | 101 : 
Nebraska... 1,324 | .889 391 1,241 968 1,725 | .899 1,879 146 601 ,303 4,412 | -918| 103 
North Dakota 580 | .389 151 591 | .461 685 | 357 739 15 281 1,181 4536 | -395 | 102 
South Dakota 631 | 424 174 667 | .520 874 | 455 926 35 424 385 5,023 | -468 | 110 i 
14,131 | 9.490 4.171 13,888 |10.832 17,735 | 9.238 19 ,268 2,478 4,739 1,255 4,252 | 9-767 | 103 
SOUTH ATLANTIC ‘ 
Delaware 305 | .205 89 267 | .208 441 | .230 544 159 36 1,446 4,955 | -218 | 106 
District of Columbia 879 | _ .591 243 982 | .766 1,363 | .710 1,578 60 |..-..--.... 1,551 5,609 | -703 | 119 te i 
Florida 2,478 | 1.664 753 2,178 | 1.698 2,733 | 1.423 2,957 228 263 1,103 3.629 | 1.554 | 9% 
Georgia... 3,226 | 2.167 866 2,050 | 1.599 2,931 | 1.527 3,129 564 428 909 3.395 | 1.677 7 
Maryland 2.178 | 1.462 612 1,939 | 1.512 3,195 | 1.664 3,573 669 131 1,467 5.221 | 1.578 | 108 
North Carolina 3,844 | 2.582 928 2,130 | 1.661 3,285 | 1.711 3,582 841 684 855 3/540 | 1.870| 7 
South Carolina 2,008 | 1.348 506 1,105 | _ .862 1,711 | .891 1,805 444 334 852 3.381 | .974| 7% 
Virginia... 3,089 | 2.075 786 2.027 | 1.581 3/378 | 1.759 3,621 612 382 1,094 4'298 | 1.769) 8 The F 
West Virginia 1,983 | 1.332 496 1,156 | .902 2,137 | 1.113 261 351 122 1,078 4308 | 1.094 | & delphi 
19,990 |13 .426 6.279 13,834 |10.789 21,174 |11 .028 23 ,050 3,928 2,380 1,059 4,011 [11.437 | 85 way 
EAST SOUTH CENTRAL Th: 
Alabama... 2,934 | 1.971 766 1,769 | 1.380 2,544 | 1.325 2,696 497 459 867 3,321 | 1.471 | 7% 
Kentucky... 2,862 | 1.922 758 1,696 | 1.323 2,523 | 1.314 2,703 339 513 882 3,328 | 1.438) 7% wise f 
Mississippi. 2,153 | 1.446 583 1,142 | 891 1,835 | .956 1,908 142 829 852 3/148 | 1.034 | 7% 
Tennessee. . . 3,226 | 2.167 855 1,895 | 1.477 2,801 | 1.459 2 ,986 572 409 868 (276 | 1.606 | 74 
11,175 | 7.506 2.962 6,502 | 5.071 9,703 | 5.054 | 10,293 1,550| 2,210 868 | 3,276 | 5.549| 74 ia 
WEST SOUTH CENTRAL 
Arkansas Si 1,964 | 1.319 545 1,291 | 1.007 1,935 | 1.008 2,017 145 709 985 3,550 | 1.070; 81 
Louisiana 2,644 | 1.776 722 2,028 | 1.582 2,834 | 1.476 3,052 391 327 1,072 3,925 | 1-568 8 
Oklahoma 2,364 | 1.588 680 1,618 | 1.262 2,186 | 1.139 2,397 190 374 925 3,215 | 1.266 8 
Texas. 7,493 | 5.032 2,156 6.248 | 4.872 8,274 | 4.308 9,127 980 1,151 1,104 3 (838 | 4.621) 9% 
14,465 | 9.715 4,103 11,185 | 8.723 15,229 | 7.931 16 ,593 1,706 2,561 1,053} 3,712 | 8.525 | #8 
MOUNTAIN 
Arizona. . 740 | .497 207 617 | .481 781 | .407 842 46 155 1,055 3,773 | 447| # 
Colorado... 1,221 | .820 371 1,418 | 1.106 1,641 | .854 1,796 161 274 1,344 4,423 | .923) 118 
Idaho 586 | .393 172 569 | .444 698 | .364 755 59 207 1,191 4,058 | 394) 100 
Montana 521 | .350 160 645 | .503 915 | .477 975 57 305 756 5,719 | .459 | 13! 
Nevada 169 | .113 | 54 184) .144 283 | .148 311 10 37 1,675 5,241 | -140 | 12 
New Mexico 620 | .416 | 163 532 | .415 711 | 371 760 35 116 1,147 4,362 | 393, 
Utah 678 | .456 183 576 | .449 811 | 421 865 85 87 J 4,432 | .436| % 
ne 295 | .198 87 370 | .289 468 | .244 482 24 95 586 5,379 | -248 | 125 
4,830 | 3.243 1,397 4,911 | 3.831 6,308 | 3.286 6,786 | 477 1,276 1,306 4,515 | 3.440 | 106 
PACIFIC r 
California 10 448 | 7.017 3,386 11,490 | 8.961 15 892 | 8.276 17,571 2,550 1,208 1,521 4,693 | 8.230 | 1 
Oregon 1,619 | 1.087 525 1,410 | 1.100 904 | .992 2,115 440 240 1,176 | 3,627 | 1.043 | . 
Washington 2,423 | 1.628 772 2,305 | 1.798 3,363 | 1.752 3, 639 370 1,388 | 4,356 | 1.741 | 107 { 
14,490 | 9.732 4 ,683 15,205 |11 .859 21,159 11.020 | 23,341 3,629 | 1,818 1,460| 4,518 11.014 we n 
U. S. A. TOTAL.. 148 ,901 42,806 | 128,218 | 192 ,003 | ..| 211,100} 45,079 19,993 1,289 4,485 
| | | ee 
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Here are 
the market facts 


on Philadelphia 


The Philadelphia Bulletin makes it its business to know Phila- = 3 The Philadelphia Market —a 26-page book that gives 
delphians, their likes and dislikes, their buying habits and the all the available data for the entire retail trading area, 
. dividing the city into seven sales areas, and each area 
way they do business. into routes. 

That’s why The Philadelphia Bulletin can do a job market- i 4 The Philadelphia Bulletin’s Grocery Route List —a 
wise for you. 192-page book covering the routes and sales areas in Phila- 
delphia and suburbs. Data includes names, addresses and 

To help you, The Philadelphia Bulletin has the following pertinent facts about grocery and delicatessen stores. 


publications, complete with market facts, available on request: = 5 The Philadelphia Bulletin’s Drug Route List —a 104- 
page book covering the routes and sales areas in Philadel- 


| 1 The Philadelphia Bulletin’s Standard Market Data phia and suburbs. Data includes names and addresses of 
Form for Philadelphia— prepared in conformity with drug stores and patent medicine stores. Also pertinent facts 
standard market and newspaper data forms of the Bureau on wholesalers and chain drug groups. 


of Advertising, A.N.P.A. and the American Association of 6 Directory of Food Distributors Manufacturers’ Repre- 
Advertising Agencies. 


sentatives in the Philadelphia Area — a 96-page book list- 


= 2 The Philadelphia Bulletin’s 1949 Consumer Analysis ing officers and buyers of the grocery. chains and super- 
of Metropolitan Philadelphia —a 144-page brand pref- markets, retail-owned warehouses, wholesalers, voluntary 
erence study which this year includes the City of Phila- groups and manufacturers’ representatives. 


delphi b burban territory. C d ao : ‘ : : 
yin ent manly stein sueleny covere® “*€ This information is available to you on business letterhead 
consumer preferences and trends on the following subjects: 


foods, soaps and cleansers, automotive, drugs, cosmetics  Tequest to the National Advertising Department, The Phila- 
and toiletries, appliances and others. delphia Bulletin, Philadelphia 5, Pa. 


In Philadelphia nearly everybody reads The Bulletin 


EVENING AND SUNDAY 
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Civilian Labor Force, September 1949 


SECTION AND CIVILIAN EMPLOYED | FARM NON-FARM MANUFACTURING 
STATES LABOR FORCE | UNEMPLOYED | LABOR FORCE | EMPLOYMENT EMPLOYMENT EMPLOYMENT 
NEW ENGLAND 
Connecticut. . . ; 1,071 72 999 | 30 | 969 335 P 
NN 387 25 362 33 329 113 
Massachusetts. .. . cam eee 2,166 148 2,018 47 | 1,971 647 
New Hampshire. . .. 248 20 228 15 213 80 
Rhode Isiand....... ; 381 37 344 4 340 128 
Vermont. ....... 157 4 148 26 122 3 
4,410 311 4,099 158 3,944 1,33 s 
5 
MIDDLE ATLANTIC ~ 
New Jersey... 2,219 128 2,091 49 2,042 671 4 
New York..... oe 7,255 527 6,728 204 6 524 1,786 
Pennsylvania. 4 838 287 4,551 214 4 ,337 1,337 - 
A A MEET SN: RM a 
14,312 942 13 ,370 467 | 12,903 3,794 
EAST NORTH CENTRAL re 
Illinois... . 4 ,596 269 4,327 269 4 058 1,146 
Indiana... . 3 wane 1,758 55 1,703 217 1,486 519 
Michigan. . . . it es 2,809 97 2,712 214 2,498 960 
Ohio. .. 3 ,809 179 3 ,630 280 3 ,350 1,145 
Wisconsin... _. ee 1,546 42 1,504 237 1,267 449 
14,518 642 13 ,876 1,217 12,659 4,219 
WEST NORTH CENTRAL 
lowa...... 1,101 17 1,084 298 786 150 
Kansas 814 17 797 194 603 92 
Minnesota. . . : oat 1,342 40 1,302 269 1,033 201 
Missouri 1,839 70 1,769 336 1,433 346 
Nebraska. . et 561 6 555 153 402 51 
North Dakota. . 22 253 1 252 99 153 7 
South Dakota , ee 252 2 250 96 154 12 
6,162 153 6 ,009 1,445 4,564 859 
SOUTH ATLANTIC Dor 
Delaware. ... 145 141 15 126 49 mot 
District of Columbia ; . 511 11 RS AER ae oe 500 18 f 
Florida... . ; 990 67 923 127 796 90 of ¢ 
Georgia. . a NE SL % 1,454 66 1,388 335 1,053 262 
Maryland........ ORES AEE Ne 1,061 50 1,011 71 222 
North Carolina... I MRO 5 1 ,598 72 1,526 381 1,145 387 ~ A 
South Carolina..... AARNE 895 47 848 228 620 191 
Virginia.......... Se ES 1,330 44 1,286 239 1,047 204 7th 
West Virginia. ... ; bcc See 808 50 758 117 641 129 the 
8 ,792 411 8,381 1,513 6 868 1,552 ram 
EAST SOUTH CENTRAL tan 
Alabama....... + le ER POO Ne 8 1,243 76 1,167 334 833 213 
Ns IRR RR Nea: 1,122 75 1,047 304 743 123 
Mississippi PEL AR INS 800 42 758 332 428 va FR 
Tennessee. . . a enageecucecaie 1,315 81 1,234 309 925 238 : 
' ————__—_|—_—_— ——— a )-- - = ent! 
4,480 274 4,206 1,279 2,927 654 
| age 
WEST SOUTH CENTRAL dist 
Arkansas......... Rte eta, BAS 755 31 724 275 449 69 
es te 1,044 51 | 993 198 795 154 
Reet inti ies: 880 40 840 227 613 63 
SS RR RIERIRR R ez R ae = 3,116 60 3 ,056 607 2,449 ua Me 
5,795 182 5,613 1,307 4,306 634 Am 
the 
MOUNTAIN 
ERE ae ee ee ore a 215 11 | 204 30 174 15 Sale 
REL RERRETREaa HR 516 | 10 506 73 433 57 "ins 
a PLAN ee 209 5 204 60 144 22 
Ta RR QNLeL Oe IO 25 CC 5 250 60 190 20 Cor 
Nevada........... a De SF cae 75 4 71 7 64 3 
EE ere 205 6 199 49 150 1" 
a a 246 8 238 35 203 30 
Wyoming EAE SESE AL MR PRO 132 1 131 22 109 7 
1,853 | 50 1,803 336 1 467 165 
PACIFIC 
California DR 0 Os Tats ee 4 ,253 304 3,949 271 3 ,678 795 
SE a eee eae 597 32 71 494 120 
a 943 51 892 97 795 183 
| ae 
5,793 | 387 | 5 ,406 439 | 4,967 1,098 
Piece 
A 66 ,115 | 3,352 | 62,763 8,158 | 54,605 | 14,311 
| — 
SALES MANAGEMENT 
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ENT 


... lthe California without the 


ae 


illion ollar alleyofthe ces 
(WHERE FOOD SALES LEAVE “AVERAGE” FAR BEHIND!) 


Don’t miss Sales Management's November 10 “Survey of Food and Auto- 
motive Markets.” On per capita food sales, particularly, note the rating 
of California’s Billion Dollar Valley of the Bees: 


THE SACRAMENTO BEE 
SACRAMENTO — its 19-county wholesale grocery trading area ranks is home delivered to 
7th in the entire country, with a quality index of 142. (That's 42% above age dag gong 
the national average — based on ratio of food sales to population.) Sac- Se eae ae ae 
ramento City index is "way up at 234— underlining Sacramento's impor- 


families in the 19-county 
tance as a center of food shopping. Sacramento trading area 


FRESNO — its 4-county wholesale grocery trading area ranks 9th in the 
entire country, with a quality index of 136. (36% above national aver- families in the ABC city 


age.) Fresno City index is 217—another great shopping center where zone... half of all 
distribution and advertising coverage are “musts.” families in the 4-county 
trading area 


THE FRESNO BEE 


reaches 9 out of 10 


MODESTO—Do Modestans really eat four times as much as average 


; . THE MODESTO BEE 
Americans? No—but unless you understand this unusual market that’s rte Soiagripweneagse 
the conclusion you'd draw from Modesto’s almost unbelievable city food 


families in the ABC city 


sales index of 423. (Yes, that’s 323% above the national average!) The zone ... half of all 
“inside” on Modesto is this: its city food stores serve most of Stanislaus families in Stanislaus 
County’s 130,000 people. How's your distribution in Modesto? County 


c latchy cwspapers 


(Mp THE SACRAMENTO BEE 
National Representatives . . . O'Mara & Ormsbee, Inc. ' 1 THE MODESTO BEE 
New York * Los Angeles * Detroit * Chicago * San Francisco ~pIR THE FRESNO BEE 
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Regional-State Summary of the 1947 Census of Manufactures 


(With grand totals and three leading industries for each state) 


NEW HAMPSHIRE 


VERMONT.. 


MASSACHUSETTS 


MIDDLE ATLANTIC...... 
NEW YORK..... 


PENNSYLVANIA 


INDIANA..... 


MICHIGAN. 


WISCONSIN. . 


PRODUCTION WORKERS VALUE ADDED BY MANUFACTURE 
Number | . 
of 1947 Value Added per 
Establish- | Number | Wages, | Wages Ratio Production Worker 
ments (Average for | Total per to 1947 1939 Ratio cena — 
(Units) the Year) (Million Worker U.S. (Million $) | (Million $) | 1947 to 1939 ; 
(Thous.) $) ($) Average Ratio to 
$ U. S. Average 
| 
SE ee ee rn 20 ,257 1,247.0 3,051.5 2,447 96 6,771.1 2,414.3 280 .5 5 430 87 
ARES Rene See See ee 1 ,636 90.4 199.2 2,034 87 432.1 150 .6 286 .9 4,780 77 
Textile mill products*. 77 23.9 53.4 2,234 88 116.5 40.1 290.5 4, 874 78 
Lumber and products, exe nat Susniiane 583 11.6 22.2 1,914 75 37.0 9.9 373.7 3,190 51 
Paper and allied products... .... 59 14.8 42.2 2,851 112 103.2 38.5 268.1 6,973 112 
a weg oes 1,124 66.4 145.3 2,188 86 306 .9 104.5 293.7 4 ,622 74 
Textile mill products 108 18.6 41.6 2,237 88 85.3 26.9 317.1 4,586 73 
Lumber products, except Settee 372 6.0 12.1 2,017 79 22.4 6.7 334.3 3,733 60 
Leather and leather products... .... 115 18.4 37.2 2,022 80 70.1 31.5 222.5 3,810 61 
he 830 30.2 66.4 2,199 87 149.7 49.7 301.2 4,957 | 79 
Textile mill products... ... 26 4.6 10.4 2,261 89 17.9 5.9 303.4 3,891 | 2 
Lumber and products, except Seraituse 274 5.2 9.9 1,904 75 18.6 5.5 338.2 3,577 | 7 
Machinery (except electrical)... . 35 5.6 14.5 2,589 102 30.7 11.3 271.7 5,482 | 88 
10 ,516 601.2 1,463.4 2,434 96 3,333.1 1,181.5 282.1 5,544 | 89 
Textile mill products. . 636 120.7 281.5 2,332 92 568.3 206.7 274.9 4,708 75 
Leather and leather products. . . 989 63.7 138.6 2,176 86 292.2 114.0 256.3 4,587 74 
Machinery (except electrical)... 938 69.0 194.0 2,812 ill 386.9 115.5 335.0 5, 607 90 
RHODE ISLAND............ . 2,213 127 .6 296 .7 2,325 92 656 .6 237 .7 276 .2 5,146 82 
Textile mill products. .. . 372 57.6 135.6 2,354 93 282.2 107.1 263.5 4,899 79 
Fabricated metal products. 231 6.9 16.6 2,406 95 38.2 11.6 329.3 5,536 89 
Machinery (except electrical)... 192 13.7 36.4 2,657 105 69.2 24.2 286.0 5,051 | 81 
CONNECTICUT..... 3,938 331.1 880 .6 2 ,660 105 1,892.7 690 .3 274.2 5,716 92 
Textile mill products. . 229 35.2 88.3 2,509 99 175.2 75.4 232.4 4,977 % 
Fabricated metal products 577 46.6 122.4 2,627 104 243.7 79.1 308.1 5, 230 4 
Machinery (except electrical). 597 65.0 190.7 2,934 116 387.4 124.2 311.9 5,960 9% 
| 
75 ,239 3,247.3 8,497.9 2,617 | 103 | 20,760.0 7,308.8 284 .0 6 393 We 
vanieeniee 47,701 | 1,425.4 | 3,815.7 2,677 | 105 | 9,635.8 | 3,313.6 290.8 6 760 se 
Food and kindred products.......... 3,340 100.5 260.0. 2,587 102 977.3 444.2 220.0 9,724 156 
Apparel and related products. .. 17,341 334.0 875.0 2,620 103 1,995.5 609.5 327.4 5,975 % 
Machinery (except electrical)... 2,023 110.1 325.3 2,955 116 678.7 158.0 429.6 6,164 % 
i oat 10,751 601.5 1,627.5 2,706 107 | 4,174.3 1,518.3 274.9 6,940 m 
Apparel and related products. .. 2, 155 65.7 134.4 2,046 81 251.8 90.8 277.3 3, 833 6l 
Chemicals and allied products. . 737 59.7 161.1 2,698 106 744.6 304.0 244.9 12,472 200 
Electrical machinery......... 351 70.9 192.4 2,714 107 394.0 131.2 300.3 5,557 9 
A Pe eee 16 ,787 1,220.4 3 ,054 .7 2 ,503 99 6 949.9 2,476.9 280 .6 5 695 a 
Textile mill products. . : 1,340 126.9 282.2 2,224 88 621.4 262.8 236.5 4,897 i8 
Primary metal industries. ... .. 586 231.3 672.5 2,907 115 1,219.0 522.1 233.5 5,270 a 
Apparel and related products... 2,119 132.8 227.5 1,713 67 433.7 133.4 325.1 3, 266 3 
piouvakcwes 50 ,557 3 ,563 .7 9 935 .5 2,788 110 23 481.8 7,744.4 303 .2 6 ,589 Ld 
ERE Ee ee nar Oe 12 ,299 988 .5 2,727.7 2,759 109 6 ,379 .2 2,116.4 301.4 6 ,453 108 
Primary metal industries........... 605 156.7 474.4 3,027 119 856.8 332.0 258.1 5, 468 88 
Fabricated metal products. ... . 1,431 102.3 275.6 2,694 106 631.7 192.6 328.0 6,175 ” 
Machinery (except electrical)... .... 1, 865 186.5 550.3 2,951 116 1,256.4 351.1 357. 6,737 108 
seueenninastace 5,407 457.5 1 ,237 .8 2,706 107 2,979.2 964 .7 308 .8 6 ,512 104 
Machinery (except electrical)....... 641 65.1 182.8 2,808 lil 404.5 99.1 408.2 6,214 100 
Electrical machinery. . . . 121 46.6 113.6 2,438 96 252.5 61.1 113.3 5,418 8 
Transportation equipment. . . 159 63.7 200.5 3,148 124 442.1 113.1 390.9 6,940 iit 
el niaeiieitiisains 15 ,982 953.3 | 2,629.4 2,758 109 | 6,674.5 | 2,187.2 305 .2 7,001 7 
Food and kindred products. . . . 2,140 105.9 283.6 2,678 106 1,003.8 392.8 255.5 9,479 a 
Machinery (except electrical)... 1,837 172.5 507.9 2,944 116 1,096.1 298.0 367.8 6,354 , 
Electrical machinery............ 600 103.3 273.1 2,644 104 669.8 169.8 394.5 6,484 it 
ee oe 9 ,889 821.2 2,438 .0 2,969 117 5,186.5 1,794 .0 289.1 6,316 « 
Primary pw lodhesteles peated 452 81.0 252.3 3,115 123 427.2 125.5 340.4 5,274 
Machinery (except electrical)... 1,917 119.2 377.1 3,164 125 791.5 173.9 455.1 6,640 - 
Transportation equipment. . 451 331.6 1,011.0 3,049 120 1,937.2 769.6 251.7 5,842 § 
6 ,980 343.2 902 .6 2 ,630 104 2,262.4 682 .0 331.7 6 ,592 2 
Food and kindred sender ts 2,328 44.4 107.1 2,412 95 383.1 124.7 307.2 8,628 Is 
Fabricated metal products 451 30.8 80.7 2,620 103 208.6 56.5 369.2 6,773 
Machinery (except electrical) 799 73.6 214.1 2,909 115 468.2 122.9 381.0 6,361 102 
WEST NORTH CENTRAL.......... ~ 17 ,401 635 .9 1,508 .9 2 373 93 4,122.1 1,348 .2 305 .7 6 ,482 104 
EER a ee ee 4 567 145 .2 358 .9 2,472 97 1,024.1 306 .8 333 .8 7 ,053 113 
Food and kindred products... . . , 1,363 36.9 93.7 | 2,539 100 279.3 116.2 | 240.4 7,569 121 
Printing and publishing industries. ... 737 11.9 32.4 | 2,728 107 105.3 37.1 | 283.8 8, 819 a 
_Machinery (except electrical)......... 371 19.5 50.7 | 2,600 102 130.4 30.2 | 431.8 6, 687 107 
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*The 3 industries shown under each state are those leading in employment. 


(Continued on page 75) 
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8,575,000" 
Pocketbooks 
loaded with 
your dough 


| Are you even trying to get it back? 


Today’s big payrolls offer the real payoff for magazine 
advertising dollars —yet 90% of these dollars miss the mark! 


ECENT PAYROLL INCREASES have 
caused plenty of headaches for 
manufacturers. You know the story— 
but just for example, since 1940 average 
wages in the steel industry have gone 
from 85¢ to $1.65; in the automobile 
industry, from 95¢ to $1.71; in the 
building industry, 96c to $1.93. Industry 
after industry—it’s the same story. 
Today, wage earner families represent 
49.2% of the totalj U.S. families yet they 
get 56% of the total U.S. earned income! 
There is one way for business to go 
ahead under these conditions. It must tap 
these self-same dollars—through sales of 
its products to the people who make them! 


90% Missing the Mark 


The big bulk of advertisers are still 
aming their heaviest expenditures at 


1 Service books—at ¥, the cost 


a ee 
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PEASE at yttncntin blames cai 
Where else can $10,500 work so hard? 


(page rate after maximum discounts) 


The New TRUE STORY Women’s Group delivers: 


¥ Total family income of close to $30,000,000,000 

¥ Shoppers for 29,000,000 people including 
8,500,000 young “wild Indians” 

¥ Nearly 40% of the young cosmetic market ‘= 

“ A grocery budget of $8,750,000,000 annually 


% An audience % as big as that reached by all 


the white collar market. They are 
spending nine-tenths of their magazine 
dollars in publications which—accord- 
ing to Dr. Rudolph Flesch, authority on 
readability—are “over the heads” of 
half the population. 

The neglected wage earner market, 
with more money to spend and higher 
standards of living than ever before, is 
thus exposed to comparatively little 
magazine advertising. As a result, it is 
far more “advertising susceptible.” 


Largest Magazine Package— 
Lowest Advertising Cost 


The one dominant medium in this wage 
earner market is the new TRUE STORY 
Women’s Group. The recent Magazine 
Audience Group survey reveals it reaches 
8.575.000 urban women, net after du- 


plication, at only $1.22 per thousand. 

These women read an average of two 
magazines in the group and are exposed 
to a total of 16,292,000 potential ad 
impressions per issue. 

T.S.W.G. reaches % as many women 
as the four service magazines combined 
—at only % the cost ... and more than 
Ys as many women as the four weekly 
magazines combined—at \% the cost. 

These facts, together with others dis- 
closed by the latest M.A.G. report, 
reveal the new TRUE STORY Women’s 
Group as a selling force without ‘parallel 
among present-day advertising media. 


Invitation 


For top business executives, significant 
facts from the Magazine Audience Group 
report have been condensed in a graphic 
20-minute easel. Your T.S.W.G. represen- 
tative would like to show it to you, along 
with the report itself. Write or *phone our 
nearest office for appointment. 


*As determined by the latest magazine audience study validated by the Magazine Audience Group. 


Can 


TRUE Story 
Woment Group 


Largest guarantee in the general magazine field — 5,250,000 


Reaching 8,575,000 Urban Women Readers In Nearly 8 
Million Families With a $30 Billion Annual Pocketbook 
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DIVERSIFIED INCOME — so 


DEPENDABLE SALES 


CIRCULATION 


Roto, Comics, Magazine 
A. 8. C. Publisher's Statement 


: DAKOT. 
wrones AKOTA 
N 
h tna tng 
UTAH 
HORADG SAS 
ARI OKLAHOMA 
20NA | NeW MEXICO 
TEXAS 


As 


your products enjoy 
a STEADY MARKET 


tn the Rocky Mountain Empire 


There’s a STEADY ring to prosperity in the Rocky Mountain Empire. Sales 
are not dependent on any one crop or industry. Diversified agriculture, 
manufacturing, mining, oil production and refining, livestock raising, food 
processing, wholesale trade, transportation, and tourists all contribute 
toward building a prosperous, dependable market. 

Best of all, you can reach and sell this rich, dependable market at 
low cost...with the economy inherent in the concentration of advertising 
in one dominant medium. 


The Voice of the Rocky Mountain Empire 


Editor and Publisher PALMER HOYT 


Gea, THE DENVER POST 
Cal Rs 


GENTED NATIONALLY BY 
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Regional-State Summary of the 1947 Census of Manufactures 


(With grand totals and three leading industries for each state) 


PRODUCTION WORKERS 


(Continued from page 72) 


Number 7 
of ; 1947 Value Added per 
Establish- | Number | Wages, | Wages | Ratio Production Worker 
ments (Average for Total | per to 1947 1939 Ratio alesis = 
(Units) the Year) (Million | Worker | U.S. (Million $) | (Million $) | 1947 to 1939 a 
(Thous.) $) ($) | Average Ratio to 
| $ v. S. Average 
WEST NORTH CENTRAL (Cont.) 
Re 2 ,965 112.4 276 .1 2,456 97 672.7 | 243 .4 276 .4 5,985 96 
Food and kindred products 1,045 36.1 91.6 2,537 100 227.1 98.3 231.0 §, 291 101 
Printing and publishing industries 592 5.5 13.5 2,455 97 55.4 24.1 229.9 10,073 161 
Machinery (except electrical) 255 28.5 75.5 2,649 104 143.4 52.6 272.6 5,032 81 

MISSOURI. . os 5,724 269 .8 607 .6 2 ,252 89 1,622.9 581.8 278 .9 6 ,015 96 
Food and kindred products : 1,178 38.9 95.8 2,463 97 331.5 128.4 258.2 8,522 137 
Apparel and related products 539 33.4 56.9 1,704 67 130.5 43.1 302.8 3,907 63 
Leather and leather products 199 39.3 72.1 1,835 72 117.3 57.0 205.8 2,985 48 

NORTH DAKOTA....... 362 3.8 8.5 2 ,237 88 29.5 11.0 268 .2 7 ,763 124 
Food and kindred products 163 ph 5.9 2,185 86 21.8 7.9 275.9 8,074 129 
Printing and publishing industries 119 0.6 1.3 2,167 85 1.9 2.3 213.0 8, 167 131 
Stone, clay and glass products. . 32 0.2 0.3 1,500 59 0.6 0.1 600.0 3,000 | 48 

Be 494 3 3 19.2 2,370 93 1.4 19.6 262 .2 6.346 | 102 
Food and kindred products. .. 215 5.4 a5 7 2,426 96 35.2 14.1 249.6 6,519 104 
Lumber and products, except furniture. 45 0.9 1. 2,111 83 3.5 1.2 291.7 3,889 62 
Printing and publishing industries 143 0.7 1.6 2,286 90 5.6 33 266.7 8,000 128 

NEBRASKA. . 1,343 37.3 87.4 2,343 92 260.5 | 68.1 | 382.5 6,984 | 112 
*Food and kindred products 512 19.9 18.6 2,442 96 156.1 | 38.5 405.5 7,844 126 
Printing and publishing industries 345 2.5 5.8 2,320 91 21.5 10.2 210.8 8, 600 138 
Machinery (except electrical) 74 “4 5.0 2,381 94 10.5 | 2.5 | 420.0 5, 000 80 

Ee 1,946 59.4 151.3 2,547 100 461.1 117.4 | 392.8 7,763 124 
Food and kindred products 719 21.7 54.0 2. 488 98 151.9 51.0 | 297.8 7,000 112 
Chemicals and allied products 74 3.9 | is | 2,897 114 67.0 | 13.0 | 515.4 17,179 275 
Transportation equipment. . 37 8.3 24.4 | 2,940 116 51.3 | 2.9 | 1,769.0 6,181 99 

SOUTH ATLANTIC. 23 ,999 1,345.3 2,711.6 2,016 79 6,940.6 | 2,217.0 | 313.1 5,159 83 
eee 482 29.0 70.0 2,414 95 182.0 54.1 336.4 6 276 101 
Food and kindred products 118 1.4 Be 1.750 | 69 22.6 7.0 322.9 5, 136 2 

Textile mill products. . 36 3.3 6.0 2. 609 103 12.3 6.0 205.0 5,348 86 
Chemicals and allied product: 38 5.6 15.6 2,786 110 59.9 12.2 191.0 10, 696 171 
Machinery (except electrical) 23 2.3 | 6.3 2.739 107 12.3 2.8 139.3 5,348 86 

MARYLAND. ..... 2,825 188 .6 461.1 2,445 96 1,140.0 | 420.6 271.0 6 ,045 97 
Food and kindred produc EES 705 ° 25.8 50.6 | 1.961 77 189.8 | 69.1 274.7 7,357 118 
Apparel and related products. . 417 21.3 41.8 | 1.962 77 93.7 35.8 261.7 4,399 70 
Transportation equipment. ...... 62 27.5 | 83.8 3,047 120 150.8 41.0 367.8 5, 484 88 

’ 

DISTRICT OF COLUMBIA : 430 10.1 | 27.8 2,752 108 99 .2 43.4 228 .6 9 ,822 157 
Food and kindred products 87 3.2 7:7 2,406 | 95 26.8 14.1 190.1 8.375 134 
Paper and allied products... . ; 7 0.6 2.0 3 333 | 131 5.0 1.7 294.1 8 333 134 
Printing and publishing industrie eee 213 1.5 13.9 | 3,089 122 58.6 | 22.6 259.3 13.022 209 

VIRGINIA. . Bae orn daca eee 3,643 190.8 | 384 .0 2,013 79 1,052.1 | 376 .3 279.6 5,514 88 
Textile mill products. i 111 31.3 64.7 2,067 81 166.8 43.0 387.9 5,329 85 
Lumber and products, except furniture. 1,358 22.4 31.1 1,388 55 63.4 18.5 342.7 2,830 45 
Chemicals and allied products....... 143 27.9 67.9 | 2,434 96 219.4 71.6 306.4 7.864 126 

WEST VIRGINIA......... 1,602 109.0 268.5 | 2,463 97 663.9 213.3 311.3 6 ,091 98 
Chemicals and allied produc ts 47 14.7 15.5 | 3,095 122 175.9 46.9 375.1 11.966 192 
Stone, clay and glass products. 237 27.6 67.7 2. 453 97 134.6 45.9 2033 om 78 
Primary metal industries...... . 36 19.4 57.7 | 2,974 117 123.7 | 47.9 258.2 6,376 102 

| | . 

oo ee 5 ,320 350.0 |* 641.6 1,833 72 1,646.1 | 544.2 302.5 4,703 75 
Tobacco manufactures........ 69 29.4 54.5 | 1,854 73 258.0 120.7 213.8 8,776 141 
Textile mill products 939 200.9 377.6 | 1,880 74 846.3 265.4 318.9 4,213 68 
Lumber and products, except furniture. 1, 864 29.7 42.5 1,431 56 84.1 23.4 359.4 2. 832 45 

SOUTH CAROLINA. ..... 2,138 175.9 331.7 | 1,886 74 794.6 169.3 469.3 4,517 72 
Food and kindred products 377 5.6 9.5 | 1.696 | 67 34.9 12.2 286.1 6. 232 100 
Textile mill products 227 119.3 238.7° 2, 001 79 558.7 110.7 504.7 4. 683 75 
Lumber and products, except furniture 855 20.7 26.9 1,300 | 51 59.4 | 14.9 398.7 2, 870 46 

| | ’ 

GEORGIA........... 4,752 225.3 | 398.1 1,767 70 | 1,011.3 | 280.0 361.2 4,489 72 
Textile mill products. Loe 276 98.3 186.4 | 1,896 75 398.0 | 99.3 400.8 4,049 65 
Apparel and related products... 353 23.4 34.2 | 1,462 | 58 76.1 22.2 342.8 3,252 52 
Lumber and products, except furniture 1,936 32.8 40.6 1,238 49 88.5 18.5 478.4 2,698 43 

FLORIDA. . 2,807 66.5 | 126.8 1,937 76 351.5 115.9 303 .3 5,286 85 

Food and kindred product ts. 701 14.5 27.6 1,903 75 92.3 | 29.9 308.7 6,366 102 
Tobacco manufactures. . .. 78 8.9 12.8 1,438 57 20.3 14.2 143.0 2, 281 37 
Lumber and products, except furniture 495 14.9 23.1 1,550 61 47.2 22.4 210.7 3,168 51 

EAS ‘ megabe : 
; SOUTH CENTRAL 10 ,904 558.6 | 1,095.7 1,962 77 2,878.4 823.1 349.7 5,153 83 
— Pennants 2,244 110.6 | 238 .5 2,156 85 745.4 186 .5 399 .7 6,740 108 

ood and kindred produc ts. 577 19.5 | 42.7 | 2,190 | 86 288.2 44.1 653.5 14,779 237 
Apparel and related products. . 88 11.9 18.0 1,513 | 60 38.7 8.3 466.3 3,252 52 

: Lumber and products, except ferniture. 520 10.9 | 18.2 1,670 | 66 36.7 9.2 398.9 3,367 54 

enene pgddncudaes caseewmaedacies 3 345 192.4 | 369.9 | 1,923 76 956 .0 318.4 300.3 4 ,969 80 

extile mill products................ 155 33.9 59.7 | 1,761 | 69 121.3 41.5 292.3 3,578 57 

Lumber and products, except furniture. 962 18.1 27.2 1,503 | 59 51.9 18.3 283.6 2, 867 46 
—___ Chemicals and allied products........ 158 22.6 53.0 | 2,345 | 92 162.6 69.3 234.6 7,195 115 
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(Continued on page 76) 


Regional-State Summary of the 1947 Census of Manufactures 


(With grand totals and three = industries for each state) 


(Continued from page 7) 


PRODUCTION WORKERS VALUE ADDED BY MANUFACTURE 
2 a es temerae, a 
of 1947 Value Added per 
Establish- | Number | Wages, | Wages Ratio Production Worker 
(Average for! Total per to 1947 1939 Ratio ie densa etalon id 
ments , a 
(Units) the Year) (Million Worker U. S. (Million $) | (Million $) | 1947 to 1939 | 
(Thous.) | $) ($) Average $ | Ratio te 
EAST SOUTH CENTRAL (Cont.) | | a 
ALABAMA......... aoe 3,334 185 .6 372.4 2 ,006 79 876 .9 245.6 | 357.0 4,725 78 
Textile mill products F 130 49.9 101.0 2,024 80 216.4 48.2 449.0 4,337 70 
Lumber and products, except furniture. 1,618 36.1 45.6 1, 263 50 101.1 23.3 433.9 2,801 45 
Primary metal industries . RR 34.5 86.6 2,510 99 169.7 | 77.6 218.7 4,919 79 
MISSISSIPPI....... eee 1,981 70 .0 115.0 1 ,643 65 300.1 | 72.7 | 412.8 4,287 | 69 
Food and kindred products. . . . 410 5.8 7.9 1,362 54 33.8 13.4 | 252.2 5,828 | 93 
Textile mill products. .. . 18 5.1 7.9 1,549 61 17.7 3.9 | 453.8 3,471 56 
Lumber and products, except furniture 1,029 27.5 38.8 1,411 56 87.6 24.7 | 354.7 3,185 51 
WEST SOUTH CENTRAL.............. 13,175 455 .5 1,000 .8 2,197 87 3,014.2 815.3 | 369 .7 6,617 | 106 
ARKANSAS. . zi 1,924 58 .3 110.1 1,889 74 265.6 66 .4 400 .0 4,556 %3 
Food and kindred products ie ‘ 535 7.5 18.9 2,520 99 41.5 | 12.4 | 334.7 5,533 7) 
Lumber and products, except furniture R06 26.8 42.7 1,593 63 81.4 | 25.9 | 314.3 3,037 49 
Chemical and allied products. . . 54 3.5 8.7 2 486 98 29.2 | 4.3 | 679.1 8,343 134 
re 2 387 111.3 228 .8 2,056 81 692 .2 | 198 .5 348 .7 6,219 100 
Food and kindred products aia 720 22.7 37.5 1,652 65 139.0 | 61.9 | 224.6 6, 123 98 
Lumber and products, except furniture 626 7.6 42.2 1,529 60 84.1 26.0 | 323.5 3,047 49 
Paper and allied products. . . 10 12.4 | 31.3 2,524 | 99 99.2 | 24.2 | 409.9 8,000 128 
| 
ES ee 1,740 44.2 | 105 .2 2,380 94 340.5 | 101.8 334 .5 7,704 123 
Food and kindred products. . . . 642 10.9 22.6 2,073 82 75.5 | 32.2 | 234.5 6,927 ill 
Petroleum and coal products 40 6.4 19.3 | 3,016 119 79.9 | 18.5 431.9 12,484 200 
Machinery (except electrical)... 127 1.9 12.9 2,633 104 37.2 8.4 442.9 7,592 122 
TEXAS 7,124 241.7 556 .7 2 ,303 91 1,715.9 448.5 | 382.6 7 ,099 14 
Food and kindred products. . . . 2,028 12.8 | 82.3 1,923 76 330.7 106.5 | 310.5 7,727 124 
Lumber and products, except furniture 915 29.4 47.3 1,609 | 63 96.0 26.9 356.9 3,265 52 
Petroleum and coal products. .... 108 29.4 | 104.9 | 3,568 | 141 356.0 123.2 239.0 12, 109 194 
EE as ae 5,142 119.5 302.2 2,529 | 100 855 .3 269 .4 317.5 7,157 115 
Ieee eae — 745 16.9 | 43.8 2,592 102 108 .2 38.8 278.9 6 ,402 103 
Food and kindred products......... 206 3.2 7.7 2.406 95 26.2 11.8 222.0 8,188 131 
Lumber and products, except furniture 303 7.8 19.7 | 2,526 100 38.0 4.2 904.8 4,872 78 
Printing and publishing industries. . . 101 0.8 | 2.2, 2.750 108 6.1 3.1 196.8 7,625 122 
IDAHO.. ” 664 14.6 | 37.9 | 2,596 102 109.7 29.8 368.1 7,514 120 
Food ond Medes d produc ts. adie 244 4.9 | 11.6 | 2,367 93 43.7 10.9 400.9 8,918 18 
Lumber and products, except furniture 233 7.1 | 19.5 2,746 108 43.4 13.3 326.3 6, 113 98 
Printing and publishing industries... .. 88 0.6 | 1.6 2,667 105 5.0 2.3 917.4 8,333 134 
WYOMING. . ; : 255 4.2 | 12.0 2 857 113 31.4 15.3 205.2 7,476 120 
Food and kindred produc ts eg 78 1.1 2.5 2, 27: 90 7.9 4.0 197.5 7,182 115 
Lumber and products, except furniture 76 0.9 | 1.8 2,000 79 3.6 1.5 240.0 4,000 64 
Petroleum and coal products........ 21 1.5 5.5 3,667 144 14.8 aa 208.5 9, 867 158 
COLORADO..... . e- 1 ,603 44.3 110.2 2 ,488 98 290 .3 90.3 321.5 6 ,553 105 
Food and kindred produc ts ea : 442 12.2 28.3 2,320 91 92.7 32.0 289.7 7,598 122 
Machinery (except electrical)... . . 293 2.9 6.9 2,379 94 22.4 9.4 238.3 7,724 124 
Printing and publishing industries. ... 101 3.6 9.5 2,439 104 22.6 3.8 594.7 6,278 101 
NEW MEXICO........ operon 432 6.3 14.2 2,254 89 55.5 8.6 645 .3 8 ,810 141 
Food and kindred products Metal : 144 1.3 2.3 1,769 7 7.9 2.5 316.0 6,077 97 
Lumber and products, except furniture 92 1.9 3.8 2,000 79 8.3 2.3 360.9 4,368 7 
Chemicals and allied products...... 10 1.1 3.3 3,000 118 13.7 0.4 3,425.0 12,455 200 
ARIZONA......... . senees 545 11.2 29.7 2,652 1044 104.0 31.6 329.1 9 ,286 149 
Food and kindred products. : pe 167 2.5 5.8 2,320 * 91 20.8 6.0 346.7 8,320 133 
Primary metal industries....... 12 3.0 8.6 2, 867 113 43.4 16.4 264.6 14, 467 B2 
Lumber and products, except furniture 70 2.1 5.9 2,810 111 12.6 3.4 370.6 6,000 96 
ARE iene 773 20.0 48.1 2 ,405 95 128.7 43.3 297 .2 6 ,435 103 
Food and kindred products ae 285 6.5 13.3 2,046 Sl 42.9 16.6 258.4 6, 600 106 
Printing and publishing industries. . . . 128 1.0 2.5 2,500 99 9.4 4.2 223.8 9,400 151 
Petroleum and coal products...... 9 1.2 | 3.6 3,000 118 12.2 3.2 381.3 10, 167 163 — 
NEVADA. . = 125 2.0 6.3 3,150 124 27.6 11.5 240.0 13 ,800 221 = 
Food and kindred produc ts. 39 0.4 | 1.2 3,000 118 3.1 1.3 238.5 7,750 124 
Chemical and allied products... ' 6 0.3 0.9 3,000 118 3.1 * — 10,333 166 
Stone, clay and glass products. .. 22 0.4 1.1 2,750 108 2.9 0.5 580.0 7,250 116 
aaa ; 24 127 744 6 2,144.7 2 ,880 113 5 541.0 1,547.0 358 .2 7,442 119 if 
WASHINGTON. 3,407 122.8 352.5 | 2 871 113 871.8 267.7 | 325.7 7 ,099 14 faut 
Food and kindred products 750 21.3 52.0 2,441 96 148.6 53.8 276.2 6,977 112 oe 
Lumber and products, except furniture, 911 40.1 120.8 3,012 119 279.5 92.3 302.8 6,970 112 = 
Transportation equipment 129 17.9 53.9 3,011 119 74.6 15.5 481.3 4,168 | 67 = 
OREGON......... 3 ,075 92.0 265 .4 2 ,885 114 673.0 156 .7 429 .5 7,315 | 117 : = 
Food and kindred products... ... 546 14.5 34.2 2,359 93 107.8 33.7 319.9 7,434 | 119 : 
Lumber and products, except furniture 1,390 48.1 148.0 3,077 121 363.6 70.2 517.9 7,559 121 
Fabricated metals................... 120 3.3 9.9 3,000 | 118 20.7 5.0 414.0 6,273 101 
ee cnc canechancae ahead 17 ,645 629.8 1,526.7 2 ,882 114 3,996 .2 1,122.5 356 .0 7 ,543 121 
EE RE ae 2,801 94.9 255.3 | 2,690 | 106 855.4 294.8 290.2 9,014 1 
Fabricated metal productivity... .. ‘ 1,727 45.4 134.8 | 2,969 | 117 291.3 72.3 402.9 6, 416 103 
Transportation equipment............ 532 86.2 257.1 | 2,983 | 118 553.7 100.6 | 550.4 6,423 | 103 
UNITED STATES......................+.. 240,801 11,918 30,248 | 2,538 | 100 74,364 24,487 | 303.7 6,240 | et 


* Withheld to avoid disclosure. Repre 
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8 out oF 10 


If it’s SALES IN SEATTLE you want, concentrate frequent advertis- 
— — ing in The Seattle Times! This is a sure-fire formula for advertising 


Orvebent (opener de and Baeble Imewsrmos te Soars Seattle Progress | 


The Seattle Gees Ea a | success—because The TIMES reaches 8 out of 10 Seattle homes. 
ARST| IN si It’s proving itself time and time again, day after day. So if you 
want to really take home that wonderful Seattle bacon—8 


out of 10 slices of it—just concentrate frequent advertising 
in The Seattle Times. 


Represented by O'MARA & ORMSBEE- New York * Detroit * Chicago * Los Angeles * San Francisco 
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PITTSBURGH'S 

NEW BUILDING PROGRAM 
Huge 23 acre development will 
house 7 new 20-story office 
buildings including Equitable 
Life Assurance’s 3 sky-scrapers 
costing $50 MILLION. 
Others: U. S. Steel’s 39-story 
sky-scraper, Aluminum Co.’s 
30-story building. 


PITTSBURGH IS BOOMING! 


A “new look”! A new building program. New and ex- 
panded industries! These dynamic changes have revitalized 
the Pittsburgh market. Almost overnight they’ve brought 
about a diversification of industry, a relocation of popula- 
tion, of housing, of shopping centers and streets. And 
changes like these are taking place not only in Pittsburgh 
today, but in every major market, every day! These 
changes in markets require changes in marketing strategy. 
For yesterday’s sales program based on yesterday’s market 
information won’t produce tomorrow’s quotas. You need 
today’s market facts to make tomorrow’s sales. 


PITTSBURGH'S NEW INDUSTRIAL EXPANSION 
Continental Can, General Motors, Kelsey-Hayes 
Wheel and 50. or more other companies have ex- 
pansion projects planned or in work representing 
a total investment of $950 MILLION. 


PITTSBURGH'S “NEW LOOK” 


Here’s a radically changed 
picture — a combination of 
successful smoke control, 
and a face lifting job on 
the “‘“Golden Triangle” 
that will convert the Point 
from a warehouse terminal 
into Point Park. 


POINT PARK TOMORROW | @# 
a — 4 


, i 
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,oe HEARST ADVERTISING SERVICE Know THE CHANGING MARKETS 


H.A.S. men have their fingers on the “sales 
pulse” of the ten major markets across the 
country which they represent. They’ve 
charted, classified, evaluated these markets 
block by block. Know the changes taking place 
constantly as population shifts, as retail areas 


move, as traffic is rerouted, as buying habits 


change. As a result, the Hearst Newspaper 
Research and Marketing Departments’ 
“Marketing Aids” have proven helpful to 
many sales and advertising executives. Per- 
haps, we can be of service to you. To investi- 
gate the possibilities, call or write the H.A.S. 


man nearest you today! 


STRATEGIC MARKETING AIDS 


AUTOMOTIVE STUDY 


Weis! Wewspane! Cities 
const 10 COAST 


COMMODITY SURVEYS 


Spotlight the distribution and 
sales rank of leading 
commodities among retail 
outlets in ten Hearst cities. 


MARKET ANALYSES 


Marker detail on population, 
sales, industries and other 
characteristics including 
comparative coverage of all 
newspapers in each of ten markets, 


“Motorists Talk in Ten Hearst Newspaper 
Cities coast to coast!” Indicates consumer 
likes, dislikes, buying habits, shopping habits 


and brand preferences for various commodi- 
ties. Sponsored by Hearst Newspapers in ten 
major markets, conducted by Alfred Politz 
Research, Inc. 


TEN MARKET STUDY 


Includes general characteristics, 
vacation activities, product rank 
at consumer level for general 
household items, food items, 
cosmetics and toiletries 

in ten major markets. 


SALES OPERATING 
CONTROLS 


Specific, flexible, practical, 
usable. 541,604 city blocks 
walked and analyzed 445,456 
retail outlets and 3,037 
shopping centers and streets 
located, to evaluate the 
sales potential of each 

of nine great markets. 


KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 


Hearst Advertising Service 


Herbert W. Beyea, General Manager * 959 8th Avenue, New York 19, N. Y. 


Los Angeles Examiner 
Chicago Herald-American 
Seattle Post-Intelligencer 


Offices in principal cities Baltimore News-Post American Detroit Times 
representing Pittsburgh Sun-Telegraph 
New York Journal-American San Francisco Examiner 


Boston Record-American Advertiser 
Albany Times Union 


Copyright 1949 by Hearst Consolidated Publications, Inc., Hearst Advertising Service Division. All rights reserved. 
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Tracing Our $31.3 Billion Food Store Sales: 


(a) Through the 184 Wholesale Trading Areas 


(b) Through the | ,205 cities with 68.9% of Retail Volume 


Last year the Nation’s housewives 
bought at retail $31,328,934,000 from 
our independent food and chain stores. 
Most of the items passed through one 
or more wholesale channels, the 
goods being supplied to the stores 
either by independent wholesalers or 
from the wholesale depots of the 
chains. Year in and year out—for 
two decades or more—the _inde- 
pendent food retailers account for 
two-thirds of the retail volume, and 
most of their merchandise is fur- 
nished by general-line wholesalers. In 
1939 these wholesalers furnished the 
merchandise for roughly 60% of all 
retail food store sales. 


Why 184 Areas? 


This general-line wholesale business 
is divided into 184 areas, ranging in 
size from Bridgeport’s one-county 
687 square miles to Denver’s 50 coun- 
ties in 4 states and comprising 85,- 
345 square miles—the latter being 
larger than any of 39 of our states. 

Why 184 areas? Why not only 46, 
which is the total for wholesale dry- 
goods houses? The answer is that the 
wholesale grocer distributes relatively 
low-value, high-bulk convenience 
goods of daily consumption, much of 
it subject to rapid deterioration and 
spoilage. The physical problems of 
quick distribution limit the size of 
the territory he can serve efficiently. 

The Department of Commerce de- 
veloped the 184 areas (taking in all 
U. S. counties) by contacting all closs 
A wholesalers listed in Thomas’ Off- 
cial Grocery Register and a supple- 
mentary list of voluntary-chain whole- 
salers, both wholesaler-sponsored and 
retailer-owned. Approximately 850 
responses were received from the 
3,500 establishments to which sched- 
ules were sent. Each wholesaler was 
asked to outline on an enclosed county 
map the area he regularly served. 

Compilation of the returns resulted 
in 184 wholesale areas, most of them 
sharply defined, but with some over- 
lapping of counties. National areas of 
distribution from such centers as New 
York and Chicago, and the purely 
local areas of small centers with per- 


80 


haps only one wholesaler, were not 
included in the area setup.* 

A single center dominates the 
wholesale distribution pattern in some 
areas; in others several cities must 
be grouped, as no single one exerts 
a dominating influence. All of these 
important centers must be named in 
such cases, because the individual area 
of the cities overlap so much that it is 
impossible to show separate and dis- 
tinct boundaries for each. Area num- 
ber 1, for example, is the single city 
of Bangor, Me., covering 6 counties, 
while area number 2 is called Port- 
land-Lewiston because wholesalers 
from both cities work the 10-county 
area, 

When the areas were delineated by 
the Department of Commerce reliance 
was placed chiefly on information pro- 
vided in the schedules supplied by the 
wholesalers. This information was 
supplemented by data taken from the 
Census of Business and from maps 
showing transportation routes. No 
attempt was made to split counties. 

The boundaries are not high walls 
over which trade cannot pass. Rather, 
the boundaries mark spheres of great- 
est influence. Around their borders 
are to be found counties from which 
the center in question draws some 
trade. These bordering counties, how- 
ever, constitute the primary area for 
some other center. 


Are They Your Sales Areas? 


Two separate and distinct func- 
tions of marketing are involved in 


* The following studies and maps are 
available on request from the Marketing 
Division, Office of Domestic Commerce, 
Department of Commerce, Washington 
ss 3D: C: 

(a) Wholesale Grocery Trading Areas. 
A 21x32” map outlining the 184 areas 
(1938). 

(b) List of counties included in whole- 
sale Grocery Trading Areas. 16 pp. (June 
1947). 

(c) Delineation and Ahplication of 
Wholesale Trading Area Maps. Explains 
method of delineation and possible uses of 
the maps, and determination of market 
potentials (October 1947). 


grocery wholesaling. At times they 
seem to merge, so that in discussing 
them it has to be kept in mind how 
actually distinct they are even though 
they are related, and are often per- 
formed by the same people. One of 
these functions is physical distribution. 
Goods must be moved from point of 
manufacture to various intermediate 
distribution points and finally to the 
retail store. This is purely a physical 
function.” 


A Non-Material Function 


Another function is that of selling. 
Selling is not a physical function, but 
is non-material. Professor Charles F. 
Phillips in his book on ‘‘Marketing” 
says that selling involves: “(1) de 
mand creation, (2) the finding of a 
buyer, (3) the negotiation of the terms 
of sale, and finally (4) the trans 
fer of title.’ These are purely non- 
material operations. The seller may not 
handle the goods at all but may leave 
that to be done by some other agency. 
On the other hand, the same person 
or organization may perform both 
functions, selling and distribution, and 
that is precisely what grocery whole- 
salers normally do. They receive the 
goods from the manufacturer, store 
them in their wholesale warehouses, 
send out salesmen to the retailers, and 
then deliver the goods into the store. 
Because they actually perform these 
two functions it is often overlooked 
how really distinct they are. 

The wholesaler, however, is limited 
in the scope of his selling operation 
by the same factors that limit his 
physical distribution of food products 
In other words, his selling is confined 
to his wholesale area. This in no f& 
spect minimizes the importance of his 
selling operation, but it does limit # 
geographically because of the very fact 
that it has to be co-ordinated with 
physical distribution. 

Company sales territories are ne 
so limited geographically. Some coi 
panies operate the entire country 
one sales division. Others break dow! 
the country into a few sales territo 
and still others have many sales tet 
tories. The sales territory is ordina 
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Sales and Advertising Executives of Food Products: 


Her measurements add up to 


gic FOOD SALES 
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With the young 
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Modern Romances families spend 
$1,038,739,000 for food 


9 out of 10 readers of Modern Romances 
magazine under 35 (median age 23) 


74% married or engaged 


71% of Modern Romances families 
have children 


37 % of Modern Romances families 
have 2 or more children 


Modern Romances family income 
20% above national median 


98% of Modern Romances readers 
cook 


96% shop for food 


COVERAGE THAT SELLS... Lift the page to see where 
and how 1,150,000 families reached by Modern Ro- 
mances account for over a billion dollars of the coun- 
try’s food sales! On that score alone Modern Romances 
commands your interest. Why not get all the facts on the 
food-buying needs, habits, abilities of its readers. Test 


this quality of coverage with other women’s magazines. 


You'll agree Modern Romances gets your message to a 


market of the nation’s most desirable food buyers— 


85% collect recipes 


young shoppers for big orders, with brand preferences 
still forming and more food-buying years ahead of them 


than any other age-group of married women. 


Lift this page and see the amount of food sales made in 
every one of the 184 wholesale grocery areas of the 
United States. Check these areas with your own sales to 
see if your product is getting its full share everywhere. 
Put your advertising media to the same test as Modern 


Romances has in each one of these areas. 


The youngest married woman audience in America! mm 


Wholesale 
Grocery 
Trading Area 


Bangor 
Portland- 
Lewiston 
Laconia- 
Franklin 
Keene- 
Manchester- 
Nashua 
Burlington- 
Barre- 
Montpelier- 
St. Johnsbury 
Rutland- 
White River Junction 
Boston- 
Brockton- 
Fall River- 
Lawrence- 
New Bedford 
Worcester 
Springfield 
Pittsfield- 
North Adams 


Providence 
New London 
Hartford 

New Haven 
Bridgeport 
New York City 
Jersey City 
Albany, Troy- 
Schenectady- 
Amsterdam 
Plattsburg- 
Ogdensburg 
Utica 
Syracuse 


Binghamton- 
Elmira 
Rochester 
Buffalo 
Newark- 
Trenton 
Philadelphia- 
Camden- 
Reading 
Scranton- 
Wilkes-Barre 
Williamsport 
Harrisburg- 
York 
Altoona- 
Philipsburg- 
DuBois- 
Johnstown- 
Bedford 

Erie 


New Castle 
Pittsburgh 
Cleveland- 
Akron- 
Canton- 
Mansfield 
Youngstown 
Columbus- 
Zanesville 
Toledo- 
Lima 
Cincinnati- 
Dayton 

Fox 


Modern 
Romances 
Circulation 
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Food Sales 
Pofential Reached 


V Yistd [9e 


Rarsammyg 4A, 


by Modern Romances 


$ 2,889,953 


7,720,440 


1,939,034 


3,620,953 


1,947,400 


946,250 


29,555,270 
6,934,170 
5,136,722 
1,519,078 
8,692,190 
1,229,770 
5,507,573 
6,231,266 
4,785,292 


100,711,782 


7,114,348 
1,088,415 


2,398,556 
4,282,591 


3,698,661 
4,353,400 
11,963,899 


24,824,207 


47,760,290 


10,511,715 
3,888,282 


5,147,685 


6,410,406 
2,728,407 


2,885,322 
19,981,177 


29,365,427 


12,534,724 


7,308,049 
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Wholesale 
Grocery 
Trading Area 


Topeka- 
Salina 
Coffeyville- 
Independence 
Wichita- 
Hutchinson 
Wilmington- 
Dover 
Baltimore- 
Hagerstown- 
Frederick- 
Salisbury 
Cumberland 
Washington- 
Fredericksburg- 
Winchester 


Richmond- 
Petersburg- 
Charlottesville 
Norfolk 
Lynchburg- 
Danville 
Roanoke 
Wheeling 
Clarksburg- 
Fairmont 
Parkersburg 
Charleston 
Huntington- 
Ashland 
Wilmington 


Durham- 
Raleigh 
Winston-Salem- 
Greensboro 
Charlotte 
Asheville 
Charleston 
Columbia 
Greenville- 
Spartanburg 
Atlanta- 
Rome- 
Athens 
Augusta 


Savannah 


Macon 
Columbus- 
Americus- 
Albany 
Jacksonville- 
Orlando 
Miami 
Tampa 
Pensacola 
Lexington 
Louisville 
Paducah 


Knoxville 


Chattanooga 
Nashville 
Memphis 
Birmingham 
Montgomery 
Selma 
Mobile 
Meridian 
Jackson 
Vicksburg- 


Modern 
Romances 
Cirevlation 


fa asaaidaar 


Food Sales 
Potential Reached 
by Modern Romances! 


3,455,499 
777,192 
4,065,058 


3,289,667 


16,343,631 
1,625,754 


11,511,468 


7,820,572 
8,436,363 


1,356,405 
3,497,863 
5,095,279 


2,814,561 
803,342 
4,666,917 


3,368,138 
2,127,811 


2,076,488 


5,764,972 
5,481,316 
1,755,296 
1,902,134 
2,443,189 


2,970,100 


6,511,583 
1,154,502 
2,751,507 


1,529,948 


2,019,212 


7,880,279 
5,014,761 
4,711,336 
1,022,357 
2,802,792 
7,192,565 

976,949 
7,342,104 


3,267,443 
5,555,254 
7,829,476 
7,096,967 
1,604,077 

183,845 
2,261,466 

440,531 
1,089,398 


Dayton 

| Fos. Wayne 
South Bend 
Indianapolis- 
Muncie- 
Lafayette- 
Terre Haute 
Evansville- 


Vincennes 


Chicago- 
Rockford- 
Joliet 
Peoria 
Danville 
Springfield- 
Decatur 
Quincy 
Detroit- 
Hamtramck- 
Pontiac- 
Ann Arbor- 
Jackson 
Kalamazoo 
Flint 
Saginaw- 
Bay City 
Grand Rapids- 
Muskegon 


Marquette 
Hancock- 
Houghton- 
lronwood 
Milwaukee 
LaCrosse 
Green Bay 
Wausaw- 
Stevens Point 
Duluth- 
Superior 
Minneapolis- 
St. Paul 
Winona 
Dubuque 


Davenport 
Burlington 
Waterloo 
Cedar Rapids 
Ottumwa 
Mason City 
Des Moines 
Sioux City 

St. Louis 

St. Joseph 


Kansas City, Kans.- 
Kansas City, Mo. 
Springfield 
Joplin 

Grand Forks 
Fargo- 
Jamestown- 
Valley City 
Minot 

Bismarck 

Sioux Falls 
Aberdeen 

Rapid City- 
Deadwood 


Omaha- 
Council Bluffs 
Lincoln 

Grand Island- 
Hastings 


18,182,069 
2,574,098 
3,518,428 


16,927,779 


4,554,915 


37,229,176 
3,102,243 
1,615,546 


3,178,820 
1,118,975 


32,253,716 
3,335,671 
3,806,337 


3,693,084 


5,960,987 


2,167,199 


1,141,877 
16,918,008 
1,558,940 
2,749,219 


1,347,860 


4,001,812 


10,595,589 
962,564 
1,138,110 


2,381,588 
972,467 
1,067,630 
1,256,997 
801,481 
867,908 
5,021,868 
2,257,295 
15,344,903 
1,698,700 


6,935,653 

871,063 
2,459,691 
1,008,513 


1,372,230 
877,928 
800,600 

1,686,365 
635,293 


711,572 


4,512,461 
1,558,661 


2,012,368 


Natchez 


Little Rock- 
Pine Bluff 
Fort Smith 
Texarkana 
New Orleans 
Baton Rouge 
Lake Charles 
Alexandria 
Monroe 
Shreveport 
Tulsa 


Muskogee 
McAlester- 
Ada- 
Durant- 
Hugo 
Enid 
Oklahoma City 
Beaumont 
Houston- 
Galveston 
Dallas- 
Corsicana- 
Paris- 
Sherman- 
Tyler 

Fort Worth 
Waco 
Austin 


San Antonio 
Corpus Christi- 
Brownsville 
Laredo 
Wichita Falls 
Abilene 

San Angelo- 
Brownwood 
Amarillo 
Lubbock 

El Paso 
Billings 


Great Falls- 
Havre 
Helena 
Butte- 
Missoula 
Lewiston 
Pocatello- 
Idaho Falls 
Boise- 

Twin Falls 
Casper- 
Sheridan 
Denver 
Pueblo 
Grand Junction 


Albuquerque 
Phoenix 
Tucson 
Ogden 

Salt Lake City 
Reno 

Seattle- 
Tacoma 
Spokane 
Portland 


Sacramento 
San Francisco 
Fresno 

Los Angeles 
San Diego 


10,796 
3,099 
1,759 
2,903 


4,821 


3,560 

615 
1,866 
2,493 


1,461 
2,218 
1,534 
3,664 
1,449 


1,084 
211 


1,776 
419 


1,639 


2,225 


715 
9,440 
3,009 

799 


1,795 
3,318 
1,175 
1,185 
4,164 

881 


13,070 
2,289 
12,195 


~5,056 
26,905 
4,146 
33,189 
4,604 


618,172 


3,262,265 
848,067 
756,821 

8,544,555 

8,879,002 
705,296 
538,477 
631,113 

1,707,493 

2,319,858 


424,692 


634,213 
756,595 
4,986,678 
2,187,752 


7,893,530 


8,316,401 
2,336,088 
1,264,649 
2,038,223 


3,425,101 


2,020,495 

371,721 
1,627,347 
1,884,735 


1,122,464 
1,789,135 
1,011,709 
2,575,776 
1,234,887 


1,170,538 
242,188 


1,959,027 
327,603 


1,397,833 


1,672,080 


688,860 
8,775,226 
2,469,884 

783,801 


1,182,740 
2,787,026 
1,190,949 
923,047 
3,291,361 
977,883 


11,509,351 
7,824,370 
9,500,111 


5,420,813 
30,164,564 
4,824,846 
36,439,421 
4,455,862 


The youngest married woman audience in America! mm 
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Why Modern Romances Youngest Married Woman Market 
(A Billion Dollar Food Market) iS a Must Market for Food Products ses 


Modern Romances readers—74% married or engaged— 
are active buyers. 98% cook, 96% shop for food, 85% 


collect recipes. 


And their food needs are large! Modern Romances fam- 
ilies average 380 people per 100 families . . . 71% have 
children, 37% two or more children. (Compare Mod- 
ern Romances big, growing families with those of other 


women’s magazines .. . for an eye-popping revelation! ) 


With median family income of $3,108—topping the na- 
tional by 20% —they have plenty of money to satisfy 


these needs. And they do... in a big way. Modern 


for food, over 15% more than U.S. family average. 


Modern Romances is one of the fastest-growing maga- 

zines today. Among the top 15 on the newsstands of 

America, Modern Romances led in circulation gains 
os 


last year and has doubled in a decade. 


Modern Romances is one of the magazine leaders to 
show advertising linage gains for the first nine months 
of 1949. This trend of readers and advertisers to Mod- 
ern Romances means only one thing—a median that 
pays off handsomely in sales returns—and on a truly 


low-cost investment, that insures profitable selling to 


Romances families annually spend $1,038,739,000 the right prospects. 


IMPORTANT MARKETING NEWS 


Dell Modern Magazines — Modern Romances, Modern Screen and Screen 
Stories — have just released the results of two significant surveys 
which no food executive will want to miss. 


Dell proudly announces first results of the Dell-National Panel in which 
food buying habits of an authentic cross-section of America’s families 
and Dell’s families are quantified, recorded and compared in quick- 
reference style. This is the first of a continuing series done for Dell by 
the famous National Family Opinion organization, which has served 
many of the leading manufacturers and advertising agencies of America. 


Dell’s new Survey of Homemaking traces consumer patterns and brand 
preferences of America’s young families from 1936 to now. 


For more information on your product, phone or write: Promotion Dept., 
Dell Publishing Co., Inc., 261 Fifth Ave., New York City. 
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modern romances 


of the DELL modern group 
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DELL PUBLISHING CO., INC., 261 FIFTH AVE., NEW YORK 16, N.Y. 
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Reprints of this information on the wholesale grocery trading areas are available on request to: Promotion Dept., 
Dell Publishing Co., 261 Fifth Ave., New York 16, N. Y. 
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not limited by physical conditions be- 
cause selling is a non-material opera- 
tion. This explains why grocery 
wholesale trading areas, that are de- 
termined by a great many factors, do 
not always or necessarily coincide with 
company sales territories, though in 
many instances they do. Territories 
for sales and supervision can take in 
broader territory than a single whole- 
sale area. Sales territories are fre- 
quently shifted from one man or divi- 
sion to another, and not much more 
than paper work is needed to do this. 
The company that handles the Pacific 
States as a single sales territory may 
change its center of operation from 
Los Angeles to San Francisco. But 
no company can take Inyo County 
out of the Los Angeles Wholesale 
Area and give it to Fresno, which is 
nearer to Inyo, because the Sierra 
Nevada Mountains cannot be moved. 
However sales divisions are made up 
and shifted, the wholesale areas re- 
main as an almost unchangeable basic 
pattern, because one has a non-ma- 
terial and the other a physical funce- 
tion. 

But there are relatively few logi- 
cally-defined sales territories in the 
food field that are not the sum of a 
number of wholesalers’ areas. In some 
cases a company boundary may split 
an area. Almost always a number of 
areas with possibly some fractional 
parts must equal the company terri- 
tory. 


The wholesale areas served by the 
warehouses of chains do not coincide 
exactly with the areas of independent 


wholesalers, but they are roughly 
similar. The chains have precisely the 
same problems of geographical limita- 
tions of territory. For all practical 
purposes, therefore, the 184 wholesale 
areas present a clear and_ logical 
mosaic of the entire food store field. 


Found: The Forgotten Market 


It is common to make sales and 
advertising plans according to city 
‘ize groups, with smaller ones often 
eliminated. Raw and uninterpreted 
data sometimes seem to justify this, 
and it may indeed be good procedure 
when one knows the value of what is 
dropped and is willing to drop it. 
ake for example grocery wholesale 
trading area No. 7 in the Department 
ot Commerce list. The central dis- 
tributing cities are Boston, Brockton, 
Fall River, Lawrence, and New Bed- 
‘ord. In 1946 only 34.73% of the re- 
| tail food sales of this area were made 
n those cities, while 65.27% were 
outside the centers that chiefly supply 
the area. Should these smaller places 
be dropped ? 
Area No. 1, Bangor, had only 
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17.00% of its retail food sales within 
the central city of Bangor, leaving 
83.00% to be made in six of Maine’s 
prosperous counties. But Bangor is not 
a big city, might in fact become a 
‘forgotten market.” This and five 
other wholesale areas in New Eng- 
land center upon cities that are not 
in the list of 200 leading in popula- 
tion, yet in 1948 they had food sales 
greater than the city of Boston. 

All of the cities of New England 
that the Department of Commerce 
lists as central distributing points for 
wholesale areas were responsible in 
that same year for only about 35% 
of New England retail food sales, 
which left 65% to be made outside. 

St. Joseph has a population rank of 
144 among the 200 largest cities, and 
accounted for only 2.13% of the pop- 
ulation and 3.00% of the retail food 
sales of Missouri in 1948. On this 
basis, and from far off, it does not 
seem too important. But how does it 
look to that energetic wholesaler in St. 
Joseph, who is getting his propor- 
tionate share of business from his 
wholesale area? To him it seems 
fictitious to measure St. Joseph as a 
small fraction of Missouri when he 
knows that his wholesale area had a 
food volume that was 9.45% as much 
as all Missouri. St. Joseph’s realistic 
appraisal is 31.32% of the retail food 
sales in its area, against 68.68% that 
came from 23 counties in 3 states. Not 
a city in that entire outside area 
reached 4 million dollars in total re- 
tail sales in the last census except 
Atchison, Kansas, which contributed 
only 7.03% to the area food sales, 
leaving St. Joseph the undisputed 
capital of its wide distribution area. 

The pattern holds unstandardized 
from coast to coast, with variations 
that require constant local readjust- 
ment of general formulas for selling, 
merchandising, distributing and ad- 
vertising. In the wholesale areas of 
the three Pacific States only 38% of 
the retail food sales are made within 
the corporate cities listed by the Com- 
merce Department as chief distrib- 
uting centers, the outside market ac- 
counting for 62%. 

But beware of averages. They hide 
truths that make or break market- 
ing programs. If San Francisco-Oak- 
land-Alameda-Berkeley-Richmond are 
counted as one urban unit because 
closely contiguous, the food sales of 
the San Francisco area divide 51% 
inside and 49% outside. Contrast this 
with 68% of the Sacramento area’s 
food sales that are spread up and 
down the long Sacramento and San 
Joaquin Valleys and into the high 
Sierras, with only 32% confined to 
Sacramento’s corporate city bound- 
aries. 


Think of such individualities in 
terms of ton-miles as well as those of 
sales, promotion and consumer adver- 
tising techniques. Ton-miles are vital 
to company managers of traffic and 
store-door delivery and are in the 
same combination package with dealer 
acceptance and cooperation—in short 
with every phase of distribution. In 
the Fresno area the distributor of 
heavy or bulky commodities must 
spread 73% of his product throughout 
4+ counties covering 14,391 square 
miles, and only 27% of the tonnage 
and bulk within Fresno city. 

The San Diego area completely 
reverses Fresno’s physical distribution 
with 65% of retailed food products 
purchased within the city limits of 
106 square miles. To that simplified 
distribution add equally simplified 
problems of sales, merchandising and 
advertising. 

These random examples prove the 
need to measure consumer food poten- 
tial where it lives and buys and is 
serviced, and to register media cover- 
age upon it in proper proportion. Cer- 
tainly they prove also that for com- 
prehensive national planning, from 
Bangor’s Area No. 1 to No. 184- 
San Diego, more measurements are 
needed than those of city sizes and 
their city quotas, or of state totals 
that have little or no marketing rela- 
tions to many of their subdivisions. 


Strategic Cities 


As central supply points for the 
184 areas the Department of Com- 
merce names 143 cities in the list of 
200 largest. The remaining 57 are 
frequently so closely within the orbits 
of the central cities that for supply 
purposes they are assimilated to the 
major points, as Alameda, Berkeley 
and Richmond are tied to Oakland 
and San Francisco. Others in this 
group of 57 have varying importance 
as supplementary distribution points. 
All are strong consumer markets, with 
some of the highest food quality of 
market indexes of the entire country. 
The retail sales of the food group 
stores in these 57 cities were almost 
one-third more than those of the huge 
Chicago wholesale area. This is con- 
sumer potential of concentrated value. 

The Department also designates as 
central supply points 129 cities not 
among the 200 largest. Elimination 
of these from marketing plans would 
disregard the facts of distribution, 
just as elimination of 57 of the 
largest cities, because they are not 
the important points of supply, would 
disregard facts of consumer purchase 
and of profitable retail outlets. 69 
wholesale areas, or 37.5% of the 
geographic units of distribution, are 
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Topeka, Kansas 7 Arthur Capper, Publisher 
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Yes, everything that goes into home construction goes into Household home editorial 


.. one article in every seven is on home building and modernization. 
Why? Household home families! At the most recent count, almost a third planned 
new homes or additions—fully two-thirds planned to modernize. They 
bought 15,472 Household blueprints in a single eight-month period! 
Bear in mind that these are the families of communities under 25,000, 
where 60% of all non-farm homes are built. Household has the 
“iam profit combination in this market—home editorial, home families— and 
} only Household concentrates it here. Household has that Jow cost per 


page per 1,000, too—four colors, $3.20; black and white, $2.40. 


ao - ‘ ~ ~~ ¥ / sry 
HOUSEHOLD'S 
X 4 JF Bd ee 
— wall 
a HOME FAMILIES Coa HOME EDITORIAL 
* 2,107,586 reader families * Home furnishing & management... .2 
* 3,764,000 primary adult readers We Fees cc0devccteaces etcnniais cecccee Na 
* 2,635,789 children * Home bullding & modernization.....14 
* Women 81% housewives * Gardening..... RE pénenseens 8 
* Families 62% home owners We Gn ik ciesccccccvcscoseses wie 
* 87% with gardens * Beauty, fashion..............0006+ oo @ 
* Eat three meals a day * Fiction, inspirational, community 
at home improvement...............00 os 7 


* 82% in communities under 25,000 % Miscellaneous...........cccccecceecs 
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centered exclusively upon these minor 
cities, and their combined area retail 
food sales are greater than New 
York City’s 5 counties. 

The 272 cities of all sizes that are 
primary distributing centers for the 
184 wholesale areas accounted for 
roughly 45% of the Nation’s retail 
food sales in 1948, leaving 55% to 
the great outside. 

The minimum number of cities to 
be considered in planning sales, ad- 
vertising and distribution for food 
products is therefore 330. Many more 
must be added as shopping points for 


wide stretches of country and as cen- 
ters of local media, chiefly of the 
“home town” type, if approximately 
one-half of the country’s food buying 
is to have intensive consumer coverage. 


Unity of Wholesale Areas 


It cannot be over-emphasized that 
the great percentages outside the cen- 
tral distributing cities, frequently 
more than half and sometimes more 
than three-quarters of the total retail 
food sales of the areas, are the end- 
results of wholesaling, servicing and 
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dozen good test cities 


® Syracuse to Omaha... Canton and Dayton 


... South Bend . . . Grand Rapids . . . Rock- 


ford and Peoria . . . Cedar Rapids . . . others, too. 


® Burgoyne Store panels functioning for years for 


national advertisers . ... appeal to thrifty sales man- 


agers of grocery and drug store products . . . can be 


tailored to fit any budget. 


® Find in this representative group the test cities 


where you can best pretest by “over-the-counter” sales 


any new product, advertising or merchandising plan 


... the answers come quickly. 


® Let us set up a proposal to fit your problem... 


Burgoyne rocery ér Drag Sh, 
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supply by the same organizations tha 
operate inside the cities. 

Branch offices, warehouses, district 
managers, company salesmen, brokers 
and wholesalers alike function nor. 
mally to the limits of the primary 
area. This is implicit in the Depart. 
ment of Commerce delineation of 3 
unified area of distribution. That 
many of them give what the Com. 
merce Department calls secondary 
coverage in other areas, or multiple 
area coverage, does not affect the logi- 
cal unity of any area. Unity depends 
upon natural barriers, transportation 
lines, delivery costs, the distance to 
other competitive distribution centers, 
in short upon any factors that hold 
the flow and concentration of trade 
within the area boundaries. 

A paraphrased slogan from gold 
and oil applies here: Sales are where 
you find them! Prospecting locates the 
lode or rich sand. 

Illustrations such as those already 
given can be multiplied almost in- 
definitely, and with many other types 
of market data, because there is 
literally no uniformity in food mar- 
kets from one side of the country to 
the other. The conclusion is inescap- 
able that if food marketing is to meas- 
ure up to the competitive conditions 
of this present time, its sales strategy 
and advertising should be developed 
upon individual, complete and unified 
analyses of wholesale areas, rather 
than upon scattered political subdivi- 
sions. The value to manufacturers, 
producers and advertising agencies in 
estimating potentials, establishing ad- 
vertising and other promotional 
budgets, planning merchandising, se- 
lecting media, and conducting and 
checking the operation of branches, 
salesmen, brokers and wholesalers, are 
almost too obvious to need mention. 


WHAT THE SM DATA 
PROVIDES 


The statistical compilations which 
SM has made (with the assistance o! 
the Econometric Institute and the I1- 
ternational Business Machines Corp.) 
from the May 10, 1949, Survey of 
Buying Power data, are divided into 
2 parts: 

1. The 184 Wholesale Grocery 
Trading Areas as defined by the De 
partment of Commerce. (Starts on 
page 96.) 

The numeral at the far left shows 
the area number Next comes 
(capital letters) the official area desig 
nation (example: 1, BANGOR) fol 
lowed by the counties comprising that 
area. Where a number is inserted i" 
parentheses following a county name, 
it means that a county is part of the 
secondary area of some other primar} 
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" WHOLESOME AND 
NOURISHING FOOD 

FOR DOGS OF EVERY 
BREED and AGE 


As Advertised in ALL EIGHT Charles Stscr‘end’ Company 


BOOTH Michigan NEWSPAPERS 


Keeping their canines contented, happy and eight Booth Michigan Newspapers (ABC cir- 
hearty is an important responsibility among culation: 386,630 daily). Support and increase 
many dog-owners. Makers of Rival Dog Food your sales with schedules in Booth Michigan 
know it...and get the story of their whole- Newspapers! 


some, nourishing product across to Michigan 
dog-owners through hard-selling schedules in 


For specific data on Booth Michigan 
Booth Michigan Newspapers. 


Markets, write or call: 
They choose Booth Michigan Newspapers 


because Booth sells steadily in Michigan’s eight Dan A. Carroll, 110 E. 42nd Street, 
large populous centers outside of Detroit. New York City 17 

Be your product designed for dog, master or =e 

missus, your best newspaper promotion in The John E. Lutz Co., 435 N. Michigan Ave., 
Michigan is a hard-hitting campaign in all Chicago 11 


NEWSPAPERS 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 
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Just as 1950-1960 will be a Decade 
of Opportunity for most American 
business, it will be a Decade of 
Opportunity for those who manufac— 
ture, process and distribute food. 
America is one of the few coun— 
tries where the physical supply of 


food is enough for every inhabitant. 


And food is by far the most im— 
portant item in the consumer's 
budget, accounting for nearly 30¢ 
out of every $1 he spends. 

Last year America rolled up a 
record total of $53 billion spent 


for food and non-alcoholic beverages. 


Expenditures for 1949 are going at 
about the same rate. But what will 
they be by 1960? 

Conservative estimates point to 


a potential growth for the food 
industry of more than 13% in the 
next 10 years. This means that by 
1960 America's food bill should be 
$59.9 billion a year. 

Why will these expenditures 


increase nearly $7 billion during 


the decade? Here are some of the 

reasons: 

1. There will be 160 million Ameri- 
cans by 1960—33 million more 
families with 10 million more 
mouths to feed than there are 
today. 


2. Americans will have more to 


spend. Average family income by 
1960 should be $4029, compared 
to a 1950 average of $3646. 


3. Studies of the past have shown 


as population and incomes rise, 
Americans not only consume 
larger quantities of food, but 


also shift from lower-priced to 
higher-priced foods and buy more 
highly processed foods. Thus 

expenditures tend to increase at 


an even faster rate than con— 
sumption. 

4. Wider use of home freezers and 
advances in commercial preserv— 
ing and processing of food will 
enable people to enjoy more 
varied diets all year round. A 
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12—month demand for seasonal 
foods will mean more dollars for 
the food industry. 

5. The continuing movement of our 
population from farms to cities 
will mean fewer people eating 
what they grow—more people who 
have to buy what they eat. 

Add it all up—there's no doubt that 

the outlook for the food business 

is bright indeed. 


But, as in other businesses in 
this Decade of Opportunity, the ones 
who benefit most will be those who 
see the opportunity most clearly and 
plan most wisely to take advantage 
of it. 

This will include providing a good 
product at a fair price, maintaining 
sound merchandising policies, and 
telling the American people about 
what you have to sell. 

This means advertising. And in 
the food business, if your business 
is big or you want it to grow big, 
it means advertising to as many 
people as possible. 


* #* * 


Of all the magazines you can use 
to carry your advertising, LIFE is 
by far the biggest. It is read by 
12.2 million more people than read 
the next biggest weekly, by 14.9 
million more than read the third 
biggest. It reaches more families in 
any one week than any of the 10 
biggest radio shows. 

LIFE's readers represent a tremen— 


dous segment of America's food market. 


For example, they buy 34% of all the 
ready—to—eat cereals, 30% of all the 
coffee, and 34% of all the bottled 
cola drinks sold in this country. 


NOVEMBER 10, 1949 


For food advertisers, LIFE has 
another unique value—it is more 
Significant to retailers than any 
other magazine. They know that 
customers use LIFE's advertising 
pages as a buying guide. They know 
that LIFE alone can quickly generate 
demand for a new product, or spark 
new excitement and sales for an 
already famous brand. 

So food stores tie in with LIFE 
more than with any other publica-— 
tion. Every week thousands of local 
promotions testify to the impact and 
selling power of the words: "Adver— 
tised in LIFE." 

Food manufacturers, processors, 
distributors know this. It is one 
big reason why in the first 6 months 
of 1949 they invested $5,735,545 for 
advertising in LIFE—nearly $2.5 
million more than they spent for 
food advertising in their second 


choice magazine. 

As you work out your program for 
the Decade of Opportunity and get 
down to the advertising phase of it, 
consider telling the story of your 
products in the youngest big maga— 
zine, the most vital big magazine, 


the biggest big magazine in America 
—LIFE. 


* * * 

LIFE is indebted to the Twentieth 
Century Fund study entitled, "Amer— 
ica's Needs and Resources," which 
provided the basis for most of the 
figures on the future of America's 
economy quoted in this message. 
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area. Penobscot (2) means that while 
the county is in Bangor’s primary 
area, it belongs also in the secondary 
area of number 2, which is Portland- 
Lewiston. Where areas split state 
lines, the counties in each state are 
separated. Area 2 is an example. 

Population figures are given for 
the area (the total of all counties) 
and these have been refined to % of 
U. S. A. The rank figure shows the 
area in relation to the 184 areas, 
Bangor, for example, being 122 in 
population. The family figure is de- 
rived by adding up the totals for each 
county in the area. 

Food store sales represent the total 
for the entire area, and what is said 
above under population applies also to 
the percentage and rank figures. 


Validity of Area Per Capita 


Per capita retail sales figures are 
dangerously misleading when applied 
to a single city, because there is an 
implicit assumption that all of the 
city’s store purchases were made by 
residents of the city, which is obvious 
hog-wash (yet often applied), but 
area per capita has validity. So we 
show the per capita food store pur- 
chases (at retail) for the area, and 
by comparing that with the U. S. A. 
average of 214 we arrive at a quality 
index, the last figure at the right. 

2. The 1,205 ‘cities which ac- 
counted for 68.9309% of the 1948 
Food Store Sales. (Starts on page 
144.) 

The 272 cities which are “capitals 
of distribution” through being desig- 
nated as major wholesaling centers 
are likely to get most of the credit 
on the manufacturer’s sales books. 
That’s where he makes his shipments 
—to the wholesalers in those cities. 
What happens after that must always 
remain at least a minor mystery, for 
it is impossible to trace all wholesale 
sales down to the ultimate point of 
purchase. 

But we do know that the 1,205 
cities listed in the Survey of Buying 
Power (selected because each ac- 
counted for $4,000,000 or more in 
retail sales in 1939) did: 

73.04% of the Total Retail volume 
in 1948 

68.93% of the Food store volume 
in 1948 

85.41% of the General Merchan- 
dise store volume in 1948 

72.05% of the Drug store volume 
in 1948 

79.68% of the Furniture-House- 
hold-Radio store volume in 1948 

Therefore in the average whole- 
sale grocery area about 7 out of every 
10 food dollars are taken in by stores 
in these strategic cities. Some of them 
do not seem tremendous as food out- 


lets when measured against the na- 
tional total, but their real significance 
shows up in relation to the wholesale 
area of which they are a part. 

The arrangement of these cities is 
alphabetically by states. The arrange- 
ment was designed for quick refer- 
ence. Following the city name is the 
number of the wholesale area to 
which each belongs. 

Anniston, Alabama, for example, 
is a part of area number 124, Bir- 
mingham. Its population (in thou- 
sands) of 38.9 is 2.53% of the 
Birmingham area, which gives it a 
ranking of 3. There are 11.1 (thou- 
sand) families. Food store sales in 
1948 were $8,366 (in thousands) or 
4.00% of the area total. Its sales rank 
within the area also is 3, but note that 
this percentage is half again greater 
than the population percentage of 
2.53. This stamps it as definitely a 
superior food market. 

Various symbols are used to indi- 
cate cities which are shown by the 
Survey of Buying Power to be Metro- 
politan County Areas and Multiple 
Cities: 

@ Multiple City 


4 Metropolitan County Area 


® New 
Area 


* Designated by Dept. of Com- 
merce as a major food whole- 
saling center 


Metropolitan County 


In case of doubt over the name of 
the other “twin” in multiple cities, 
readers should refer to the Survey. 


HOW THE FOOD DATA 
MAY BE USED 


1. Measurements of quantity and 
quality show how much people spend 
in the stores of the food group, and 
in what relation to the national aver- 
age, but they do not reveal what they 
buy, nor how well they eat. It cannot 
be imagined that in the rich areas of 
Seattle-Tacoma, Spokane and Port- 
land, embracing all of Washington 
and Oregon, the individual consump- 
tion of food is three times the quantity 
in Alabama and Mississippi, simply 
because the food quality of market 
indexes present those differences. In 
both places large quantities of food 
are grown and raised for home con- 
sumption and this affects patterns of 
commodity buying. In very poor areas 
it may reduce buying largely to staples 
impossible of home production. In 
richer areas, where the general quality 
of market indexes shows great pros- 
perity in relation to the national aver- 
age, the money saved on home pro- 
duced foods can be spent for branded 


products of luxury type. The indexes 
should therefore be illuminated with 
all possible local information, such as 
the store inventories of the A.N.P.A. 
type, consumer inventories and syr- 
veys and Government reports, until 
local commodity patterns are matched 
against quantity and quality measure. 
ments. This will add meaning to 
Quality, help to direct many a product 
to its most logical and responsive 
markets, and give to cold figures the 
breath of consumer life. 

In connection with “living off the 
land” it is important to note that 
southern farmers supplement their 
cash income with “income in kind” 
to a far greater extent than is true of 
farmers in any other section.* There- 
fore it would seem wise to compare 
one southern area with another south- 
ern area instead of placing either one 
against the background of a nop 
farming, highly industrialized north. 
ern area. 

2. Let us take a look at 3 areas 
with roughly the same _ population 
totals: 


People Families 
Harrisburg-York 696.5 2033 
San Antonio 633.8 178.0 
Sacramento 665.4 211.6 


Measurements of population by 
total volume and by percent of U. §. 
are precise and unchanging, but for 
commodities of individual consump- 
tion the size of families introduces 
marked regional variations. Though 
the Sacramento area has slightly 
fewer people to feed, it has 4.1% 
more families than Harrisburg-York; 
it has about 5% more people than the 
San Antonio area but almost 19% 
more families. For certain items sold 
in food stores, like brooms, it may be 
better to use the family measurement. 
But while food is bought for the 
family, it is consumed by individuals, 
and a large family consumes more 
than a small one. This makes the per 
capita analysis more appropriate for 
food items. 

The U. S. per capita food store 
expenditures in 1948 were $214. How 
does a given area compare with the 
Nation? With surrounding areas: 
The Quality Index shows the answer 
at a glance—but in studying that fig 
ure do not neglect the quantity figure 
(% of U.S.A. food sales). 

3. Local Media Coverage: Take 
a couple of staple commodities, such 
as flour and shortening. These att 
more important in small towns 4 


(Continued on page 92) 
*For regional breakdowns see Picte 


graph page 72, 1946 Survey of Buyin 
Power. 
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IN EVERY MAJOR CLASSIFICATION ADVERTISERS SAY, 


YU thee Sines 


During the first eight months of 1949, The Times 
led all other Los Angeles newspapers in every 

major classification, besides registering the largest gain 
of any morning and Sunday newspaper in the 
United States over the same period a year ago. 


IN TOTAL ADVERTISING for the first eight months, 
The Times carried 21,603,326 lines—5,207,996 
lines more than the second Los Angeles newspaper. 


IN TOTAL DISPLAY ADVERTISING for the first eight 
months, The Times carried 14,791,863 lines—4,532,160 
lines more than the second newspaper in the field. 


IN GENERAL ADVERTISING* for the first eight months, 
The Times carried 3,789,833 lines—1,076,399 
lines more than its nearest Los Angeles competitor. 


IN RETAIL ADVERTISING, The Times published 11,002,030 
lines during the first eight months of 1949—3,455,761 
lines more than the second Los Angeles newspaper. 


IN CLASSIFIED ADVERTISING, during the first 
eight months, The Times published 6,804,261 lines— 
673,808 more lines than the second newspaper. 


cox axceees MES’ 


Nationally represented by Cresmer and Woodward; 
New York, Chicago, Detroit and San Francisco 


py 
L ‘A A idle 


PF 


ddl: 
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(*GENERAL ADVERTISING CLASSIFICATION INCLUDES AUTOMOTIVE AND FINANCIAL. THIS WEEK AND AMERICAN WEEKLY EXCLUDED, SOURCE, MEDIA RECORDS.2 
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LIGHT — Housekeeping 
aot tHe COOK BOOK 
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When direct results 
from advertising must pay 
all the costs and profits 
_ of a business... 


While researchers spin new measurements of 
4 magazine effectiveness, these success stories are based on results 


Seeking new media for mail order sale of books, 
William H. Wise & Company—11 years ago—broke 
with tradition and published a full-color back cover 
in The American Weekly. 

Unique is the accuracy with which mail order 
advertisers judge results. Coupons, dollars are an 
exact yardstick—measuring magazine effectiveness 
to the penny. 

It was on this “‘produce-or-else”’ basis that William 
H. Wise & Company first tested The American 
Weekly with an advertisement—on September 11, 
1938—for their ““Popular Educator’. .. a home study 
high school course. 
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So immediate was coupon response, accompanied 
by cash and checks, that a second advertisemett 
was published only two months later. Again sales 
boomed—for a company which dared break with 
tradition! 

Continued story: 


Significant to merchants, manufacturers, and advertis 
ing agencies, is William H. Wise & Company’s lon 
association with The American Weekly—and the a 
cumulated proof of this magazine’s power to sell books 
to people in homes—the same people who buy autom¢ 
biles, household appliances, furniture, dentifrices, 

spend millions of dollars for food and drugstore products 


SALES MANAGEMEN! 
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Cock-a-doodle-doo! 


The October 16 and October 23 
issues of The American Weekly 
were each successively the 
largest in volume of adver- 

, tising revenue in the history 
of this publication. 


Yardstick! 


Since 1938, William H. Wise & Company has published 
100 color page advertisements—mostly back covers— 
in The American Weekly . . . at a total space cost of 
$1,963,000. All of this came back promptly in cash orders 

.. plus the profit needed to continue in business! 

A single advertisement for their ““Garden Encyclo- 
pedia”—which now sells at $5.00—has appeared in 
The American Weekly 19 times . . . at a space cost of 
$375,000. And this despite the fact that The American 
Weekly’s primary distribution in homes in and around 
our great urban centers would not, on the surface, 
seem to suit it for the sale of a garden book. 


Let’s look further: 


Success stories in The American Weekly’s vast file are 
by no means limited to a few firms. In 1948, the ‘‘Good 
Housekeeping Cook Book”’ was advertised at $3 a copy. 
The offer appeared in the issue preceding Labor Day, 


NOVEMBER So, #944 


when customers were assumed to be “‘off on a holiday,” 
and produced 23,588 orders in 19 days! 

A Bible costing $15.95 was first advertised in a full- 
color back cover in the February 22, 1942 issue of The 
American Weekly. So overwhelming were orders that 
the same advertisement was still being repeated more 
than 6 years later. 

During the past 11 years such successes—measured 
by the produce-or-else yardstick—have influenced a 
growing list of publishers to insert more than 234 pages 
of direct mail book advertising in The American Weekly 
... ata cost of $4,787,532. On this “‘list’’ appear such 
leading names as: BOOK-OF-THE-MONTH CLUB, 
SIMON & SCHUSTER, WALTER J. BLACK, THE 
GROLIER SOCIETY, DOUBLEDAY & COMPANY, 
GREYSTONE PRESS, UNICORN PRESS, and others. 


Food for thought: 


There is one national magazine, The American Weekly, 
which delivers a printed advertising message to more 
people in more homes than any other. Its depth of 
penetration into both major markets and small com- 
munities has repeatedly created—for the makers of 
household appliances, automobiles, cosmetics, foods, 
and other products—the same successes it has written 
for our leading book publishers. 

Through The American Weekly, advertising messages 
attain a circulation of 9,868,474 A.B.C., providing a 
minimum of 20% family coverage in 4,353 places of 
1000 population and over—and at the lowest cost: 


*Latest Cost per color 
net paid page per thou- 
circulations sand circulation 


The American Weekly 9,868,474 $2.25 
Bs 2046 eth bees ee 4.45 
Saturday Evening Post 4,034,169 3.97 
Collier’s ...2+ce-- 3,072,298 3.66 
LOG posse ee es Oe 3.95 


*The above figures for The American Weekly represent the com- 
bined circulations of the 21 great units which distribute this 
magazine and are based on the figures as shown in the individual 
A.B.C. publishers’ statements of the comprising components for 
the 6 months ending March 31, 1949. All other figures are 
from the A.B.C. publishers’ statements for the period ending 


THE AMERICAN 


_ sai \\VEEKLY 


*‘4 Hearst Publication’’ 
MAIN OFFICE: 63 VESEY STREET, NEW YORK 7, N.Y. 
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rural areas than in big cities such as 
New York, because in the rural sec- 
tions families do more of their own 
baking. Grocery wholesale trading 
area No. 1 is centered upon Bangor, 
Maine, and covers 6 counties in 
northern Maine. More than 80% of 
the food sales of this wholesale area, 
served by Bangor wholesalers, are 
scatteréd through those 6 counties and 
outside the city of Bangor. This is a 
natural market for flour and shorten- 
ing. What advertising media cover 
that outside area and with how much 
saturation? It happens that The 
Bangor Daily News has more than 
80% of its circulation in those coun- 
ties, outside the city of Bangor. This 
is proper proportionate distribution. 
In some other wholesale areas certain 
newspapers concentrate almost their 
entire circulation within the central 
city, while more than half the retail 
food sales are in the outside area. 
These are important considerations 
for manufacturers of flour and short- 
ening and for their advertising agen- 
cies, because the promotional pro- 
grams should be intensified in areas 
where flour and shortening have 
greatest per capita use. 

4. National Media Coverage: 
The effectiveness of national media 
coverage can be shown by indexes that 
can be directly compared with the 
food quality index. This is done by 
finding the area’s per cent of total 
national circulation and dividing by 
the per cent of population. If the food 
quality of market index is high and 
the circulation index also high, it in- 
dicates that for food advertising pur- 
poses the circulation is well distrib- 
uted as to that area. Magazines differ 
in this respect to a surprising degree. 
Some distribute circulation in greater 
proportion to their national average 
in the best food areas than do others, 
and vice-versa in the poor areas. It 
seems obvious that the more closely a 
food account can parallel the best 
food markets with the best propor- 


tionate concentration of advertising, 
the better its results will be. 

5. Matching Potentials Against 
Sales: Each one of your salesmen’s 
territories is a total of x number of 
wholesale areas—perhaps not 100% 
the same, but nearly so. Mere popula- 
tion is not a proper guide to potentials 
in the food field, for otherwise we 
would not have Quality Index figures 
ranging from a low of 40 in area 126, 
Selma, to a high of 159 in area 162, 
Helena. 


Measuring Salesman's Potential 


For a true measurement of a sales- 
man’s potential, total the “% of 
U.S.A.” food sales in the wholesale 
areas which comprise his territory.*He 
should produce that percentage of 
your total business, assuming that 
yours is a product which has national 
distribution. If distribution is more 
limited, then the total of the whole- 
sale areas in which you operate should 
be taken as 100%, and the percent- 
ages for each individual area should be 
refigured. Example: You operate in 
areas which account for 70.5000% 
of the U. S. total. Area number 7 
accounts for 2.9546% of the U. S. 
total. It should be tabbed for 4.1901% 
of your total. 

6. Tracing Your Wholesale Trade: 
Your selling problem and your ad- 
vertising problem may differ to a 
marked degree. To go back to area 
number 1, Bangor. You sell to the 
Bangor wholesalers—let’s say it’s an 
amount equal to the national aver- 
age of .1998%. What happens then? 
The city figures show that Bangor’s 
sales are 17.00% of the area sales. In 
other words, 83.00% of the area sales 
go to the outside territory. What is in 
that outside area? How can the people 
(and the stores) best be covered ? The 
Bangor area isn’t exactly typical, since 
Bangor is the only important city. 
Number 7 presents a more normal 
problem, for there are 43 strategic 
cities. Boston, the leader, accounts for 


less than one-quarter of the area sales, 
Questions: Does your “national” ad. 
vertising give adequate and uniform 
coverage to this complex area—yll 
Boston advertising, space and time, 
blanket the outside area which buys 
76.57% of the goods distributed by 
the area’s wholesalers—which cities, 
as evidenced by quantity and quality 
figures, are deserving of special pro- 
motion ? 

7. Other Important Correlations: 
This study shows the food market as 
it stands today. Some subscribers may 
wish to measure trends so as to deter- 
mine which markets are moving ahead 
rapidly, which are standing still and 
which have retrogressed. The Popu- 
lation Census of 1940 and the Busi- 
ness Census covering the year 1939 
will reveal these trends . . . For those 
food marketers who are interested in 
merchandising and point-of-sale activ- 
ities, the number of food stores in 
each area is important. It certainly 
means something that the New York 
City-Jersey City area has 46% more 
stores than the national average as 
revealed by the 1939 Census, that the 
Selma area has 36% fewer stores 
than the national average. Not only 
is this information of value in plan- 
ning the extent of necessary promo 
tional activities, but figures on sales 
per-food store will give a clue to the 
approximate cost of promotion ms 
terials in a given territory.* 


* Eleven columns of the above correla 
tions, based on 1939-40 data, have been 
developed for the 184 Grocery Wholesale 
Trading Areas, as a market analysis 
service to food manufacturers, their ad- 
vertising agencies and advertising media 
The same analysis includes also, a 
general market appraisals for every 
area, the 1948 percent of U. S. Effective 
Buying Income, percent of U. S. Poter 
tial and the General Quality of Market 
Index. The General Quality Index fre- 
quently differs markedly from the Food 
Quality Index for reasons of deep mar 
keting significance. This analysis 3 
available at a cost of $3.00 from War 
wick S. Carpenter, 15 E. De la Guerra, 
Santa Barbara, Calif. 
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This Week 


NEW YORK 
LExington 2-2100 
BOSTON 
COpley 7-1900 
CHICAGO 


CEntral 6-3995 


DETROIT 
MAdison 6672 


NOVEMBER 10, 


ATLANTA 
CYpress 3084 


CINCINNATI 
GArfield 231 | 


SAN FRANCISCO 
EXbrook 2-7547 


PHILADELPHIA 
PEnnypaocker 5-7135 


Something new-can happen to your selling 
if you'll take advantage of the oppor- 
tunities opened by THIS WEEK MAGAZINE and 


its famous studies of grocery distribution. 


Now, consumer advertising, geared to the 
realities of today's markets, can 
electrify a sales force. 


By putting into the salesman's or food 
broker's hands a story that makes him 
more effective with his key accounts— 

in key markets—a new era is being opened 
for consumer advertising. 


THIS WEEK works with you to bring its 
unique trade influence, its powerfully 
concentrated 9,500,000 circulation at low 
cost per thousand into something new in 
the gearing of consumer advertising to 
the trade selling job. No other medium 
can give you such practical help. 


Be sure you get the full story from your 
THIS WEEK's representative. Ask him How 
to Make Consumer Advertising Sell More 
Grocery Products. 


He has the answer—interesting, practical 
and helpful. 
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4 NEW YORK. JERSE’ 
That’s right—no single | 2 LOS ANGELES 
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TOP 17 AREAS WHERE 50% OF FOOD ST SALE 
% OF TOTAL U.S. 


__TOP 55 AREAS WHERE 75°/, OF FOOD SUM sale 
__(% OF TOTAL U. S. 


$+ 4+ 


* 
WHERE 50,000,000 READERS 


atropolitan|t 


F SUNDAY COMICS SECTIONS Amg§ sun 


GATHER EVERY SUNDAY, 


EVERY SEASON, EVERY YEAR. AN *ATLANTA JOURNAL 


*BALTIMORE SUN 

*BOSTON GLOBE 

*BOSTON HERALD 
*BUFFALO COURIER-EXPRESS 
CHARLOTTE OBSERVER 
*CHICAGO TRIBUNE 
CHICAGO SUN-TIMES 


ASSURED NATIONAL AUDIENCE 


FOR NATIONAL ADVERTISERS. 


(*) All ages, all incomes, both sexes. 
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SOURCES: Families & Food Store Sales—Sales Management's Survey of Buying Power, May 10, 1949. 
Circulation—Annual Audit Reports to the ABC current July 1, 1949. 


1949 FOOD STORE SALES 
(in thousands of dollars) 


$3,027,651 
1,556,708 


1,445,232, 


1,184,531 
1,103,797 
925,917 
904,108 
844,515 
661,626 
613,070 


590,552 


569,744 
_ 485,146 
465,155 


452,518 
429,192 


421,156 


$15,676,618 


30% 


$23,612,250 


8%. 


FAMILIES 
1949 


3,264,100 
1,589,200 


1,903,200 


1,376,000 
1,103,000 
971,100 


1,049,300. 


1,018,500 


646,000. 
689,100. 
877,200. 
583,700 


648,100 
586,000 
664,300 


505,900 


939,600 


18,010,300 


M5 % 


29,331,600 
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METRO SUNDAY 
MAGAZINE GROUP 


23 Papers 
Circ, % Cov. 
2,179,594 67. 
755,959 48 
1,222,356 64 
960,634 70 
25,078 2 
432,666 45 
945,835 92 
523,516 ‘51 
388,834 60 
400,056 58) 
392,926 45 
379,783 65 
949,133 85 
257,085 44 
289,925. 44 
334,770. Le 
234,065 a 
9,872,215. 55 
69° 
12,175,699 42 
85% 
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| 39 Papers 
| Circ; | | %| Cov. | 
2,180,032 67. 
848,613. 
1,222,577 | 64 
_ 960,634 70. 
_ 440,416 | 40 | 
432,666 45. 
_559,089 | 33 | 
523,516 | 51) 
_ 388,834 | 60. 
_ 400,056 | 58 
_ 382,926. 45) 
__ 379,783 | 65. 
__ 549,133 | 85. 
41,086) 7 
313,876 47 
334,770, 68. 
| 304,113) ‘57. 
10,272,120 57 
CA 
13,737,199, 47 

83% 
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SUNDAY PICTURE MAGAZINES 


“CINCINNATI ENQUIRER 


“CLEVELAND PLAIN DEALER 


COLUMBUS DISPATCH 
DALLAS NEWS 


"DES MOINES REGISTER 


*DETROIT NEWS 


“DETROIT FREE PRESS 


FRESNO BEE 


NOVEMBER 
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*INDIANAPOLIS STAR 

LONG BEACH PRESS-TELEGRAM 
*LOS ANGELES TIMES 
*MILWAUKEE JOURNAL 
*MINNEAPOLIS TRIBUNE 

*NEW YORK NEWS 

NEW YORK HERALD TRIBUNE 
OAKLAND TRIBUNE 

OMAHA WORLD-HERALD 
*PHILADELPHIA INQUIRER 
PHOENIX ARIZONA REPUBLIC 
*PITTSBURGH PRESS | 
PORTLAND OREGON JOURNAL 
*PROVIDENCE JOURNAL 
ROCHESTER DEMOCRAT & CHRONICLE 


All papers in Comics Group except those indicated (}). Papers in Magazine Group indicated (*). 
1949 


SACRAMENTO BEE (SAT.) 


*ST. LOUIS POST DISPATCH 
*+ST. LOUIS GLOBE-DEMOCRAT 
*ST. PAUL PIONEER PRESS 

SALT LAKE TRIBUNE 


SAN ANTONIO EXPRESS 


SAN DIEGO UNION 
SAN FRANCISCO CHRONICLE 
*SEATTLE TIMES 
SPOKANE SPOKESMAN-REVIEW 
*SPRINGFIELD REPUBLICAN 
*SYRACUSE POST STANDARD 


TACOMA NEWS TRIBUNE 


WASHINGTON POST 
*WASHINGTON STAR 


95 


ONE NEWSPAPER PACKAGES THIS 
Rm ENTIRE WHOLESALE AREA...and MORE! 
$69,625,000 Food Sales 


Wholesale Grocery Trading 
Area No. 1, as defined by the 
Department of Commerce, is 
made up of six Maine counties. 


The Bangor Daily News takes 
your advertising into 100% 
of the city homes . . . 75% 
of the homes in the 7-county 
Greater Bangor market .. . 


The Bangor Daily News... bis el ae ail toe to 

1 Maine’s largest daily... Waese S000 sake 
Bangoy’ Baily Hews completely blankets this area. $69,625,000 oo + GSS than 
Competition from outside 32% of Maine’s total food 


Maine's Largest Daily 
65,500 Daily*A.B.C.*73,461 Sat.-Sun. 


Represented by 
SMALL, BREWER & KENT, INC. 


papers is almost non-existent. volume. 


One single advertising bill enables you to package 
practically one-third of the state's food sales. 


THE 184 WHOLESALE GROCERY TRADING AREAS 


The “SM” symbols mark original, exclu 
sive estimates by SALES MANAGEMENT. 


New raped Areas 


POPULATION FOOD STORE SALES (at Retail) 
WHOLE- 6yD ESTIMATES 1/1/49 CyD ESTIMATE, 1948 
LEADING WHOLESALE CITIES a 
SALE ; : STATE —————— : ee —_—- 
AREA and Their Counties | | | | 
Total % Rank Families} Total | % Rank Rank 
(in thou- of in (in thou-] (in thou- of in Per in Quality 
sands) U.S.A. U.S.A.| sands) | sands) U.S.A. U.S.A.) Capita U.S.A. Index 
1 | BANGOR, Aroostook, Hancock, Penobscot (2), Piscataquis (2), | | | | | | | 
Waldo, Washington (2).................0000. .| Maine | 302.1 | .2062 122 79.5] 62,629 | .1998 109 207 | 79 7 
2 PORTLAND-LEWISTON, Androscoggin, Cumberland, Franklin 
(1), Kennebec (1), Knox (1), Lincoln, Oxford, Sagadahoc, | 
Somerset (1), York ‘ -_ a .. s+] Maine 
Coos .| N.H. 638.1 4356 59 181.6 | 164,125  .5237 45 257 25 120 
3 LACONIA-FRANKLIN, Belknap, Carroll, Grafton 6), Merrimack 
(4), Strafford. EET ee LE A OI .| N.H. 200.1 -1365 148 59.7] 54,438 .1737 119 272 16 127 
4 KEENE- MANCHESTER-NASHUA, Cheshire, Hillsborough n, 
Rockingham (7), Sullivan. . = oe} SS 
a Windham (10). . ..1 Vt. 336 .7 .2299 115 98.3 | 94,532 | .3016 76 281 14 131 


© SM, 1949. Before using these figures, see explanation page 80. 


BASIC FOOD MARKET APPRAISALS 


Fourteen columns of statistics of vital impor- 
tance to food manufacturers, agencies and media, 
have been developed as a supplement to the an- 
alysis of Grocery Wholesale Trading Areas in this 
issue of SALES MANAGEMENT. 

They include 3 columns of 1948 general market 
data; 3 columns of 1940 general data; 3 columns 
of 1939 food store sales and percent of U. S. with 
quality index; 5 columns devoted to 1939 number 


of store outlets, their relation to population, sales 
per store, and a sales per store index. 


The food markets embraced in Grocery Whole- 
sale Trading Areas cannot be fully understood, 
nor can distribution, merchandising and advertis- 
ing in them be most effectively planned, without 
the basic information contained in these data. 

This analysis, on large typewritten offset sheets, 


with appropriate discussion, sent postpaid for 
$3.00 per set. 


Warwick S. Carpenter, 15 E. De la Guerra, Santa Barbara, California 


— 
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Food Sales in 
Portland, MAINE 


Greatest Distribution and Retail Sales 


Center North of Boston 


64% above the National Per Capita 


No wonder! With $6323 income per family, Portland consumers 
can...and do... buy both quantity and quality. Only nine of the 


country’s large cities can equal this buying power. 


That’s why so many national advertisers rate Portland a must... 
and specify the Portland newspapers, which deliver a market of more 


than a quarter of a million above-average consumers. 


They know, too, that advertising in the Portland newspapers teams 


up with the heaviest jobber and dealer support in the state. 


These 4 big pluses ... buying power... sales ... coverage... 
teamwork .. . rate the Portland Newspapers a top place on your 1950 


list, whether you’re selling bread or automobiles. 


FOOD SALES in Portland, MAINE WHOLESALE AREA 
$164,125,000 


PRESS HERALD @ EVENING EXPRESS 
SUNDAY TELEGRAM 


NOVEMBER 10, 1949 7 


VERMONT—What a Food Market 


Among the Eight Highest, - Per-capita-wise 


BURLINGTON, VERMONT, AREA 
has 21% of Vermont's food sales 


BURLINGTON FREE PRESS 


covers northern-western Vermont 


New England Areas—(Continued) sive estimates by SALES MANAGEMENT 
POPULATION FOOD STORE SALES (at Retail) 
wean. CD ESTIMATES 1/1/49 6yD ESTIMATE, 1948 
LEADING WHOLESALE CITIES 
SALE . a STATE _— —— - 
AREA and Their Counties | | | | 
Total 7, Rank Families} Total % Rank Rank 
(in thou- of in (in thou-' (in thou- of in Per in Quality 
sands) U.S.A. U.S.A. sands) sands) U.S.A. U.S.A. Capita U.S.A. Index 
5 BURLINGTON-BARRE-MONTPELIER-ST. JOHNSBURY, Ad- | | | | | | | | 
dison, Caledonia (6), Chittenden (6), Essex, Franklin (6), Grand 
Isle, Lamoilie, Orange (6), Orleans (6), Washington (6)........| Vt. 232.1 -1585 139 62.2 52,372 | .1671 121 226 54 105 
6 RUTLAND-WHITE RIVER JUNCTION, Rutland, Windsor (4)....| Vt. 88 .8 0606 179 23.9 | 20,708 | .0661 178 233 44 108 
7 BOSTON-BROCKTON-FALL RIVER-LAWRENCE-NEW BED- | 
FORD, Barnstable, Bristol (11), Dukes, Essex, Middlesex, ] 
Nantucket, Norfolk (1), Plymouth, Suffolk... .. ccccccccsy Meee 1 OUST 2.3971 7 971.1 | 925,917 2.9546 6 264 20 123 
8 WORCESTER, Windham (11), (12).... =a , Conn. 
Worcester (4), (7). , stats .....) Mass. 602.9 A116 67 | 167.0 | 160,811 .5131 46 267 18 12 
9 SPRINGFIELD, Franklin (4), (10), Hampden (7), Hampshire.....! Mass. 497 .2 3394 83 | 137.9 | 126,346 .4032 61 254 27 119 


GjSM, 1949. Before using these figures, see expianation page 0. 


43% Higher Than Massachusetts G ARDNER M ASS 
Average Family Retail Sales in— ' . 
Call it “SOLID” ,—“SUBSTAN- These double checks are your 
TIAL” or what you will—every insurance of an area of fast- 


tally of sales proves GARDNER tempo sales. 


Market has higher than National, 


Year after year increasing unit 
and dollar volume is the experi- 
State and County family income. ence of advertisers in . . . 


GARDNER NEWS =» = « AProducer in over 6500 fine homes 


Represented By Julius Mathews Special Agency, Inc. 


—7 
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WORCESTER’S WONDROUS TWINS: 


WORCESTER 
Bh in the Nation 


in Per Capita Food 
Store Sales 


Worcester, a prosperous major market, rates high among 
the nation’s leading wholesale grocery trading areas, 
according to Sales Management data. Per capita food store 
sales at retail in 1948 soared to $267 (on the basis 
of area population of 602, 900), to place Worcester 


WORCESTER TELEGRAM 18th in the nation. Total food sales of $160,811,000 
st « ahencg bring the Worcester Market into 46th position 
a nationally, twenty-one notches higher than its 
population rating. Quality index stands high as well, at 125. 
= ee The way to these Central New England 


ee ~ Senate Group OKs 


ay "Ag families’ appetites is through food advertising 
oy" in the Worcester Telegram-Gazette, the 
= newspapers that completely blanket the 
area. Daily circulation in excess of 


140,000. Sunday over 100,000. 


Source: Sales Management's November 10th “Survey of Food and Automotive Markets” 


2: TELEGRAM-GAZETTE! 


WORCESTER, MASSACHUSETTS 


GEORGE F BooTHu Pub&isher- 
MOLONEY. REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
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New England Areas—{(Continued) sive estimates by SALES MANAGEMENT 


POPULATION FOOD STORE SALES (at Retail) 


WHOLE- GYD ESTIMATES 1/1/49 yD ESTIMATE, 1948 


LEADING WHOLESALE CITIES euare = 
and Their Counties | | | | 
Total % | Rank Families} Total % Rank Rank 
(in thou- of in _ (in thou-} (in thou of Per in Quality 
sands) U.S.A. U.S.A. sands) sands) U.S.A. U. :. A. Capita U.S.A.) Inde 


10 PITTSFIELD-NORTH ADAMS, Berkshire (7).................. Mass. | | | | | | | | | 

Bennington Vt. 154.9 1058 = s:162 44.0 | 38,752 | 1236 | 142 250 31 i 
1 PROVIDENCE, Bristol (7), Kent, Newport (7), Providence, 

Washington (12) - ; . R. 1. 757 .4 -5170 47 214.6 | 205,859 | .6569 32 272 16 ry 
12 NEW LONDON, New London (14) ; ; Conn. 141.5 .0966 170 42.2} 36,970 | .1179 147 261 22 12 
13 HARTFORD, Hartford (9), (14), Middlesex (12), (14), Tolland (12).} Conn. 647.9 4423 58 183.1 | 165,016 | .5266 44 255 26 1 
14 NEW HAVEN, Litchfield, New Haven (2)... Re: a Conn. 664 .7 .4537 56 187.6 | 171,717 | .5479 43 258 24 121 
15 BRIDGEPORT, Fairfield (16). . Conn. 503 .2 3434 82 141.3 | 143,858 | .4590 53 | 286 1 if 


© SM, 1949. — Before using these figures, see explanation page® 


CAPSULE INFORMATION 
A summary of 1949 data by States and Regions will be found on page | 68. 
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~ A POPULAR 
- PROVING 


Note the variety of the 1949 test 
campaigns listed—new products, new 
packaging, premium tests, special mer- 
chandising tests, copy tests and price 
reduction tests. Regardless of what the 
marketing problem is, give the product 
or idea a trial run in Providence, a na- 
tionally accepted proving ground. It 
meets every test for a test because it's: 


ECONOMICAL — Complete Journal- 


Bulletin coverage at a reasonable 


cost. 
a om REPRESENTATIVE — Cosmopolitans 
. with average incomes and buying 
habits. 


COMPACT — Consumers and outlets 
massed for efficiency. 
DEPENDABLE — Buying power stabil- 
ized by diversified manufacturing. 
SELF-CONTAINED—A business econ- 
| ede oe unaffected by near-by markets 
and outside influences. 


mt PROVIDENCE JOURNAL-BULLETIN 


WARD- GRIFFITH CO™=- NATIONAL REPRESENTATIVES 
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The New Tfaven Register 
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The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


AASOUES 25904 


POPULATION FOOD STORE SALES (at Retail) 


WHOLE SM } ESTIMATES 1/1/49 6yD ESTIMATE, 1948 


LEADING WHOLESALE CITIES STATE 


AREA and Their Counties | 


| | 
Total % Rank Families} Total % Rank Rank 
(in thou- of in (in thou-] (in thou- of in Per in Quality 
sands) U.S.A. U.S.A. sands) sands) U.S.A. U.S.A. Capita U.S.A. Index 


10 | PITTSFIELD-NORTH ADAMS, Berkshire (7)... .| Mass. | | | | | | | | | 

Bennington Vt. 154.9 1058 = ‘162 44.0 | 38,752 .1236 | 142 250 31 17 
11 PROVIDENCE, Bristol (7), Kent, Newport (7), Providence, 

Washington (12) R. I. 757.4 .5170 47 214.6 | 205,859 6569 32 272 16 127 
12 | NEW LONDON, New London (14) Conn. 141.5 0966 170 42.2] 36,970 .1179 147 261 22 122 
13 | HARTFORD, Hartford (9), (14), Middlesex (12), (14), Tolland (12).| Conn. 647.9 4423 58 | 183.1] 165,016 5266 44 255 26 118 
14 | NEW HAVEN, Litchfield, New Haven (2).. Conn. 664.7 4537 56 187.6 | 171,717. .5479 43 258 24 21 
15 | BRIDGEPORT, Fairfield (16) Conn. 503.2 3434 82 | 141.3 | 143,858 4590 53 286 11 14 


© SM, 1949. _— Before using these figures, see explanation page & 


CAPSULE INFORMATION 
A summary of 1949 data by States and Regions will be found on page 68. 


os - _ a 


100 SALES MANAGEMENI 


— i. 


inal, exclu 
\GEMENT. 


Ad 


A POPULAR 
' PROVING 
GROUND! 


Note the variety of the 1949 test 
campaigns listed—new products, new 
packaging, premium tests, special mer- 
chandising tests, copy tests and price 
reduction tests. Regardless of what the 
marketing problem is, give the product 
or idea a trial run in Providence, a na- 
tionally accepted proving ground. It 
-meets every test for a test because it's: 


ECONOMICAL — Complete Journal- 
Bulletin coverage at a reasonable 
cost. 

REPRESENTATIVE — Cosmopolitans 
with average incomes and buying 
habits. 

COMPACT — Consumers and outlets 
massed for efficiency. 

DEPENDABLE — Buying power stabil- 
ized by diversified manufacturing. 

SELF-CONTAINED—A business econ- 
omy unaffected by near-by markets 

and outside influences. 


PROVIDENCE JOURNAL- BULLETIN 


WARO- GRIFFITH CO™=- NATIONAL REPRESENTATIVES 


NOVEMBER 10, 1949 
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Base Map Copyright 
Noble & Swars, Inc. 


This is W. 


@ 21 rich 


Central New York 


Counties ; 


* 205.000 CEne 
BMB Station / 


Audience Families 


On N.B.C., You Need only ONE Station 


to Cover these Rich "Census Territories’: 


“SYRACUSE” e “UTICA” e "“PLATTSBURG-OGDENSBURG’” 
Parts of ‘Rochester’ and ‘‘Binghamton-Elmira”’ 


PACUSE Headley-Reed 


AM-FM-TV National Representatives 


i H The “SM” bol: rk original, exclu 
Middle Atlantic Areas sive estimates by SALES MANAGEMENT, 


POPULATION FOOD STORE SALES (at Retail 


WHOLE SM ESTIMATES 1/1/49 CyD ESTIMATE, 1948 


LEADING WHOLESALE CITIES STATE 
and Their Counties 

Total % Rank Families} Total a Rank Rank 
(in thou- of in (in thou-] (in thou- of in Per in Quality 
sands) U.S.A.|U.S.A.| sands) | sands) U.S.A.| U.S.A. Capita U.S.A. Index 


16 NEW YORK CITY-JERSEY CITY, Bergen (24), Hudson (24), 
Passaic, Sussex ; N. J. 
Bronx, Dutchess, Kings, Nassau, New York (Manhattan), 
Orange, Putnam, Queens, Richmond, Rockland, Suffolk, 
Ulster, Westchester. . . . ; N.Y. |11323.3 7.7294 1 3264.1 3,027,651 9.6613 1 267 18 125 
17 ALBANY-TROY-SCHENECTADY-AMSTERDAM, Albany, Co- 
lumbia, Fulton (19), Greene, Hamilton (19), Montgomery (19), 
Rensselaer (10), Saratoga, Schenectady, Schoharie, Warren, 


Washington : N.Y. 863 .3 -5895 42 263.4 | 198,503 .6335 34 230 47 107 
18 PLATTSBURG-OGDENSBURG, Clinton, Essex (17), (19), Frank- 

lin (19), St. Lawrence (20) ; N.Y. 221.1 -1510 143 60.9 | 40,157 .1282 138 182 115 85 
19 UTICA, Herkimer (17), Lewis, Madison (20), Oneida, Otsego 

17), (21) mare N.Y. 399 .8 .2727 101 118.9 | 74,880 .2389 92 187 108 88 
20 SYRACUSE, Cayuga (22), Cortiand (19), (21), Jefferson (18), (19), 

Onondaga (22), Oswego (19), (22) okt N.Y. 589 .7 4025 71 175.7 | 125,781 | .4013 62 213 68 100 
21 BINGHAMTON-ELMIRA, Broome (19), Ch g, Ch g 

(19), Delaware (19), Schuyler (22), Steuben (22), Sullivan, 

Tioga, Tompkins (22)... N.Y. 

Bradford (27), Susquehanna (26), Tioga (27) Pa. 682.8 4662 53 203 .9 | 137,599  .4391 56 202 85 94 
22 ROCHESTER, Livingston, Monroe, Ontario, Seneca (20), Wayne 

(20), Yates (21) ead rakes ; pidcnteceiel | N.Y. 659 .2 4499 57 196.3 | 141,860 .4527 55 215 65 101 
23 BUFFALO, Allegany (22), Cattaraugus (22), Chatauqua (30), 

Erie (22), Genesee (22), Niagara (22), Orleans (22), Wyo- 

Sir udeek kuca deka dh oy ivendadns cits anenecciunl N.Y. 

McKean, Potter, Warren... .. ink nae aaled Pa. 1542.6 | 1.0531 21 437.5 | 329,693 1.0521 20 214 66 100 
24 NEWARK-TRENTON, Essex (16), Hunterdon, Mercer (25), 

Middlesex, Monmouth (25), Morris, Somerset, Union, Warren.’ N. J. 2319 .4 1.5833 12 646 .0 | 661,626 2.1113 9 | 285 13 133 


© SM, 1949. Before using these figures, see explanation page 80- 
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TEST YOUR F.M.Q. 


a“ 


#)\4 


Protessor I 


(Food Marketing Quotient) 


hil Salisbury: 

You say you’re an expert on the food mar- 
kets of the country. Let’s see how well 
you know your stuff. I’ll give you an easy 
one first—How many wholesale food 
areas in the U.S.A.? 


Man Itching To Sell a lot ot food: 184 
Salisbury: Who laid them out on the big map? 
MITS: The Office of Foreign and Domestic Com- 
merce. 
Salisbury: How did they do it? 
MITS: Analyzed reports from 850 of the Coun- 
try’s 2,500 food wholesalers. 
Salisbury: Then what did I do? 
MITS: You put out a prospectus. 
Salisbury: All right, what did the prospectus say? 
MITS: That Sales Management had Econometrics 
do a nationwide breakdown of the latest 
food sales and related factors by the 184 
food wholesaling areas. 
Salisbury: The purpose? 
MITS: To be a major factor in the intensive fall 


Salisbury: 


MITS: 
Salisbury: 
MITS: 


Salisbury: 


MITS: 


Salisbury: 
MITS: 


Salisbury: 


NOVEMBER 10, 


and winter planning for my 1950 advertis- 
ing campaign. 


What did it show? 


It showed Newark, New Jersey, is one of 
the hottest food trading areas in the whole 
list. 


What is the Newark “area’’? 


Nine counties across central New Jersey. 
The money belt of America’s ninth state, 


What do you mean, money belt? 


646,000 families with $661,000,000 in retail 
food sales. 


How good is that? 
It ranked high in everything. 


Write it on the slate so everybody can 
remember it. 


I2th in population 
9th in food sales 


[3th per capita 
I3th in quality index 


Salisbury: 
MITS: 
Salisbury: 
MITS: 
Salisbury: 
MITS: 
Salisbury: 
MITS: 
Salisbury: 
MITS: 
Salisbury: 
MITS: 
Salisbury: 
MITS: 
Salisbury: 
MITS: 
Salisbury: 
MITS: 
Salisbury: 
MITS: 
Salisbury: 
MITS: 
Salisbury: 


(ADVERTISEMENT) 


1949 


What’s that last one? 


That’s the “quality of market” measure 
of ability-to-sell-more-goods-economically, 
which you invented. 


Any other markets do that good in every- 
thing? 


Only two in the U.S.A. 
Where are they? 
"Way out west. 


How about 
markets? 


A long train ride. 


those big block busting 


They miss the boat in per capita sales and 
quality, the old sales intensity as you call it. 


Now tell us what those nine counties in 
the Newark, N. J. area are. 


Everything starts with ESSEX, the 25 per- 
cent county of New Jersey. Then there is 
MORRIS, very classy, UNION, very in- 
dustrial, and WARREN, very agricultural. 
Also there are five more counties to the 
southwest. 


Can you name them? 


Why name them when the counties I just 
gave you account for TWO THIRDS of 
the people and two thirds of the retail food 
consumption? They are NEWARK 
NEWS immediate territory, professor. 


Doesn’t the New York area dip into New 
Jersey somewhere? 


Not in this area, professor. Only four 
counties to the north and also east of the 
meadows. 


What are the meadows? 


That’s that bare stretch that separates the 
New York and New Jersey markets. May 
I leave the room now? 


One more question. When you mentioned 


ESSEX county your eyes lit up. Is it that 
good? 
Sure is. It’s the hub of the area. Its the 


11th market in the country. Sixth in TV 
sets. Tops your big “200 list” in per- 
family income. It’s a pet market of the 
automobile makers. Ranks 12th in food 
volume with 277 million last year .. . if 
you want the whole picture, send for that 
chart number 314A. 


Where? 


The NEWARK NEWS, Newark, New 
Jersey. 
Why? 
They got 8-out-of-10 coverage there daily 


and 6-out-of-10 with their new Sunday 
paper, with the locally edited color roto. 


You get “A” on your schedule card. 
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Can You Afford to Overlook THIS Market? 
One of Pennsylvanias Best! 


From any angle, Oil City’s food story is terrific. Here are a few of those angles: Family food 
sales $1109 . . . 48% above U. S. family average—45% above state average! Per capita food sales 
$324... $110 above U. S.—$101 above state. With5.3% of the wholesale grocery area population, Oil 
City does 8.2% of its retail food business . . . 55% over par! 

Fess eS SF SSS SS SSS SSS Fee eee 

You’re right. No one would think of bypassing this bulging 
ABOVE AVERAGE SALES 


¢ > ss > > ic oe ZZ: ‘ ~ y ¥ 4 ave 
market. The Derrick-Blizzard alone offers thorough coverag NEWS ON 


of city and 4-county trading area totaling more than 145,000 
k . Passenger car registrations in 


consumers. Outside papers do not enter the area in any worth. Wenenge Gunite 


while degree (easily confirmed by use of ABC audit reports.) a 
: F —778 to every 1000 families 


There are extra sales for you in the Oil City Market at small —for 118 state index! 


cost through the Derrick-Blizzard. 


4 


DerrICck - Blissard Le ee ee es OL CITY, PA. 


The Julius Mathews Special Agency, Inc. 


Middle Atlantic Areas—(Continued) dive estimates by SALES MANAGEMENT 


POPULATION FOOD STORE SALES (at Retail) 


WHOLE- CVD ESTIMATES 1/1/49 6yD ESTIMATE, 1948 


LEADING WHOLESALE CITIES 


poo and Their Counties STATE | | | 
Total % Rank Families} Total / Rank Rank 
(in thou- of in (in thou-] (in thou- of in Per in Quality 
sands) U.S.A. U.S.A. sands) | sands) U.S.A. U.S.A. Capita U.S.A. Index 
25 | PHILADELPHIA-CAMDEN-READING, Atlantic, Burlington, | | | | | 
Camden, Cape May, Cumberland, Gloucester, Ocean, Salem N. J. } j | 
Berks, Bucks (24), Chester (87), Delaware, Lancaster, Leba- | 
non, Lehigh, Montgomery, Northampton, Philadelphia... . Pa. 4894.6 3.3411 4 | 1376.0 }1,184,531 3.7799 4 242 36 113 
26 SCRANTON-WILKES-BARRE, Carbon, Lackawanna (21), Lu- 
zerne, Manroe, Pike, Schuyitkill (25), Wayne (21), Wyoming (21).| Pa. 1074 .2 .7333 33 270.1 | 225,071 .7182 28 210 74 9% 
27 WILLIAMSPORT, Clinton (29), Columbia, Lycoming (29), Mon- 
tour, Northumberland, Snyder, Sullivan, Union... .. ae Pa. 387 .5 .2645 107 108 .4 71,141 .2270 97 184 112 86 
28 HARRISBURG-YORK, Adams, Cumberland, Dauphin, Franklin, 
Juniata, Mifflin, Perry, York... . Pa. 696 .5 4754 51 203.3 | 128,384 .4097 59 184 112 86 


29 ALTOONA - PHILLIPSBURG - DUBOIS - JOHNSTOWN - BED- 
FORD, Bedford (89), Blair, Cambria, Cameron (22), Centre, 
Clearfield, Elk (22), Fulton (89), Huntingdon, Jefferson (32), 


Somerset... Pa. 804.4 5490 44 | 210.1] 155,532 .4963 en | 
30 | ERIE, Crawford (31), Erie.................. Pa. 288.8 = .1971 «125s 84.5 | 61,208 1953 114s a 
31 NEW CASTLE, Butler, Clarion (29), Forest, Lawrence, Mercer, 
Venango ... . wy Pa. 415.0 2834 98 113.4] 86,449 2758 79 | (208 7 # 
32 PITTSBURGH, Allegheny, Armstrong (29), Beaver (31), Fayette, 
Indiana (29), Washington (95), Westmoreland (29) Pa. 2600 .1 1.7749 10 689.1 | 613,070 1.9563 10 236 42 110 
© SM, 1949. Before using these figures, see explanation page 8 
FOR THE BENEFIT OF ALL we've tried to give you the information needed to under- 
stand the figures in the Food Store Sales Section. So if you are confused or in doubt as to 
the sources of our figures, please run through the introduction beginning on page 80, again. 
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IN PITTSBURGH 


you can buy the 


CIRCULATION 


Face it fellows, we're in a buyers market—the kind of a market 
when men in the field need every “extra’’ and every help—the 
kind of “extra help” the Post-Gazette provides with the BIG 
Circulation that routes your advertising as you route your 
salesmen to help sell the million central city people—and then 
travels beyond to sing the same selling song to the two million 


" more who live in and around the 144 cities and towns of 1,000 
% to 75,000 population. 
9 - 
110 PITTSBURGH BY FAR THE LARGEST CIRCULATION OF 
rion page 80 


POST-GAZETTE | Rania 


_ REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
cement | NOVEMBER 10, 1949 105 


WHEN SALES APPEAL WEARS THIN 


A test campaign in the South Bend market has given many 
an advertiser the answer to falling sales. “Test Town, U.S.A.” 
presents a perfect cross-section of the nation’s industrial- 
agricultural structure. Distribution here is closely controlled. 
The market is free from outside influences—the people who 
live here, buy here. One newspaper—and only one—covers 
this great market to saturation. Write for free market data 


Che 
Soulh Bend 
Gribune SS, se, 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


The “SM” bol rk original, 
East North Central Areas dive collmates by SALES MANAGEMENT 


POPULATION FOOD STORE SALES (at Retail) 


WHOLE GYD estimates 1/1/49 ELD estimate, 1948 


SALE LEADING WHOLESALE CITIES STATE a aah i 
and Their Counties | | 

anaA Total % | Rank Families} Total | % | Rank | Rank 

(in thou- of | in _ (in thou-] (in thou- of in Per in Quality 

sands) | U.S.A.|U.S.A. | sands) | sands) U.S.A. U.S.A. Capita U.S.A. Index 


33. | CLEVELAND - AKRON - CANTON - MANSFIELD - YOUNGS- | | | | | | 
TOWN, Ashland, Ashtabula (30), Carroll, Columbiana (31), 

Coshocton (34), Crawford, Cuyahoga, Erie (35), Geauga, 

Holmes, Huron (35), Knox (34), Lake, Lorain, Mahoning (31), 
Marion (34), (35), Medina, Morrow, Portage, Richland, 
Seneca (35), Stark, Summit, Trumbull (31), Tuscarawas, 
Wayne, Wyandot (35) bs .eseeee-| Ohio | 3632.2 | 2.4794 6 | 1049.3 | 904,108 2.8850 7 249 32 116 
34 COLUMBUS-ZANESVILLE, Athens, Champaign (33), Clark, 
Delaware (33), Fairfield, Fayette, Franklin (33), Gallia, Guern- 
sey, Hocking, Jackson, Licking, Madison, Meigs, Morgan, 
Muskingum (33), Noble, Perry, Pickaway, Pike, Ross, Scioto 
(36), Union (35), Vinton..... : ....| Ohio 1341.0 9152 29 395.0 | 295,296  .9423 23 220 60 103 
35 TOLEDO-LIMA, Lenawee (46), Monroe (46) .| Mich. 
Allen, Auglaize (33), (39), Defiance (37), Fulton, Hancock (33), 
Hardin, Henry, Logan (33), Lucas, Mercer (37), (39), Ottawa 
33), Paulding (37), Putnam, Sandusky, Van Wert, Williams, 


Wood (33). Ohio 1062 .6 .7254 34 318.6 | 232,208  .7410 27 219 63 10 
36 CINCINNATI- DAYTON, Dearborn, Franklin, Ripley. .... | Ind. 

Boone, Bracken, Campbell, Gallatin, Grant, Kenton, Mason, 

Pendleton, Robertson Ky. 


Adams, Brown, Butler, Clermont, Clinton, Darke (39), Greene, 
Hamilton, Highland, Miami, Montgomery, Preble, Shelby 


(33), (35), Warren... Ohio 1928.9 1.3169 16 586.0 | 465,155 1.4843 14 241 38 13 
37 FORT WAYNE, Adams (39), Allen, De Kalb, Huntington (39), 
Kosciusko (38), Lagrange, Noble, Steuben, Wabash, Wells (39), 
Whitley. ... oe} Ind. 406 .3 .2774 99 121.2 | 78,709  .2512 87 194 101 a 
38 SOUTH BEND, Elkhart, Fulton, Marshall, St. Joseph itis Ind. 
Berrien (47), (50), Cass (47), (50).... : = Mich. 464 .8 3175 86 137.4 108 ,326 3457 69 233 : 44 we 
© SM, 1949. 


Before using these figures, see explanation page © 
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Quality Here’s the ticket for sales results 
= in northern Ohio. It’s the winning combination of 
| CBS and WGAR! 
The line-up of top CBS shows is the nation’s Number 
1 listening habit. Outstanding WGAR programs and 
personalities rate Number 1 with northern Ohio listeners 
" according to a recent radio poll. So, when you plan 
your advertising for northern Ohio’s six-billion dollar 
market, don’t overlook this perfect parlay for listeners... 
© CBS—WGAR. Ask your Petry man for the facts...now! 
ite | >» 
| 50,000 WATTS Cleveland 
| I 
. L Represented Nationally by Edward Petry & Co. 
D. 
ion page © | 
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... in Cincinnati 
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_ % . 


s, 
Krom Appliances to Zwieback 


...Retail Display advertisers, selling a wide variety of 
products, all get results in the same way — through the 
sales-producing columns of the Cincinnati Times-Star. 


During all of 1948 and the first eight months of 
1949, retail advertisers marked the Times-Star first 
over the other evening paper by a margin of 1,638,930 
aaa lines and over the morning paper by 6,679,428 lines. 


Business is good in Cincinnati in the Times-Star. 


NOVEMBER 10, 


Get Your Copy of this New Consumer Survey 
OF THE ROCKFORD MARKET 


The Fourth Annual Survey of ‘How Rockford Consumers Buy” 
is a study of buying habits, brand preferences, ownership, 
and dealer distribution in the following classifications... 
Food Products, Soaps and Cleansers, Home Equipment, Soft 


Drinks, Beer and Wine, Gasoline, Motor Oil, Tires. 


Send for your copy today and see how your product com- 
pares with competitors in this market of 122,601 (ABC City 
Zone Population). 


Pree Copy to Manufacturers, Sales Managers, Advertising Agencies 


At the Top In Illinois 


BEST TEST 
CITY IN THE 
MID-WEST 


MORNING STAR .. . Register-Republic 


East North Central Areas—({Continued) tive estimates’ by SALES MANAGEMENT 


POPULATION FOOD STORE SALES (at Retail) 


WHOLE 6YD ESTIMATES 1/1/49 CyD ESTIMATE, 1948 


SALE LEADING WHOLESALE CITIES STATE ) —- 
AREA and Their Counties | | | | | | 

Total % Rank Families} Total | % Rank | Rank 
(in thou- of in (in thou-} (in thou- of in Per in Quality 
sands) U.S.A. U.S.A. sands) | sands) U.S.A. U.S.A.| Capita U.S.A. Index 
39 INDIANAPOLIS-MUNCIE-LAFAYETTE-TERRE HAUTE, Clark | | ! | | ] 

41), (43), Coles (41), Crawford (40), (43), Cumberland (41), 
Edgar (41), (43), Effingham, Jasper (41)........... ; | WM. 
Bartholomew, Benton (43), Blackford, Boone, Brown, Carroll, 
Cass, Clay, Clinton, Decatur, Delaware, Fayette, Fountain (43), 
Grant, Greene (40), Hamilton, Hancock, Hendricks, Henry, 
Howard, Jackson, Jay (37), Johnson, Lawrence, Madison, 
Marion, Miami, Monroe, Montgomery (43), Morgan, Owen, 
Parke (43), Putnam, Randolph, Rush, Shelby, Sullivan (40), 
Tippecanoe, Tipton, Union, Vermillion (43), Vigo, Warren (43), 
Wayne, White ae ..| Ind. 2150.2 1.4680 14 664.3 | 452,518 1.4439 15 210 74 % 
40 EVANSVILLE-VINCENNES, Clay, Edwards (69), Gallatin (69), 
Hamilton (69), Lawrence, Richland, Saline (69), Wabash (69), 
Wayne (69), White (69), ‘ Wi. 
Daviess (39), Dubois, Gibson, Knox, Martin, Perry (118), Pike, 


Posey, Spencer, Vanderburgh, Warrick Ind. 
Daviess, Hancock, Henderson, Hopkins, McLean, Muhlen- 
berg, Union, Webster Ky. 793 .3 5414 45 228.2 | 128,293 .4094 60 162 133 % 


41 CHICAGO-ROCKFORD-JOLIET, Boone, Bureau, Carroll, Cook, 
De Kalb, Du Page, Ford, Grundy, Henry, Iroquois (43), Kane, 
Kankakee, Kendall, Lake, La Salle, Lee, Livingston, McHenry, 
McLean (44), Ogle, Putnam, Stephenson (60), Whiteside, Will, 
Winnebago panei il. 
Jasper, Lake, La Porte, Newton (43), Porter, Pulaski, Starke (38) | Ind. 6474.4 4.4196 2 1903 .2 \1,445,232 4.6119 3 223 55 | im 


a Before using these figures, see explanation page & 


The Section on Passenger-Car Registration will be found on page 192. 
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FOR YEARS, WE’VE BEEN BUSY 


Wooin 
ome 


TO HELP YOU SELL MORE FOOD 
IN PHILADELPHIA ! 


E section --*° uccess- 
women © win phenome nal - - 
romoted to ertisers- 


\” for food adv 


» TELE- 

R WOME # 
: Merchandising for 
ni ducts is the 
WFIL-TV 


Ss - agopera- 
tre feature, ae = Co. 
thea to Electric / 
- : r ,atres- 
tion wit ley -Warnet The 
Stanie, 
and * 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Bnguiver 


Exclusive Advertising Representatives: 


T ‘ 
EDWw. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Dr., Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 448 S. Hill St., Los Angeles, Michigan 0578 


NOVEMBER 10, 1949 . i 


Popula- Automo- Buying In- Furn., Hshid. -Crop and 
tion Families bile Reg- come Per Total Retail & Radio Gen. Mdse. Livestock 
Counties (1949 Est.) (1947 Est.) istrations Family Sales Sales Food Sales Sales Drug Sales Values 
[sm] [sm] [iss] [sm] [sm] [sm] [sm] [sm] [sm] [ic] 
METROPOLITAN 
COUNTY AREA 
(PEORIA & TAZEWELL) 229,600 | 71,400 | 62,523 $ 5,318 |$247,357,000 |$ 45,617,000 | $29,766,000 |$ 5,304,000 |$15,888,000 |/$ 50,828 39 
BUREAU 39,209 | 12,100 11,293 3,931 29,436,000 6,237,000 1,875,000 578,000 1,053,000-| 47,562,100 
FULTON 48,700 15,500 | 12,343 3,429 36,572,000 8,812,000] 4,112,000 888,00) 1,401,000 | 30,889,809 
HENRY 43,000 13,200 13,396 4,189 41,592,000 9,706,000 3,226,000 934,000 2,233,000 47,926,200 
KNOX 54,900 17,300 15,437 4,513 53,920,000 11,943,000 | 6,015,000 1,552,000 2,497,000 31,996,000 
McDONOUGH . 29,100 9,500 7,841 4,123 26,760,000 5,371,000 6,152,000 533,000 826,000 27,361,800 
MARSHALL 13,600 4,200 3,609} 3,331 10,704,000 2,527,000 1,152,000 193,000 335,000 16,826,900 
M ASON 16,100 5,000 4,355| 3,357 13,380,000 2,910,000 920,000 311,000 296,000 15,367,700 
PUTNAM 5,100 1,600 1,422} 2,109 2,676,000 764,000 = . - 6,803,200 
SCHUYLER 11,900 3,600 2,629 2,331 7,136,000 1,812,C09 725,000 103,000 206,000 12,401,100 
STARK . 9,400 2,800 2,712] 3,496 6,244,000 1,597,000 130,000 102,000 65,000 14,982,900 
WOODFORD 19,600 5,709 6,001 4,172} 16,055,000 3,591,000 527,000 282,000 624,000 23,696,500 
PEORIAREA 
TOTAL (13 COUNTIES) 520,200 | 161,900 | 143,561 |$ 4,503 |$491,832,000 |$100,887,000 | $54,600,000 | $10,840,000 |$25,424,000 |$326,642,500 


[sm] Sales Management 1949 Survey of Buying Power. 
[iss] Illinois Secretary of State Report for 1948 (Passenger Cars only). 


PEORIA J@URMAL SUA 


Represented Nationally by Ward-Griffith Co., Inc. 


[ic] Illinois Crop Reporting Services U.S. Dept. of Agriculture. 


East North Central Areas—(Continued) 
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and Their Counties 


LEADING WHOLESALE CITIES 


PEORIA, Fulton, Knox (62), McDonough, Marshall, Mason, 
Peoria, Schuyler, Stark, Tazewell, Warren (62), Woodford 

DANVILLE, Champaign (41), Douglas (39), (41), Vermilion (39), 

SPRINGFIELD-DECATUR, Brown, Cass, Christian, De Witt, 
Logan, Macon, Menard, Morgan, Moultrie, Piatt, Sangamon, 
TN wacddcaniebwonceanceuedPacsenesmereed 


STATE 


POPULATION 
67D ESTIMATES 1/ 
Total // Rank 
(in thou- of in 
sands) U.S.A. U.S.A. 
455.7 | asl 88 | 
| 
183.2 | 1250) 153 | 
446 .0 -3045 92 


The “SM” symbols mark original, exclu 
sive estimates by SALES MANAGEMENT. 


FOOD STORE SALES (at Retail) 
1/49 CyD ESTIMATE, 1948 
| 
Families} Total % Rank Rank 
(in thou-] (in thou- of in Per in Quality 
sands) sands) U.S.A. U.S.A. Capita U.S.A. Index 
142.3 ‘ie -3298 | 72 | 227 | 51 106 
| | | 
67.4] 44,247) 1412 | 131 | 22 | 36 | 11 
| | | 
| | | 
137.0 | 90,969 | .2903 | 78 | 204 | 83 9% 


Before using these figures, see explanation page 8 


BUY THIS 2-IN-I 
PACKAGE FOR 
COMPLETE 
COVERAGE 


OF THE RICH CENTRAL ILLINOIS MARKET 


Second only to Chicago the Springfield-Decatur combination is one you should put at the top of your list. And the 


coverage of these two stations extends beyond the 13 counties of the wholesale district—serving almost 650,000 people 
who spend more than $600,000,000 annually in retail sales. 


National Representatives — Weed & Company 
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28,300 
62,100 
89,800 
26,200 
96,000 
361 800 
326,900 
367,700 
803,200 
401,100 
982,900 
696,500 


642,500 
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Chicaso industriel Area 
deral Reserve Bank. 


me of 
*Ppersonal Incoms 
Estimated by Fe 


This one great concentrated market—with 10 bil- 
lion dollars of spendable income—is the equal of 
these Six Cities combined: 


eCLEVELAND eKANSAS CITY e¢INDIANAPOLIS 
eST. LOUIS e¢CINCINNATI e MINNEAPOLIS 


and you reach 


CHICAGO'S MOST 
IMPORTANT 
MILLION BUYERS 


CHICAGO DAILY NEWS 


For 73 Years Chicago’s HOME Newspaper 
JOHN 8S. KNIGHT, Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


those who are best able to buy 
—effectively and economically 
—in their Homes—where buying 
decisions are made—through 
one great Newspaper—the .. . 


* NEW YORK ¢ DETROIT e LOS ANGELES e MIAMI 


NOVEMBER 10, 1949 
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POPULATION FOOD STORE SALES (at Retail) 


WHOLE- CYD ESTIMATES 1/1/49 CyD ESTIMATE, 1948 


aoa LEADING WHOLESALE CITIES — : __ a 


AREA and Their Counties | | | | l 
Total % | Rank Families} Total % Rank | | Rank 
(in thou- of | in (in thou-] (in thou- of in | Per in Quality 
sands) U.S.A. U.S.A. sands) | sands) U.S.A. U.S.A.| Capita U.S.A. Index 
45 | QUINCY, Adams (62), Pike...................00.. eR ES iil. | | | | 7 


Adair, Knox, Lewis, Marion (69).................0.0.0ceeeee Mo. 158.9 | .1082 161 »=51.0 | 31,717; .1013 | 159 
46 DETROIT-HAMTRAMCK-PONTIAC-ANN ARBOR-JACKSON, 
Clinton (50), Eaton (50), Hillsdale (35), Ingham (50), Jackson | | 
(50), Livingston, Macomb, Oakland, St. Clair, Washtenaw (35), | | 
REET SANS ee Cee EEE eT Mich. | 3640.0 | 2.4850 | 5 | 1018.5 | 844,515 2.6948 8 232 46 108 
47 KALAMAZOO, Allegan (50), Barry (50), Branch (46), (50), Cal- 
houn (48), (60), Kalamazoo (48), (50), St. Joseph (48), (50), 
TT: ca ingudnchnenidcseeuiuvnebhausscatdkcdeuml Mich. 393.1 
48 FLINT, Genesee (49), Lapeer, Shiawassee (46), ee Mich. 342.1 
49 SAGINAW-BAY CITY, Alcona, Alpena, Arenac, Bay, Cheboygan, 
Clare (50), Crawford, Gladwin, Gratiot (50), Huron, Isoco, 
Isabella (50), Midland (50), Montmorency, Ogemaw, Oscoda, | 
Otsego, Presque Isle, Roscommon, Saginaw (48), (50), Sanilac, | | | | 
RE CER ape LA Ree eee eee renee Mich. 553.3. | .3774 | 73 | 152.9 | 108,467 | .3461 68 | 196 96 92 
} 


90 H 


8 


a ee 
2336 | 114 | 95.8] 84,751 | .2705 81 | 28) 34 ot 


50 GRAND RAPIDS-MUSKEGON, Antrim, Benzie, Charlevoix, | 
Emmet, Grand Traverse, lonia (46), Kalkaska, Kent, Lake, | 
Leelanau, Manistee, Mason, Mecosta, Missaukee, Montcalm, 
Muskegon, Newaygo, Oceana, Osceola, Ottawa, Wexford... ... Mich. 750 .0 -5119 48 220.3 | 184,163 | .5877 38 
51 MARQUETTE, Alger, Chippewa, Delta (55), Dickinson (55), } | 
Iron (55), Luce, Mackinac, Marquette, Schoolcraft............ Mich. 199.4 1360 | 149 | 84.3] 52,439 | .1673 120 
52 HANCOCK - HOUGHTON -IRONWOOD, Baraga, Gogebic, 
Houghton (51), Keweenaw, Ontonagon (51)................-. Mich. 
TS eee EE ee mre any Wisc. 107.7 .0736 176 | 29.6] 34,678 | .1106 150 | 322 , 4 150 
53 MILWAUKEE, Adams (56), Calumet (55), Columbia, Dane, 
Dodge, Fond du Lac, Green, Green Lake, lowa (60), Jefferson, 
Kenosha, Lafayette (60), Manitowoc (55), Marquette (56), 
Milwaukee, Ozaukee, Racine, Rock, Sauk, Sheboygan, Wal- 
worth, Washington, Waukesha, Waushara (56), Winnebago (55).| Wisc. | 2038.5 
54 LACROSSE, Jackson (56), (59), Juneau, La Crosse (59), Monroe, 
NY os 4 i a a dannacanaedeavernaunaumis Wisc. 173.9 | .1188 155 | 48.3] 34,885 .1114 
55 | GREEN BAY, —“y- 
Brown (53), Door (53), Florence, Forest, Kewaunee (53), 
Langlade (56), Marinette, Oconto (53), Oneida, Outagamie (53), 
Sh FO ee ere Wisc. 429.1 | 
56 WAUSAU-STEVENS POINT, Clark (55), Lincoln (55), Mara- 
thon (55), Portage (55), Taylor, Wood (55)...................] Wise. 229.1 | 


26 | «635 | «ONS 


263 21 123 


— 
w 
oOo 
— 
_ 
— 
uo 


583.7 | 565,744 1.8053 = 12 278 | 015 | 180 
| 


149 201 | 386 a 


-2929 97 115.6 | 81,822 | .2611 | 84 191 104 


1564 140 | «=59.2| 38,572| 1231 | 143 | 168 | 130 7 


© SM, 1949. Before using these figures, see explanation page 80. 


A MONTHLY CHECK ON FOOD SALES 


Because food store sales represent the largest item Here each month for more than 230 cities readers 

of retail expenditure—24% of the total—the ups and can compare: 

downs of the total retail figure are fairly indicative . , 
: ‘ . (1) A city today as compared with the census year, 1939 

of the food store category. 


; ' é (2) A city today as compared with a year ago 
Only in the annual May 10 Survey of Buying Power 4 4 


does Sates MANAGEMENT measure the food store (3) A city as compared with the nation 
business in dollars by counties and cities, but the (4) Total volume, one city against others 
“High-Spot Cities” feature in each first-of-the-month (5) Rate of growth, one city against others 


issue provides a practical measuring rod of change " - , - ce 

; ; (6) Degree of retail prosperity, one city against the nation. 
in the food field, since it may be assumed that the 

food index will not differ materially from the total Use these indices in planning spot advertising cam- 


figure. paigns, setting sales quotas, bulletins to salesmen. 


In every first-of-the-month issue look for "High-Spot Cities" 


— 
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Again in the first half of 1949, 
national grocery advertisers used 
more space in The Milwaukee 
Journal than in any other news- 
paper in the nation. The huge 
volume of 1,023,332 lines was 
the result of an ideal newspaper- 
market combination for food ad- 
vertisers. 


1 Food store sales in Milwaukee 
county alone totaled $282,000,000 in 
1948. This is more than $1,000 per 
family, and 52% above the United 
States average. 


ys Milwaukee’s retail sales index of 
343 in October was 24% above the 
276 average for all other cities of 500,- 
000 or more population (Sales Man- 
agement “‘High Spot Cities’”’ index). 


3 The Milwaukee Journal food 
pages are among the finest in the na- 
tion. A separate section of 14 to 20 
pages on Thursdays is a “‘who’s who” 
of national grocery advertisers, sup- 
ported by advertisements of nearly a 
score of active retail food accounts. 


4. The Milwaukee Journal Con- 
sumer Analysis aids the advertiser 
with a complete picture of grocery 
buying habits, brand preference, prod- 
uct usage, store preference, and deal- 
er distribution. 


5 The Milwaukee Journal is read 
regularly in 95% of all homes in the 
metropolitan area, reaches all mem. 
bers of the family including the house- 


wife who buys the groceries. 


Milwaukee Journal 


Represented by 
O'Mara & Ormsbee, Inc. 


New York Chicago Detroit 
Los Angeles San Francisco 


NOVEMBER 10, 1949 
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BUYING PATTERN in UPPER MIDWEST 


The Twin City Food Brokers As- 
sociation has just released a study 
of population distribution and of 
buying centers in the Upper Mid- 
west, which was prepared by Rol- 
and S. Vaile and Edwin H. Lewis, 
Professors of Marketing, Univer- 
sity of Minnesota. 

This study shows that there are 


WY 


525,000 city families and 650,000 
rural families in this area: also that 
61% of the population is rural, and 
130 out of 229 counties have no 
urban population at all—that is, no 
towns over 2,500. Every county in 
Minnesota, North and South Da- 
kota is analyzed in this book for 
its population, income and retail 
food store sales. 


Free ... write today for your copy from 


F 


= E 


SAINT PAUL, Gat@ MINNESOTA 


The “SM” symbols mark original, extlu- 


sive estimates by SALES MANAGEMENT. 


LEADING WHOLESALE CITIES 


McLeod, Martin, Meeker, Mille Lacs | (57), Nicollet, Otter Tail 


POPULATION 


CVD ESTIMATES 1/1/49 


FOOD STORE SALES (at Retail) 


6yD ESTIMATE, 1948 


and Their Counties STATE | | | 

Total % Rank Families} Total % Rank Rank 

(in thou- of in (in thou-| (in thou- of in Per in Quality 

sands) | U.S.A. U.S.A. | sands) sands) |U.S.A.| U.S.A. Capita U.S.A. Index 

|’ | = 

DULUTH-SUPERIOR, Aitkin, Becker, Beltrami, Cariton, Cass, | | 
Clearwater, Cook, Crow Wing, Hubbard, Itasca, Kittson, 

Koochiching, Lake, Lake of Woods, Mahnomen, Marshall, } 
Morrison, Norman, Pennington, Polk, Red Lake, Roseau, 
St. Loule, Tedd, Wadene..............ccscecsceccccsescrers Minn. 
Ashland (52), (56), Bayfield, Burnett, Douglas, Price (52), (56), | | | 

I I soos cece dondaneicccinvcricsndedncrel Wisc. | 747.0 .5098 49 | 206.7] 150,128 | .4790 51 201 86 94 


MINNEAPOLIS-ST. PAUL, Anoka, Benton, Big Stone, Blue Earth, | 
Brown, Carver, Chippewa, Chisago, Cottonwood, Dakota, 
Dodge (59), Douglas, Faribault, Freeborn, Goodhue (59), Grant, 
Hennepin, Isanti (57), Jackson, Kanabec (57), Kandiyohi, Lac 
Qui Parle (78), Le Sueur, Lincoln (68), (78), Lyon (68), (78), 


Za 


© SM 1949. 
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SALES MANAGEMENT 


N( 


In the Twin City retail 
food area have your 
advertising parallel 
retail food sales. 

The ST. PAUL DISPATCH- 
PIONEER PRESS circulation 
offers concentrated 
coverage of $134,732,000 
retail food sales. 


No other newspaper has more than 15% combined 
daily coverage of this 8-county retail food sales area. 


Pe 


| CHECK THESE FIGURES: 


COUNTY FAMILY POP.** 
Ramsey, Minn. 109,900 
Dakota, Minn. 12,700 
Washington, Minn. 8,400 
Chisago, Minn. 3,700 
Goodhue, Minn. 9,000 
Polk, Wise. 6,600 
St. Croix, Wisc. 6,300 
Pierce, Wisc. 5,300 
Total 161,900 


ST. PAUL DISPATCH - PIONEER PRESS 


FOOD SALES** 


$113,263,000 
7,090,000 
4,813,000 
1,938,000 
5,540,000 
2,095,000 
3,345,000 
3,029,000 


$134,732,000 


PER CENT OF COVERAGE 


COMBINED DAILY* SUNDAY * 
131.1% 85.0% 

93.6 64.2 

103.5 73.5 

35.0 25.7 

17.8 27.8 

26.9 26.6 

71.4 59.4 

46.8 41.0 
*ABC 1949 **Sales Management 1949 
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Chicago 


Detroit 
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62 


63 


65 


67 


West. North Council Arear—{Continved) 


ns, 


The “‘SM” symbols mark original, exciy. 
sive estimates by SALES MANAGEMENT 


LEADING WHOLESALE CITIES 
and Their Counties 


MINNEAPOLIS-ST . PAUL—(Continued) 
(57), Pine (57), Pope, Ramsey, Redwood, Renville, Rice, "Scott, 
Sherburne, Sibley, Stearns (57), Steele, Stevens, Swift, Tra- 
verse, Waseca, Washington, Watonwan, Wright, Yellow 
Medicine (68), (78) 
Barron, Chippewa, Dunn, Eau Claire, Pierce, ‘Polk, Rusk (56), 
St. Croix 

WINONA, Fillmore, Houston (54), 


ore, Houston (84), | Mower, Olmsted, Wabasha, 


Buffalo, Pepin, Trompealeau Libdatsbbaeuseeesateentedeveioul 
DUBUQUE, Jo Daviess....... 
Allamakee (63), Clayton (63), Delaware (63), (64), Dubuque, 
Jackson. . : 
Crawford, Grant (53). 
DAVENPORT, Mercer (62), Rock PE se 
Cedar (64), Clinton, Muscatine (62), Scott 
BURLINGTON, Hancock, Henderson..................-.00005: 
Des Moines, Henry (65), Lee, Louisa, Van Buren (65), Wash- 
ington (65), (67) ere 
Clark, Scotland ‘ 
WATERLOO, Black Hawk (67), Bremer (60), (66), (67), Buchanan 
(60), (64), Butler (66), (67), Chickasaw (66), Fayette (60), (64), 
Grundy (64), (66), (67), Howard (66), Winneshiek (60), (64), 
ESE eee a a 8 NN mre : 
CEDAR RAPIDS, Benton (63), lowa (67), Johnson (62), 
ee Ne cad ee a ae ae 
OTTUMWA, Appanoose (62), (67), Davis (62), (67), Jefferson (62), 
Keokuk (62), (67), Monroe (62), (67), Wapello (62), (67) 
a ae ea ee 
MASON CITY, Cerro Gordo (63), Emmet (67), Floyd (63), Franklin 
(63), (64), (67), Hancock (63), (67), Kossuth (67), Mitchell 
(63), Palo Alto (67), Winnebago (67), Worth (63), Wright (63), 
(64), (67).... 
DES MOINES, Adair, Adams (81), Audubon (81), Boone (64), Cal- 
houn, Carroll, (68). Cass (81), Clarke (62), (65), Dallas, Decatur 
(62), (65), (70), Greene, Guthrie (81), Hamilton (63), Hardin 
(63), (64), Humboldt (66), Jasper (62), (65), Lucas (62), (65), 
Madison, Mahaska (62), (65), Marion (62), (65), Marshall, 
Page (70), (81), Pocahontas, Polk, Poweshiek (62), (65), Ring- 
gold (62), (65), (70), Story (64), Tama (63), (64), Taylor (62), 
(70), (81), Union (62), (65), (70), (81), Warren, Wayne (62), 
se eS es eae ee ele ae 
SIOUX CITY, Buena Vista (67), Cherokee (67), (78), Clay (66), 
(67), Dickinson (66), (67), Ida (67), Monona (81), O’Brien (66), 
(67), (78), Plymouth (78), Sac (67), Sioux (66), (78), Woodbury 
Boyd (81), (82), (83), Cedar (81), (82), Dakota (82), Dixon (82), 
I ag ‘ 
Bon Homme (78), Charles Mix, Clay (78), Gregory (81), (82), 
Haakon, Hughes, Jackson, Jones, Lyman, Mellette (82), Stan- 
ley, Sully, Todd, Tripp (81), (82), (83), Union (78), Washabaugh, 
SEN st nicadaovbinwnideeiad debe vaesddeeetaanees 
ST. LOUIS, Alexander, Bond, Calhoun, Clinton, Fayette (39), 
Franklin, Greene, Jackson, Jefferson, Jersey, Macoupin, 
Madison, Marion, Monroe, Montgomery, Perry, Pulaski, Ran- 
dolph, St. Clair, Union, Washington, Williamson. . ‘ 
Audrain, Bollinger, Boone, Butler, Callaway, Cape Girardeau, 
Carter, Chariton, Cole, Cooper (71), Crawford, Dent, Franklin, 
Gasconade, Howard (71), Iron, Jefferson, Lincoln, Macon, 
Madison, Maries, Miller, Mississippi, Moniteau, Monroe, 
Montgomery, Morgan, Osage, Perry, Phelps, Pike, Ralls, Ran- 
dolph, Reynolds, Ripley, St. Charles, St. Francois, St. Louis, 
Ste. Genevieve, Scott, Shannon, Shelby, Stoddard, Warren, 
Washington, Wayne. . 4 
ST. JOSEPH, Atchison (71), (84), Brown (71), (84), Doniphan ( 71), 
Nemaha (71), (82), (84) 
Andrew, Atchison, Buchanan, Caldwell (71), 
Daviess, De Kalb, Gentry, Grundy, Harrison (62), Holt, Linn 
(71), Livingston (71), Mercer (62), Nodaway, Putnam (62), 
Sullivan, Worth (62).............. : 


Jones, 


Clinton (71), 


STATE 


lowa 


lowa 


Neb. 


S. D. 


Richardson (82). 


© SM, 1949. 


An Index to Advertisers i is on page 231. 
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POPULATION 


CD ESTIMATES 1/1/49 
peg | 


Total % Rank Families 
(in thou- of in (in thou- 
sands) U.S.A. U.S.A. sands) 


-5691 


1592 | 


233.0 138 (64.5 
| 
| | | 
222.9 | .1524| 142 | 63.1 
353.1 | .2410| 111 | 108.7 
| | 
| | 
210.1 .1433| 145 | 66.4 
| | 
246.5 | .1683| 134 | 71.8 
| 
198.0 | .1351| 150 | 60.1 
| 
| 
136.0 | 0928 171 | 42.1 
| 
212.0 | .1447| 144 | 58.5 
866 .7 5915 41 260 .6 
455.7 | 3111) 88 | 126.6 
| 
2099.1 | 2.0475; 9 | 877.2 
| 
| 
393.5 | .2684| 103 | 124.8 


FOOD STORE SALES (at Retail) 


CyD ESTIMATE, 1948 


Total % Rank Rank 
(in thou- of =—siin Per in Quality 
sands) U.S.A.|U.S.A. Capita U.S.A. Index 
2 oe oe 
485,146 1.5481 13 211 71 99 


38,028 | 1214 | 144 163 32 | 
39,384 .1256 141 177 123 82 
81,161 | .2590 85 230, 49 107 
37,265 1189 145 177 123 83 
49,648 | .1584 125 201 86 94 
43,670 | .1394 132 221 57 103 
26 ,504 | .0846 167 195 | 98 | # 
| 
| 
41,001 | .1308 137 193 102 90 
| 
| 
| 
| 
| 
184,519 | .5888 37 213 68 100 
82,940 | .2647 82 182 115 85 
590,552 1.8845 11 197 92 2 
| 
70,544 | .2251 | 100 179 10 
Before using these figures, see explanation page 80. 
— ——_— 
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Picture of d Successful “Farming” Town 


TRENTON, MO. 


The Central Farm Products Co. gives farmers a quick, close out- 


let for soybeans, grain and milk. 


MISSOURI 


A. H. Drummond, president 
of the Trenton Chamber of 
Commerce, chats with 
Chamber of Commerce 
Secretary J. R. Whan before 
the teller’s cage of the 


| Trenton Trust Co., of which 


Mr. Drummond is secretary. 
He estimated that Trenton 
farm income exceeds 10 
millions yearly and that 
over 90% of all deposits in 


_ Trenton banks come directly 


or indirectly from farming! 


RURALIST 


Published by CAPPER PUBLICATIONS 


Editorial Office, FAYETTE, MO. 


NOVEMBER 


10, 


1949 


Business Office, TOPEKA, KAN. 


Trenton is lucky—it’s located in north central Missouri, 
in one of the most fertile fazming areas in the country! 
Farming is big business here. 


As Trenton people see it, every businessman is a farmer — 
and every farmer is a businessman! Farm problems are 
uppermost in town planning: for the last 2 years, the 
Chamber of Commerce has sponsored a “Balanced Farm 
Ring” to promote soil conservation. 


Here, as elsewhere in Missouri, the Missouri Ruralist is 
the farmer’s standby for latest farm information. Trenton 
businessmen recognize this influence. They know the 
Missouri Ruralist’s strong, honest editorial policy makes 
readers believe ... and act! They also know this influence 
carries over to advertising—and that brands advertised 
in Missouri Ruralist move faster from their shelves 
and counters. 


When you want to cover Missouri, remember this extra 
influence you get with Missouri Ruralist. You can count 
on an audience that is willing to listen... believe... 
and BUY. 


Missourj Ruralise 


A_- 


a 
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sj 
Seruing Kansas Citys “nade “lerritorg! 


The KMBC-KFRM Team, serving Kansas City’s vast 
Primary Trade area, provides radio coverage to over Four 
Million potential listeners. Latest population figures reveal — 
1,159,740 radio families living within the Team’s half- 
millivolt contours, as illustrated on the right. 

Cc Otfo 

As an advertiser you’re interested in this rich agricultural 
Heart of America. To get the most effective, complete and 
economical coverage plus top listener affection, choose The 
KMBC-KFRM Team! 


OKtL HOMA 
KMBC icc, KEFRM 
Nationally by XE, 
of Kansas City FREE & PETERS, Inc. for Kansas , 
Farm Coverage 
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West North Central Areas—{(Continued) The “SM” symbols mark or 


exclu 
sive estimates by SALES MANAGEMENT 


POPULATION FOOD STORE SALES (at Retail) 


enees GYD estimates 1/1/49 ELD estimate, 1948 


LEADING WHOLESALE CITIES 


SALE and Their Counties Cane l | l | 
AREA Total % | Rank |Families Total % | Rank | Rank 
(inthou-| of in (in thou-| (in thou- | of in Per in Quality 
sands) U.S.A.|U.S.A.| sands) | sands) | U.S.A.| U.S.A.) Capita U.S.A.) Index 
| | 
71 | KANSAS CITY-KANSAS CITY, Anderson (84), Douglas (84), | | | | 
Franklin (84), Johnson, Leavenworth, Linn, Miami (84), | | 
Wyandotte. . ‘ -| Kans. 
Bates, Benton, ‘Carroll (70), Cass, Clay (70), Henry, Jaskeon, | 
Johnson, Lafayette, Pettis, Platte (70), Ray (70), St. Clair, | 
Mi iinaut Vedodenaistat dodncaminasdtaeabdadesceeeoenas Mo. 1177.7 8041 31 380.9 | 242,845 | .7749 | 26 206 | 80 96 
72 | SPRINGFIELD, Baxter, Boone (73), Carroll (73), Fulton, Izard, | | | 
as once dd sien badd bee aeeeaReneel Ark. | 
Barry (73), Camden, Cedar (71), (73), Christian, Dade (71), | 
(73), Dallas (71), Douglas, Greene (71), Hickory (71), Howell, 
Laclede, Lawrence (71), (73), Oregon, Ozark, Polk (71), | 
Pulaski, Stone, Taney, Texas, Webster, Wright............... Mo. 438 .0 .2990 94 127.5} 46,571 .1486 | 128 106 | 179 50 
NR a INET Ark. | | 
Bourbon (71), Cherokee, Crawford (71), Labette (85), Neosho. .| Kans. | | 
Barton (71), Jasper, McDonald, Newton, Vernon (71)......... Mo. 
Craig (85), (141), Delaware, Ottawa (85)..................... Okla. 431.2 .2943 95 134.2 | 77,058 .2459 89 179 120 84 
74 GRAND FORKS, Benson (75), Cavalier, Grand Forks, Nelson, 
Pembina, Pierce, Ramsey, Rolette, Towner, Traill, Walsh.....] N. D. 143.7 .0982 168 36.2 | 27,453 .0876 165 191 104 29 
75 FARGO-JAMESTOWN-VALLEY CITY, Clay (57), Wilkin........ Minn. 
Barnes, Cass, Eddy, Foster, Griggs, La Moure (79), McLean 
(76), (77), Ransom, Richland, Sheridan, Steele, Stutsman, | 
te ndehingc enc ak agus gvegane ra ikiiek ican’ N. D. 205 .7 1403 146 54.2 | 43,447 .1387 | 133 211 71 99 
76 MINOT, Daniels, Roosevelt (161), Sheridan icpeaients Mont 
Bottineau, Burke, Divide, McHenry, Mountrail, Renville, Ward, 
REE eee ae oer | 115.5 .0789 174 31.6 | 23,469 .0749 171 203 84 99 
77 BISMARCK, Daween, McCone, Richland, Wibaux. aie .| Mont. 
Billings, Burleigh (75), Dunn, Emmons (79), Golden Valley, 
Grant, Hettinger, Kidder (75), Logan (79), Mc Kenzie, Mercer 
(75), Morton, Oliver, Sioux (79), Stark..................... N.D. 142.5 .0974 169 35.6 | 24,649 .0787 | 170 173 125 8 
78 SIOUX FALLS, Lyon (66), (68), Osceola (66), (67), (68)..... -| lowa | | 
Murray (68), Nobles (68), Pipestone (68), Rock (68).......... Minn. 
Aurora (68), Beadle (68), (79), Brookings (68), Brule (68), | 
Buffalo (68), Clark (68), Codington (68), Davison (68), Deuel | } 
(68), Douglas (68), Hamlin (68), Hand (68), (79), Hanson (68), 
Hutchinson (68), Hyde (68), (79), Jerauld (68), Kingsbury (68), | | 
Lake (68), Lincoln (68), McCook (68), Miner (68), Minnehaha | | 
(68), Moody (68), Sanborn (68), Turner (68) SR: 372.7 .2545 109 = 100.2 | 67,218 | .2145 106 180 | 118 84 
79 ABERDEEN, Adams, Bowman, Dickey (75), Mcintosh, Sargent 
(75), Slope. . N. D. 
Armstrong, Brown, Campbell, Corson, Day, Dewey, Edmunds, | 
Faulk (68), Grant (78), Harding (80), McPherson, Marshall, | 
Perkins (80), Potter (68), Roberts, Spink (68), Walworth, 
>. Ziebach . S. D. 182.3 -1243 154 47.21 30,996 .0989 160 170 129 80 


AST Se. —- 
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"I eZ dds) oe 
West North Central Areas—(Continued) = “SM” symbole mark, original ext 
POPULATION FOOD STORE SALES (at Retail) 
6yD ESTIMATES 1/1/49 CyD ESTIMATE, 1948 
WHOLE- LEADING WHOLESALE CITIES STAT 
SALE and Their Counties E | 
AREA Total +/// Rank Families} Total % Rank Rank | 
(in thou- of in (in thou-] (in thou- of in Per in Quality 
sands) U.S.A. U.S.A. sands) sands) U.S.A.|U.S.A.| Capita U.S.A. | Index 
| 
~ go | RAPID CITY-DEADWOOD, Butte, Custer, Fall River (81), Law- | | | | | | 
rence, Meade, Pennington (68), Shannon (81), Washington... .] S. D. 76 .9 .0526 182 22.8} 23,103 .0738 172 | 300 8 140 
81 OMAHA-COUNCIL BLUFFS, IOWA, Crawford (67), (68), Fre- | 
mont (67), (70), Harrison (68), Mills (67), Montgomery (67), | 
Pottawattamie (67), Shelby (67), (68)....................004. lowa 
ey Antelope (82), (83), Boone (82), (93), Burt (82), Butler (82), | 
Colfax (82), (83), Cuming (82), Dodge (82), Douglas (82), | 
Madison (82), (83), Merrick (82), (83), Nance (82), (83), 
| Pierce (82), (83), Platte (82), (83), Polk (82,) (83), Sarpy (82), | 
Saunders (82), Staunton (82), Thurston (82), Washington (82), 
NIN 5. cnn von ncounnd ax xmamheweaeeees are 694.2 4740 52 202.7 | 152,613 | .4870 | 50 | 220 | 60 103 
s2 | LINCOLN, Cass (81), Fillmore (81), (83), Gage (70), Jefferson 
(70), Johnson, Lancaster, Nemaha (70), Otoe (81), Pawnee | 
(70), Saline (81), Seward (81), Thayer (83), York (81), (83).. Neb. 270.2 .1843 128 83.0 | 59,728 | .1906 W7 |) (22 | 57 103 
83 GRAND ISLAND-HASTINGS, Adams (82), Arthur (82), Blaine 


(82), Brown (81), (82), Buffalo (82), Chase (82), Cherry (81), 
(82), Clay (81), (82), Custer (81), (82), Dawson (82), Dundy 
(82), Franklin (82), Frontier (82), Furnas (82), Garfield (81), 
|, extlue (82), Gosper (82), Grant (82), Greeley (81), (82), Hall (82), 
Hamilton (81), (82), Harlan (82), Hayes (82), Hitchcock (81), 
(82), Holt (81), (82), Hooker (82), Howard (81), (82), Kearney 
(82), Keith (82), Keya Paha (81), (82), Lincoln (81), (82), Logan } 
(81), (82), Loup (82), McPherson (82), Nuckolls (82), Perkins 
(82), Phelps (82), Redwillow (82), Rock (81), (82), Sherman | 
(81), (82), Thomas (82), Valley (81), (82), Webster (82), 
Wheeler (81), (82), Bennett (81) TE, | 349.3 | 0385 113 100.7 | 66,301 | .2115 | 407 190 106 89 
84 TOPEKA-SALINA, Allen, Chase (86), Clay (71), Cloud (83), 
Coffey (71), Decatur (83), Dickinson (86), Ellis (83), Ellsworth, 
Quality Geary, Gove (83), Graham (83), Jackson (71), Jefferson, Jewell 
Index (82), (83), Lincoln, Logan, Lyon (71), Marshall (70), (71), (82), 
Mitchell (83), Morris (71), (86), Norton (83), Osage (71), Os- 
borne (83), Ottawa, Phillips (82), (83), Pottawatomie (71), | } 
Rawlins, Republic (82), (83), Riley (71), Rooks (83), Russell, 
Saline, Shawnee, Sheridan (83), Smith (82), (83), Thomas, | 
Trego (83), Wabaunsee, Washington (70), (71), (82), Woodson.| Kans. 595 .7 4067 69 180.7 | 137,123 | .4376 57 
8 | COFFEYVILLE-INDEPENDENCE, Chatauqua (86), Elk (86), 
% Montgomery, Wilson. 


230 | 47 | 108 


EEE Ee er ee oe ree eaSae eos Okla. 98 .7 0673 178 30.4 | 22,547 .0717 
86 WICHITA-HUTCHINSON, Barber, Barton, Butler, Clark, Co- 


manche, Cowley, Edwards, Finney, Ford, Grant, Gray, Greeley, 
Greenwood, Hamilton, Harper, Harvey, Haskell, Hodgeman, 
Kearny, Kingman, Kiowa, Lane, McPherson (84), Marion (84), 
50 Meade, Morton, Ness, Pawnee, Pratt, Reno, Rice, Rush, Scott, b 
| Sedgwick, Seward, Stafford, Stanton, Stevens, Sumner, Wichita.| Kans. ‘ 
Beaver, Cimarron, Ellis, Harper, Texas, Woods (143), Wood- 


eee ; ; Okla. 746 .5 -5096 50 226.7 | 174,496  .5568 40 234 | 43 | 109 


” South Atlantic Arcus 
| 
| 


| 
| 
174 228 50 107 


a = 


3 


“ /WiLMINGTON pain Kent, New Castle (25), Sussex (88)..... Del. : 
Cecil (25), Md. 328 .6 -2243 116 95.2] 74,738 | .2385 93 | 227 51 106 ; 
88 BALTIMORE-' icici SALISBURY, Anne 
99 Arundel, Baltimore, Calvert, Caroline (25), (87), Carroll, Dor- 
chester, Frederick, Harford, Howard, Kent (25), (87), Queen | | 
Annes (25), (87), St. Marys, Somerset, Talbot (87), Washing- 
99 ton, Wicomico, Worcester............. eee | | 
Accomac, Lancaster (90), (92), Northumberland ( 90). baveeaeoaind Va. 
EEE PE ERR OE To SR TEE W. Va.| 1809.9 | 1.2353 18 505.9 | 429,192 1.3696 16 | 237 | 40 111 
89 CUMBERLAND, Allegany (88), ‘Garrett ( DAG etn acerecaapsie Md. 
81 Grant, Hampshire, Hardy, Mineral, Morgan, Pendleton.......) W.Va.] 189.8 -1294 151 49.2] 34,316 .1095 | 152 | 181 | 117 85 
90 WASHINGTON-F REDERICKSBURG-WINCHESTER, VA., Dis- 
trict of Columbia. : 
Charles (88), Montgomery (88), Prince Georges (88) . ' Md. | 
Arlington, Caroline (91), Clarke, Culpeper, Essex (92), Fairfax, } 
Fauquier, Frederick, King George, Loudoun, Page (91), Prince 
William, Rappahannock, Richmond (92), Shenandoah, Spot- | 
sylvania, Stafford, Warren, Westmoreland................... Va. 1635.2 | 1.1163 20 447.1 | 341,465 1.0896 19 209 | 76 93 
84 91 RICHMOND-PETERSBURG-CHARLOTTESVILLE, Albemarle, | 
Amelia, Augusta, Brunswick (92), Buckingham, Charles City, | | 
Chesterfield, Cumberland, Dinwiddie, Fluvanna, Goochland, | 
Greene, Hanover (90), Henrico, Highland, James City, King 
and Queen, King William, Louisa (90), L burg, Madi 
90), Mecklenburg, Nelson (93), New Kent, Nottoway (93), | 
_ Orange (90), Powhatan, Prince George, Rockingham, Surry 


f —_| 82), Sussex (92) cccseeeeA Vas | 783.8 | 5349 46 | 199.6 | 143,381 | .4575 54 | 183 | (114 86 
mpage" 9 OSM, 1949. 


San oie Se 


at ielie, Sur 


Before using these figures, see explanation page 80. 
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... when WTAR sells the 
Norfolk Metropolitan 
Market for You! 


because 

. . « this mighty market—Norfolk, 
Newport News, and Portsmouth, 
Virginia—with 23% of the popu- 
lation, accounts for 43° of the 
food sales in Wholesale Area #92 
. . . see City Tables this issue. 


because 
. . » WTAR delivers more listeners per dollar than any other Norfolk station, or 
combination. Check any Hooper report. 


So . + . put WTAR to work selling your food product. Watch 


sales soar and profits more so. May we tell you more? 


= 
\ 
a 
NI 


BV 


\ 


N 
SS 


SS 
Sw 


WY 
SN 


N 
8 
S 


Sos 
ws Qgv 
= 
8 aN 
\S 


Ws 
WS 
S 


S 
ASSN 
NSS 
SS 
SS 
WAHQq, 
SWGsq 


92 


93 


122 


N. B. C. AFFILIATE * 5,000 WATTS DAY AND NIGHT 
NATIONALLY REPRESENTED BY EDWARD PETRY & CO. 
ee 2 Seamer iL SAR 
a — 
South Atlantic Areas—(Continued) tive cosimates’ bn SALES MANAGEMENT. 
POPULATION FOOD STORE SALES (at Retail 
GYD estimates 1/1/49 EXD estimate, 1948 

WHOLE- LEADING WHOLESALE CITIES : —_ 

SALE and Their Counties STATE | | 

AREA Total % Rank Families} Total % Rank Rank 

(in thou- of in (in thou-| (in thou- of in Per in Quality 


sands) U.S.A.|U.S.A.| sands) | sands) U.S.A.|U.S.A.| Capita U.S.A. Index 


; {| | 


NORFOLK, Beaufort, Bertie, Camden, Carteret, Chowan, Craven, | | | | 
Currituck, Dare, Edgecombe, Gates, Greene, Halifax, Hert- 
ford, Hyde, Jones, Lenoir, Martin, Nash (101), Northampton | 
(91), Pamlico, Pasquotank, Perquimans, Pitt, Tyrrell, Wash- 
ington, Wayne, Wilson (101) isvedu : mS .| N.C. 
Elizabeth City, Gloucester, Greensville (91), Isle of Wight, 
Mathews, Middlesex (90), Nansemond, Norfolk, Northampton 
(88), Princess Anne, Southampton (91), Warwick, York.... . Va. 1410.2 -9627 26 347.5 | 196,158  .6259 35 139 143 6 

LYNCHBURG-DANVILLE, Caswell alias N.C. 
Amherst (91), Appomattox, Campbell, Charlotte, Halifax, Pitt- 
sylvania, Prince Edward. P 4 ; Va. 279.9 1912 127 63.1 33,641 | .1074 | 155 | 120 166 _& 


© SM, 1949. Before using these figures, see explanation page & 


SALES MANAGEMENT 


OVERAGE WHERE IT COUNTS MOST! 


a. IN NORTH CAROLINA! 


If you want coverage in the leading state of all 
12 Southern states east of the Mississippi—and in the 
only state on the entire Atlantic coast showing top 
retail sales gains in 1948 over 1939°—-you’ll buy the 
genuine across-the-board sales potential that is yours 


in North Carolina! 


—({ IN GREENSBORO! 


Get most for your media dollar in the rich Greens- 
boro 12-County ABC Trading Zone, the hottest major 
market in the Carolinas! . . . Over 150,000 families 
comprise this fertile super sales area which is served 
daily by the GREENSBORO NEWS and RECORD’s 
90,000-plus circulation. . . . For concentrated coverage 
that reflects results in jig-time, see Jann & Kelley about 


You'll Get Re$ult$ From the 
Green$boro 12-County Trading Zone 
Where. . . 


... 1/4 of the State’s goods are made 
.-- 1/8 of the State’s crops are raised 
... 1/6 of the State’s people live 

... 1/5 of the State’s food is bought 
.+. 1/5 of the State’s sales are made 


*Sales Management Figures 


the GREENSBORO NEWS and RECORD! 


Greensboro News and Kecord 


GREENSBORO, N. C. 
Represented by Jann & Kelley, Inc. 


South Atlantic Areas—(Continued) 


| LEADING WHOLESALE CITIES 
pom and Their Counties 


94 ROANOKE, Alleghany, Bath (91), Bedford (93), Bland, Botetourt, 


Carroll, Craig, Floyd, Franklin, Giles, Grayson, Henry, Mont- 
gomery, Patrick, Pulaski, Roanoke, Rockbridge (91), (93), 
Wythe. . . neato eens 
Greenbrier, Menres. Saaaebed 

95 WHEELING, Belmont (34), Harrison, ‘Jefferson (32), Monroe (34 
ESR SE aS rays. tr Or ey tee ; 
Brooke (32), Hancock ( 32), Marshall ( (32), Ohio, Tyler, Wetzel 
96 CLARKSBURG-FAIRMONT, Barbour, Doddridge, Gilmer, Harri- 
son, Lewis, Marion (95), Monongalia, Pocahontas, Preston, 
Randolph (89), Taylor, Tucker (89), Upshur, Webster... .. 

97 PARKERSBURG, Washington (34), (39)... cae bad adr 
Pleasants, Ritchie, Wirt, Wood. . . . 

98 CHARLESTON, Buchanan, Tazewell... . pieidenanaietcict 
Boone (99), Braxton, Calhoun, Clay, Fayette, Jackson, Kana- 
wha, McDowell, Mason (99), Mercer, Nicholas, Putnam, 
Raleigh, Roane, Summers, Wyoming 

99 HUNTINGTON-ASHLAND, Boyd, Carter, Elliott, Floyd, Greenup, 
Johnson, Lawrence, Lewis, Martin, Pike eiparaid 
Lawrence. . 

Cabell, Lincoin (98), Logan, Mingo, Wayne. . ies 
100 WILMINGTON, Bladen, Brunswick, Columbus, Cumberland, 
Duplin, Hoke (101), New Hanover, Onslow, Pender, Robeson, 
Sampson, Scotland. . 

Dillon, Horry, Marion, Marlboro... Se en rr ee 
101 | DURHAM-RALEIGH, Chatham (102), Durham, Franklin, Gran- 
ville, Harnett, Johnston, Lee, Orange, Person, Vance, Wake, 


The “SM” symbols mark original, exclu- 


POPULATION FOOD STORE SALES (at Ret 


OVD estimates 1/1/49 


W.Va.| 508.6 3471 80 122.9 68 ,339 | .2181 104 | 134 
Ohio 


W.Va.| 475.5 3246 85 128.0 | 103,160 | .3291 73 217 


W.Va.}| 401.4 .2740 100 103.0 62,203  .1985 112 | 155 
Ohio 
W.Va.] 132.5 .0903 172 38.3 | 22,843 | .0729 173 172 


W.Va.}| 872.3 -5956 40 204.3 103,654 | .3307 71 119 
Ky. 

Ohio 

W.Va.} 590.2 4028 70 136.8 | 68,974 | .2201 102 117 
N.C. | 
s.C. 636 .4 4343 60 147.5 | 62,086 | .1981 113 98 | 


N.C. 515.0 -3516 77 123.7 | 62,215 | .1985 111 121 


IN 45-03 nie bcs Hieiatda nina ccuka nas daa eminn emia emai eae 

102 | WINSTON-SALEM—GREENSBORO, Al e, Alexand 
103), Alleghany, Davidson, Davie, Forsyth, Guilford, Iredell, 
ae Randolph, Rockingham, , Rowan, Stokes, Surry, Wilkes, Yadkin. 


© SM, 1949. 


NOVEMBER 10, 1949 


in. N.C. | 833.9 | 5692) 43 | 205.9 | 114,805 3666 66 | 138 


ail) 


CyD ESTIMATE, 1948 


STATE |— ‘pee oe i 
Total | % | Rank |Families| Total | % | Rank | Rank 
(inthou- | of in (in thou-} (in thou- of in Per in 
sands) | U.S.A. | U.S.A.| sands) | sands) U.S.A.|U.S.A. Capita | U.S.A. 
: | || 
| 
Va. 


151 


127 


167 


168 


182 


164 


146 


sive estimates by SALES MANAGEMENT. 


| Quality 
Index 


63 


101 


55 


46 


Before using these figures, see explanation page 80. 


123 


eal Em 


co 


w 


® The Charlotte market includes the counties of: Anson, 
~ Burke, Cabarrus, Caldwell, Catawba, Cleveland, Gas- 
ton, Lincoln, Mecklenburg, Montgomery, Moore, 


| k h Richmond, Stanly, Union, Cherokee, Chester, Lan- 
00 al t eC caster, and York. 


e The Charlotte market has a total population of 
(; ll Hl l L () l l f 903,800; representing 216,400 families. 


e Retail food sales (1948 -SM est.) $125,488,000.00. 
NORTH CAROLINA 


MARKET 


COVER THE CHARLOTTE MARKET 7 DAYS A WEEK IN 


Che Charlotte Observer 
CHARLOTTE, NORTH CAROLINA 


The Foremost Newspaper of the Two Carolinas 


© The Charlotte Observer leads in city circulation, 


K SALES county circulation and total circulation. The Observer 
wa’ cee MANAGEMEN T's SURVEN leads in all divisions of advertising ... local... 
AND AUTOMOTIVE MARKET: national and classified! 


CURRENT NET PAID CIRCULATION IN EXCESS OF 


134,000 140,000 


DAILY SUNDAY 


South Atlantic Areas—(Continued) | Re ee TT eee 


sive estimates by SALES MANAGEMENT. 


POPULATION FOOD STORE SALES (at Retail) 


WHOLE- SM ESTIMATES 1/1/49 yD ESTIMATE, 1948 


LEADING WHOLESALE CITIES 


pom and Their Counties STATE | } | | | 
Total +// Rank Families} Total % Rank Rank | 
(in thou- of in (in thou-] (in thou- of in Per in Quality 
sands) U.S.A. U.S.A. sands) sands) U.S.A. U.S.A. Capita U.S.A. Index 
103. | CHARLOTTE, Anson, Burke, Cabarrus, Caldwell, Catawba, Cleve- | | | | | | | 
land, Gaston, Lincoln, Mecklenburg, Montgomery, Moore 
(101), Richmond, Stanly, Union. . ; N.C. 
Cherokee, Chester, Lancaster, York , S.C 903 .8 6169 39 216.4 | 125,488 .4005 63 139 143 | «6 
104 ASHEVILLE, Buncombe, Cherokee, Clay, Graham, Haywood, | 
Henderson, Jackson, McDowell, Macon, Madison, Mitchell, | 
Polk, Rutherford, Swain, Transylvania, Yancey N.C. 389 .3 2658 106 94.3] 45,559 .1454 129 117 168 55 
105 CHARLESTON, Berkeley, Charleston, Colleton, Dorchester, 
Georgetown, Williamsburg. . $s. C. 311.8 .2129 121 83.7 | 39,867 .1273 140 128 160 60 


106 COLUMBIA, Bamberg, Calhoun, Chesterfield, Clarendon, Darling- 
ton, Fairfield, Florence, Kershaw, Lee, Lexington, Newberry, 
Orangeburg, Richland, Saluda, Sumter , S.C. 620.7 4236 64 153.0 | 71,056 .2267 98 114 | #172 | & 
107 GREENVILLE-SPARTANBURG, Abbeville, Anderson, Green- 
ville, Greenwood, Laurens, McCormick, Oconee, Pickens, 
RE err er S.C. 597.7 4081 68 149.0 | 81,848  .2612 83 137 | 148 64 
108 ATLANTA-ROME-ATHENS, Banks, Barrow, Barton, Butts, Car- 
roll, Chattanooga, Cherokee, Clarke, Clayton, Cobb, Coweta, } 
Dawson, De Kalb, Douglas, Elbert, Fannin, Fayette, Floyd, 

Forsyth, Franklin, Fulton, Gilmer, Gordon, Greene, Gwinnett, 

Habersham, Halli, Haralson, Hart, Heard, Henry, Jackson, 

Jasper (111), Lamar (111), Lincoln (109), Lumpkin, Madison, 

Meriwether (112), Morgan, Newton, Oconee, Oglethorpe, Paul- | 
ding, Pickens, Pike, Polk, Putnam, Rabun, Rockdale, Spaul- 

ding, Stephens, Taliaferro, Towns, Troup (112), Union, Upson, | 
Walton, White, Wilkes Ga. 1472.0 1.0048 25 394.3 | 220,224 .7028 29 150 139 70 
109 AUGUSTA, Burke, Columbia, Emanuel, Glascock, Hancock, Jeffer- 

son (111), Jenkins, McDuffie (108), Richmond (108), Warren 
108), Washington (111) e Ga. 


Aiken, Barnwell, Edgefield . : S.C. 315.3 .2153 118 84.0! 41,733 .1331 135 132 154 62 


© SM, 1949. Before using these figures, see explanation page 80. 


124 SALES MANAGEMENT 


> Oe 


OF 


NOVEMBER 10, 1949 


Test it in FLORIOA 


SPRING FASHIONS th iS wi n fe [ 


THIS WINTER MORE $THAN 


gen tenant. 2,000,000 Visitors FRO m MOS 
«ff 71 f : 
aetna GP ALL OF THE OTHER FORTY 
GOLF AND OTHER a “BPSEVEN STATES WILL 
SPORTS EQUIPMENT /, \ SPEND FROM SEVERAL 
4 WEEKS TO SEVERAL 
BEACH APPAREL “yp, 
A MONTHS IN FLORIDA 
SUNTAN LOTIONS - THEY WILL REPRESENT 
MIDDLE INCOME TO HIGH 
COSMETICS ‘INCOME FAMILIES... THEY 


}WILL BE IN A RECEPTIVE 


BOATING EQUIPMENT BAM, noon- AND WILL HAVE THE 


FOOD PRODUCTS Quoney TO BUY. HERE 
AIS A CONCENTRATED, 


BEVERAGES To test it, and to sell it, in Flor- aR EA DY MAD E, CR 0S5- 
ida — and at lowest cost — use VAS ECT ON OQ F THE 
Florida’s three bi i dail - ai 
ITEMS g morn ng da 
TRAVEL ies. These three leading news- " ponouag STATES WHERE 
papers give you coverage in the . 
AUTOMOTIVE resort areas where most of Flor- »YOU CAN TEST YOUR 
ACCESSORIES da’s winter visitors will be con- #\ MERCHANDISE 
centrated. For more readers per a 
dollars, and more dollars per PAT LOWEST 
AND MANY OTHERS reader, use the pages of the A COST MIAMI | 
Florida Times-Union, Miami 4 4 
Herald and Tampa Tribune. ME 


FLORIDA TIMES-UNION 


Jacksonville - National Representativese Reynolds-Fitzgerald, Inc., 


ae TAMPA MORNING TRIBUNE 


G OWNAGE cn National Representatives - Sawyer-Ferguson-Walker Co. 


Htoridas Top Markets MIAMI HERAL D 


National Representatives - Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 


oo” 


125 


During October and Early November Approximately 21,000 
Daily EVENING INDEPENDENT Families 
In ST. PETERSBURG, FLORIDA 
S fb 6 N p an Average of $12,303,900.00 Annually i ny 0 

or $236,611 Weekly in.........+6+: 


During the winter months of the visitors’ season, when The Evening Independent’s families 
will reach about 31,000, this weekly figure will grow to $347,692.00. 


Facts taken from 1948 Sales Management Survey figures, using circulation figures against same. 


The Evening Prdependent or. rerenssurc. rows 


Represented Nationally by DeLISSER, |) —— Chicago @ New York @ Philadelphia @ Atlanta 


South Atlantic Areas—(Continued) sive estimates by SALES MANAGEMENT, 


POPULATION FOOD STORE SALES (at Retail) 


. CVD ESTIMATES 1/1/49 CyD ESTIMATE, 1948 
WHOLE- 


LEADING WHOLESALE CITIES 
SALE and Their Counties Stave | | 
AREA Total | % | Rank Families} Total | % Rank Rank 
(in thou- of in (in thou-| (in thou- of in Per in Quality 
sands) U.S.A. U.S.A. sands) sands) U.S.A. U.S.A. Capita U.S.A. Index 


110 =| SAVANNAH, Atkinson, Brantley (113), Bryan, Bulloch, Camden | | | | | | 
113), Candler, Chariton (113), Chatham, Clinch (113), Effing- 
ham, Evans, Glynn (113), Liberty, Long, Mcintosh, Pierce 
(113), Screven, Tattnall, Ware, Wayne................... .| Ga. 
Allendale, Beaufort, Hampton, Jasper....................... S.C. 453 .5 .3095 90 | 122.4] 68,623 .2190 103 151 138 71 
111 MACON, Appling, Bacon, Baldwin (108), Ben Hill (112), Berrien, 
Bibb (108), Bleckley, Coffee, Cook, Crawford, Crisp (112), 
Dodge (112), Dooly (112), Houston, Irwin (112), Jeff Davis, 
Johnson, Jones, Lanier, Laurens, Macon (112), Monroe (108), 
Montgomery, Peach, Pulaski, Taylor (112), Telfair, Tift, 
Toombs, Treutlen, Turner, Twiggs, Wheeler, Wilcox (112), 
Wilkinson. . . milaucic see uaks & eee nEeeenwe’ Ga. 518.4 .3539 76 135.9 | 67,625 .2158 105 130 157 61 
112 COLUMBUS-AMERICUS-ALBANY, Chambers, Lee, Russell... .. Ala. 
Baker, Calhoun, Chattahoochee, Clay, Colquitt, Dougherty, 
Early, Harris, Lee, Marion, Miller, Mitchell, Muscogee, Quit- 
man, Randolph, Schley, Stewart, Sumter, Talbot, Terrell, Web- 
ster, Worth aE SEL Ae ee a Pi eetomeed Ga. 483 .5 .3300 84 127.2 | 62,383  .1991 110 129 159 60 
113 JACKSONVILLE-ORLANDO, Alachua, Baker, Bradford, Bre- 

vard, Citrus, Clay, Columbia, Dixie, Duval, Flagler, Gadsden, 
Gilchrist, Hamilton, Indian River, Jefferson, Lafayette, Lake, 
Leon, Levy, Madison, Marion, Nassau, Orange, Osceola, Put- 
nam, St. Johns, Seminole, Sumter, Suwannee, Taylor, Union, 
Volusia, Wakulla oases , ‘ss . | Fla. 
Brooks, Decatur, Echols, Grady, Lowndes,Seminole, Thomas. | Ga. 1028 .4 .7023 36 | 293.9] 176,783 .5641 39 172 127 80 
114 MIAMI, Broward, Dade, Martin, Monroe, Okeechobee, Palm 
Beach, St. Lucie (113). 2 ae Fla. 630.8 4305 63 | 202. 
115 TAMPA, Charlotte, Collier (114), DeSoto, Glades, Hardee, Hen- 
dry, Hernando, Highlands, Hillsborough, Lee, Manatee, Pasco, - 
Pinellas, Polk, Sarasota........ ad Fla. 617.7 4213 65 194.0 | 121,929  .3891 65 197 92 9% 
116 PENSACOLA, Bay, Calhoun, Escambia, Franklin, Gulf, Holmes, | 
Jackson, Liberty, Okaloosa, Santa Rosa, Walton, Washington. .' Fla. 282.5 .1930 126 74.2 | 34,188  .1091 153 121 164 = 57 


East South Central Areas 


_ 


149,748 | .4778 52 237 40 11 


117 LEXINGTON, Bath (36), (99), Bourbon, Boyle, Breathitt, Casey, 
Clark, Clay, Clinton, Estill, Fayette, Fleming, Franklin, Gar- 
rard, Harrison (36), Jackson, Jassamine, Knott, Laurel, Lee, 
Leslie, Lincoln, McCreary, Madison, Magoffin (99), Menifee, 
Mercer, Montgomery, Morgan, Nicholas (36), Owsley, Perry, | 

Powell, Pulaski, Rockcastle, Rowan (36), (99), Russell, Scott, 


Wayne, Wolfe, Woodford. . cones cai 1 Ky. 680 .8 4648 54 167.1 | 78,943 | .2519 | 8 | 16 171 54 


= 
© SM, 1949 Before using these figures, see explanation page 8. 


126 SALES MANAGEMENT 


On October 7th The Miami 
Herald unleashed the first in a 
series of front-page exposés of 
one of the nation’s biggest and 


and civic leaders, from readers 
in many states -- all voicing their 
support of the campaign. 


Here, once again, The Miami 


Florida's Most 


Complete Newspaper 


a best-organized baby black- Herald succeeded in demonstrat- 

markets. Reaction was instan- ing the vitality of its news 

taneous. Federal, State, and City columns and the alert respon- 

lawmakers began to press for siveness of its reading audience; 

immediate legislation to outlaw -- the kind of responsiveness that MAMI -- An International Market 

this traffic in human misery. And generates selling action when 

from all over the nation came an you schedule your advertising JOHN S. KNIGHT, Publisher 

avalanche of mail -- from public in The Miami Herald, Florida’s Hp pone eee 
pars officials, from welfare agencies most widely read newspaper. Affiliated Stations -- WQAM, WQAM-FM 


| Wow 


“ 
One of 


With DadeCounty’s (Miami's immediate 
trading area) population in excess of 
500,000... you can’t look at Miami as you 
did in 1940. You gotta’ view it as a fast 
growing market, with normal, year-round 
activity...p/us a tremendous influx of 
tourists* and new home seekers. Yessir, 

iami’s grown up...and takes its place 
‘ among the Key Markets in the South! 


60 


To be sure of your quota of sales in this 
expanding, solid Key Market...get in it 
and stay in it! And, the deeper you dig 
‘ into the facts and figures, the more sure 
you are to choose WIOD to air your wares 
and services. For detailed information, 
check with our Rep... 


George P. Hollingbery Co. 


PA James M. LeGate, General Manager 
* Tourist inquiries September ‘49 


5,000 WATTS e 610 KC e NBC up more than 15% over 1948! 
(en 
MENT NOVEMBER 10, 1949 127 


118 


119 


121 


122 


123 


124 


125 


126 


127 


128 


130 


cast South Central snsesniliacnenanenate 


LEADING WHOLESALE CITIES 
and Their Counties 


LOUISVILLE, Clark, Crawford, Floyd, Harrison, Jefferson, Jen- 
nings, Ohio, Orange, Scott, Switzerland, Washington.......... 
Adair, Allen, Anderson, Barren, Breckenridge (40), Bullitt, 
Butler (40), Carroll, Christian, Cumberland, Edmonson, Gray- 
son, Green, Hardin, Hart, Henry, Jefferson, Larue, Logan, 
Marion, Meade, Metcalfe, Monroe, Nelson, Ohio (40), Oldham, 
Owen, Shelby, Simpson (122), Spencer, Taylor, Todd, Trimble, 
icc cnn dcnkindeoianeeinkneasedeadtae 

PADUCAH, Hardin (40), Johnson, Massac, Pope (40)............ 
Ballard, Caldwell (40), Calloway (123), Carlisle, Crittenden (40), 
Fulton (123), Graves (123), Hickman (123), Livingston (40), 
Lyon (40), McCracken, Marshall, Trigg...................... 

KNOXVILLE, Bell, Harlan, Knox, Letcher, Whitley 
EE Ee eee ee ee - 
Anderson, Blount, Campbell, Carter, Claiborne, Cocke, Grain- 
ger, Greene, Hamblen, Hancock, Hawkins, Jefferson, Johnson, 
Knox, Loudon, Monroe, Morgan, Roane, Scott, Sevier, Sullivan, 
oc cc ccriccatvesthensbhensencateaws 
Dickenson, Lee, Russell, Scott, Smyth, Washington, Wise 

CHATTANOOGA, DeKalb, Jackson.....................0.0005- 
Catoosa, Dade, Murray, Walker (108), Whitefield (108)... .... 
Bledsoe, Bradley, Grundy (122), Hamilton, McMinn, Marion 
(122), Meigs, Polk (120), Rhea, Sequatchie.................. 

NASHVILLE, Bedford, Cannon, Cheatham, Clay, Coffee, Cum- 
berland, Davidson, DeKalb, Dickson, Fentress, Franklin, Giles, 
Hickman, Houston, Humphreys, Jackson, Lawrence, Lewis, 
Lincoin, Macon, Marshall, Maury, Montgomery, Moore, Over- 
ton, Perry, Pickett, Putnam, Robertson, Rutherford, Smith, 
Stewart, Sumner, Trousdale, VanBuren, Warren, Wayne (123), 
ec dae ieiuneenens ; 

MEMPHIS, Clay, Craighead, Crittenden, Cross, Greene, Jack- 
son, Lawrence, Lee (131), Mississippi, Monroe (131), Phillips 
(131), Poinsett, Randolph, St. Francis (131), Woodruff (131)... 
Alcorn, Attala (129), Benton, Bolivar, Calhoun, Carroll, Chicka- 
saw, Choctaw, Clay, Coahoma, DeSoto, Grenada, Holmes, 
Humphreys, Itawamba, Lafayette, Lee, Leflore, Lowndes, Mar- 
shall, Monroe, Montgomery, Oktibbeha, Panela, Pontotoc, 
Prentiss, Quitman, Sunflower, Tallahatchie, Tate, Tippah, 
Tishomingo, Tunica, Union, Washington (130), Webster, Yalo- 
i SES. LE SKS TS Re aeRO 
Dunklin, New Madrid, Pemiscot...........................- 
Benton (122), Carroll (119), Chester, Crockett, Decatur, Dyer 
(119), Fayette, Gibson (119), Hardeman, Hardin (122), Hay- 
wood, Henderson, Henry (119), Lake, Lauderdale, McNairy, 
Madison (119), Obion (119), Shelby, Tipton, Weakley (119).... 

BIRMINGHAM, Bibb (126), Blount, Calhoun (108), Cherokee 
(108), Clay, Cleburne, Colbert (123), Cullman, Etowah, Fayette, 
Franklin (123), Greene (128), Jefferson, Lamar (123), Lauder- 
dale (123), Lawrence, Limestone (122), Madison, Marion (123), 
Marshall, Morgan, Pickens (123), Randolph, Saint Clair, 
Shelby (126), Talladega, Tuscaloosa, Walker, Winston........ 

MONTGOMERY, Autauga (126), Barbour, Bullock, Butler (126), 
Chilton, Coffee, Conecuh (126), Coosa, Covington, Crenshaw, 
Dale, Elmore, Escambia (116), (127), Geneva, Henry, Houston, 
Lowndes (126), Macon, Montgomery, Pike, Tallapoosa. . : 

SELMA, Dallas (125), Hale, Harengo (127), Perry, Wilcox (127). 

MOBILE, Baldwin, Clarke (126), Mobile, Monroe (126), Washing- 
Di ctkcehi enh Maddhecern kes KRReREs Co edaenaninndencbaeeniad 
Forrest, George, Greene, Jackson, Jones, Perry, Wayne (128). 

MERIDIAN, Choctaw (127), Sumter...................2-00e0e- 
Clarke, Jasper, Kemper, Lauderdale, Neshoba (129), Newton 
(129), Noxubee (123), Winston (123), (129).................. 

JACKSON, Copiah (130), Covington, Hinds (130), Jeff Davis, 
Lawrence, Leake, Lincoln (134), Madison, Rankin, Scott (128), 
Simpson, Smith, Yazoo (123), (130)... ............... ee ceeee 

VICKSBURG-NATCHEZ, Concordia, East Carroll, Madison (138), 
sg a as ian aa un aeusdaeel ea eee 
Adams, Claiborne, " Franklin, Issaquena (123), Jefferson, 


STATE 


Ky. 
il. 


Ky. 
Ky. 
N.C. 


Tenn. 
Va. 
Ala. 
Ga. 


Tenn. 


Tenn. 


Tenn. 


Ala. 


Ala. 
Ala. 


Ala. 
Miss. 
Ala. 


Sharkey (123), Warren 


© SM, 1949. 


Total 
(in thou- 
sands) 


1196 .4 


250.1 


1381.1 


508 .7 


990 .3 


2554 .1 


1539 .2 


636 .4 
148 .2 


514.0 


245.9 


397 .8 


POPULATION 


ESTIMATES 1/1/49 


| U- 


— 


% j= 


of | in 
S.A. S.A. 
| 
| 
8164 30 
1708 | 132 
| 
9426 27 
| 
.3473 | 79 
6757 | 37 
| 
| 
-17439 11 
0506 | 22 
A345 | 60 
1012 | 164 
-3507 78 
-1677 136 
.2713 102 
1275 | 152 


Families 
(in thou- 
sands) 


341.1 


321.0 


261.1 


701 .2 


The “‘SM” symbols mark original, exejy. 
sive estimates by SALES MANAGE Meat 


FOOD STORE SALES (at Retail 


CyD ESTIMATE, 1948 


Rank 
in 


Per 


U.S.A. U.S.A. Capita 
| 


Total % 
(in thou- of 
sands) 

186,143 | .5940 
33,293 | .1062 
| 
156 445 | .4992 
75,384 | 2405 
| 
| 
124 ,312 | .3967 
1 
313,480 |1.0003 
| 
209,128 | .6673 
69,864 | .2230 
12,824 | .0409 
74,508 | .2378 
21,731 | .0694 
42,475 | .1356 
25, 435 | 0811 


36 


156 


47 


| 101 


175 


| 168 


| 


133 


113 


148 


126 


123 


145 


107 


ss 


Pa 


“U.S.A. 


136 


153 


173 


161 


162 


149 


' 174 
184 


142 


183 


177 


149 


—... 


—— 


Quality 
Index 


4 


—— 


Before using these figures, see explanation page 80. 


————* 


The Regional-State Summary of the 1947 Census of Manufactures starts on page 72. 


— 


SALES MANAGEMENT 


The Convier-Zournal 


THE LOUISVILLE TIMES 


335.585 DAILY © 268,044 SUNDAY © REPRESENTED NATIONALLY BY THE BRANHAM CO. 


ee ee Sn ee es See ae = 


MENT B NOVEMBER 10, 1949 


ETTING the correct total in your advertising in big New Orleans 
is easy—with the famous geared combination, the morning Times- 


Picayune and evening States! 


Multiplying sales through the two is old hat with New Orleans re- 
tail advertisers, so much so that the daily Times-Picayune, for instance, 
stands second among U. S. morning papers in retail display linage car- 
ried in the first eight months of ’49, and first in department store linage. 
And you find New Orleans retailers’ further profit-minded endorsement 
of The States in , . . runaway growth of more than 2 million lines in 


States’ retail advertising since 1940! 


City Zone Families ...............187,900 
Sales Management Survey of Buying Power, May, ‘49 


aan canes & CARY, 0C.. TOOAY wac.........0nee Gee ........20e 


3 Months Ending Mar. 31, ‘49 
Milline rates as low as 1.88 M6&E...1.95 Sunday 


ew Ollecnea TIMES-PICAYUNE and STATES cae 
GEARED TO SELL THE NEW ORLEANS MARKET 


The “‘SM” symbols mark original, extl- 
West South Central Areas sive estimates by SALES MANAGEMENT. 


POPULATION FOOD STORE SALES (at Retail) 


6D ESTIMATES 1/1/49 CyD ESTIMATE, 1948 


LEADING WHOLESALE CITIES a. 
and Their Counties | | | | 


Total % Rank Families) Total % Rank 

(in thou- of in (in thou-! (in thou- of in Per 

sands) | U.S.A. U.S.A. sands) | sands) er ee Capita 

LITTLE ROCK-PINE BLUFF, Arkansas (123), Ashley (123), | 
Bradley, Calhoun, Chicot (123), Clark, Cleburne, Cleveland, 
Columbia (139), Conway, Dallas, Desha (123), Drew (123), 
Faulkner, Garland, Grant, Hot Spring, Independence (123), 
Jefferson, Lincoln (123), Lonoke, Montgomery, Nevada, New- 
ton (72), Ouachita, Perry, Pope, Prairie (123), Pulaski, Saline, 
Searcy, Stone, Union, Van Buren, White (123), Yell (132) 

FORT SMITH, Crawford, Franklin, Johnson (131), Logan (131), 
Madison (72), (73), Polk, Scott, Sebastian, Washington (73). . 
Adair (73), (141), Le Flore (142), Sequoyah (141) 

TEXARKANA, Hempstead, Howard, Lafayette (139), Little River, 
Miller (139), Pike, Sevier 
Bowie, Cass (139), Morris (139), (147). 

NEW ORLEANS, Acadia, Ascension (135), Assumption, Evange- 
line, Iberia, Iberville (135), Jefferson, Lafayette, Lafourche, 
Orleans, Plaquemines, St. Bernard, St. Charles, St. James 
(135), St. John (135), St. Landry, St. Martin, St. Mary, St. 
Tammany, Tangipahoa (135), Terrebonne, Vermilion, Wash- 


Hancock, Harrison, Lamar, Marion (128), ‘Pearl River, Pike 
(129), Stone, Walthall (129). : 

BATON ROUGE, East Baton Rouge, East Feliciana, Livingston 
(134), Pointe Coupee, St. Helena, West Baton Rouge, West | | 


Feliciana ne ees . | 


Amite (130), Wilkinson (130)........ | miss. | 247.7 | .1690 | 65.6 | 34,319 | od 


LAKE CHARLES, Allen, Beauregard, Calcasieu, Cameron, ‘Jeff | | 
_ Davis, Vernon....... fre : - | 173.9 | .1186 155 4 < 21,203 | .0676 
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17 | 122 | | 


Before using these figures, see explanation page &. 
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The Recognized Memphis Market—South’s Largest Trade Area 


$1 ,460,387,000 


TOTAL RETAIL SALES 


nn) WEAKLEY 


2 | 
! 
19.3 
er a eres one LAUDERDALE . 
> Ay. 28.7 rE sn 
( \\Q crockert PF | 
POINSETT Z40 oi 1 21.3 \. HENDERSON 
Se el ee Be © —ti 
TcRirTeNOEN ~~ Fema) tipton “© 
Af. a — a 
McNAIRY | HARDIN 
y DESOTO. 
~--~~-~ 2 | 
a1) 20.8 | 
TUNICA | ae poy fe b | Y 
~ ‘ L : BENTON \246 
a -.! | PRENTISS 
ae a | af cc 3 
| ! “L--t- 
rl, ee Tein ; \ 25-6 | * _ ITAWAMBA 
iG ; iN 20.9 42S FONTOTOC ‘ie 
- 2 / 
1 : LAFAYETTE | 240 | 19.0 
—_—— — — ceieniy ’ ° £ 
| 44 ¥ d A CALHOUN | i b 
eee YF. f__1_--1---—- 
—" - i | TALLAHATCHIE | 24.9 CHICKASAW | MONROE 
/4. 9 \ YALOBUSHA : 
Quality 
Index 
ZI.8 1 COUNTIES 
; | 19.0 q----==4 $ 
as ee LEFLORE -! S 'weester =? — 4 
i 120.8 32 ~ | g Ly ‘5 2 
a | /4.2 I 22.24 eS | 6.0 . 
SUNFLOWER | i, 3. i 2 6 =| 4uo |\ 13.7 
. | = 2,542,200 
‘3 POPULATION 
85 12.9 i | 
WASHINGTON fas , ea fa ne nanan / ATTALA 1 15 O I4.2 
ee = i] ~ 
| 
64 Black Figures... Percentage Sunday Commercial Appeal 
Coverage of Families (242,360) 
ABC Retail Trading Zone 
{All Circulation Figures Based On ABC A dit R t 
« SCRIPPS-HOWARD NEWSPAPERS March ir — udit Repor 
| = THE 
oe |THE COMMERCIAL APPEAL MEMPHIS PRESS-SCIMITAR 
MENT 


NOVEMBER 10, 1949 


131 


NO WOWER DALLAS. 
IS FOOTBALL (hAZT! 


\ cvs sit Lg ait 
TE x AS gn 


| “OKLAHOM a” "a // 


SMU-TEXAs 


PE Ee 


* Write for 
new survey 


West South Central Anew Deiat 


LEADING WHOLESALE CITIES 
and Their Counties 


ALEXANDRIA, Avoyelles, Grant, La Salle, Rapides. sue ; 

MONROE, Caldwell, Catahoula (130), Franklin (130), Lincoln, 
Morehouse (130), Ouachita, Richland (130), Union, West 
Carroll. . 

SHREVEPORT, Bienville, ‘Bossier, Caddo (133), Claiborne, De 
Soto, Jackson, Natchitoches (137), Red River, Sabine, Web- 
ster, Winn 
Harrison, Marion (133), Panola, Sabine, San Augustine, Shelby. 

TULSA, Creek (144), Mayes (73), (141), Okmulgee (141), Osage, 
Pawnee, Rogers (73), (85), Tulsa, Washington (85) 

MUSKOGEE, Cherokee (132), Haskell (132), (142), Mcintosh 
(142), Muskogee, Wagoner... .... p 

McALESTER-ADA-DURANT-HUGO, ‘Atoka, Bryan (4), Choe- 
taw, Coal, Hughes, Johnston, Latimer (132), McCurtain, 
Marshall, Pittsburg, Pontotoc, Pushmataha.... ... * 

ENID, Alfalfa (86), Garfield (86), Grant (86), Kay (86), (148), 
Major (86), Noble (144) EE ee 

OKLAHOMA CITY, Beckham, Blaine (143), Caddo, Canadian, 
Carter, Cleveland, Comanche, Cotton, Custer, Dewey, Garvin 
(142), Grady, Greer, Harmon, Jackson, Jefferson, Kingfisher 
(143), Kiowa, Lincoln, Logan, Love (142), McClain, Murray 
(142), Okfuskee, Oklahoma, Payne (140), Pottawatomie (142), 
Roger Milis, Seminole (142), Stephens, Tillman, Washita..... . 

BEAUMONT, Chambers, Hardin, Jasper, Jefferson, Liberty (146), 
Newton, Orange, Tyler ; 

HOUSTON-GALVESTON, Angelina, Austin, Brazoria, Brazos 
(149), Burleson (149), Calhoun, Colorado, De Witt, Fayette, 
Fort Bend, Galveston, Gonzales, Grimes, Harris, Jackson, 
Lavaca, Madison, Matagorda, Montgomery, Polk, San Jacinto, 
Trinity, Victoria, Walker, Waller, Washington, Wharton 
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Che Dallas Morning News 


= 


AND “FOOTBALL IN THE NEWS” IS 
THE HOTTEST NEWS IN TEXAS 


Eight major college games plus the nation’s 
third largest New Year classic in the 

Cotton Bowl seating 75,000.. that’s Dallas’ 
football menu this season! Down here 
everybody’s a fan, and The Dallas News 
satisfies voracious appetites with ‘‘Football 
in The News,” the most spectacular gridiron 
coverage ever attempted by a Southwestern 
newspaper. Put your advertising where this 
tremendous extra readership swells its value. 


Cresmer & Woodward, Inc. 
Representatives: 
New York, Chicago, 
Detroit, San Francisco, 
Los Angeles 


The “SM” symbols mark original, exclu 
sive estimates by SALES MANAGEMENT. 


POPULATION 


FOOD STORE SALES (at Retail) 
OVD estimates 1/1/49 


CyD ESTIMATE, 1948 
| 


Total % Rank Families! Total % Rank Rank 
(in thou- of in (in thou-. (in thou- of in Per in Quality 
sands) U.S.A. U.S.A. sands) sands) U.S.A. U.S.A. Capita U.S.A. Index 
165.8 | .1133| 158 | 43.6] 16,409! .0524 | 179 | | | @ 


-1682 135 65.9 


71 ,575 
85 ,591 


15 ,734 


32 ,174 


28 ,746 


283,044 .9032 206 % 


Before using these figures, see explanation page 80. 


SALES MANAGEMENT 


r 
7 
* 


on So 

if Saas 
; ont 1 rs 
oS So ert ad 
ont ae oe 
Viet Oe ~~ a OS 
' oe Ed 

ae * — 


m\\ 
\ 


i! 


.....With Continuous Merchandising 


Certainly, you'll be placing your radio schedule in the 
South’s No. 1 Market (Fort Worth-Dallas area) again 
this year... 


nal, exclu 
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1948 Food Store Sales 
Population 


Families 
When you do, WILL YOUR CONTRACT BE FILED 
AND FORGOTTEN WHEN THE INK IS DRY? 
Not, IF YOU SELECT WBAP (50,000 watts, NBC) 
(5,000 watts, ABC) TO CARRY THE BALL. 
Continuous merchandising such as the publica- 


$408,579,000 
2,042,700 


596,200* 


tion pictured on the left is a WBAP specialty. 


This monthly Merchandiser was established No- 
vember 1, 1947, and goes to 2600 grocers and 
druggists in the Fort Worth-Dallas area. 


This publication tells your dealer... by point- 
ing out your radio schedule...and by sug- 
gesting display tie-ins and other merchan- 


dising aids for more profits. 


Contact the station or Free & Peters. Place 
your schedule. Then let WBAP tell your 


dealers with CONTINUOUS Merchandising. 


*Nov. 10th “Survey of Food and Automotive Mks.” 
—Sales Management 


AM 


FM 


TV 


FREE & PETERS, INC. Exclusive National Representatives 


LEADING WHOLESALE CITIES 
and Their Counties 


DALLAS - CORSICANA - PARIS- SHERMAN - TYLER, Anderson 
(149), Camp (139), Cherokee, Collin, Cooke, Dallas, Delta, 
Denton, Ellis (149), Fannin (142), Franklin, Freestone (149), 
Grayson (142), Gregg (139), Henderson, Hopkins, Houston, 
Hunt, Kaufman, Lamar (142), Leon, Nacogdoches (139), Na- 
varro (149), Rains, Red River (133), Rockwall, Rusk (139), 


Smith, Titus, Upshur (139), Van Zandt, Wood................ 
FORT WORTH, Eastland, Erath (149), Hood (149), Jack, Johnson, 
Palo Pinto, Parker, Somervell, Stephens, Tarrant, Wise. . . 
WACO, Bosque, Coryell, Falls, Hamilton, Hill (147), Limestone | 
147), McLennan, Robertson............... aes | 
AUSTIN, Bastrop (149), Bell (149), Blanco, Burnet, Caldwell, 
Comal (151), Gillespie, Hays, Lampasas (149), Lee, Llano, 
Mason, Milam, Travis (149), Williamson (149)........... 
SAN ANTONIO, Atascosa, Bandera, Bee, Bexar, Dimmit (153), 
Edwards, Frio (153), Goliad, Guadalupe, Karnes, Kendall, 
Kerr, Kinney, La Salle (153), Live Oak, McMullen, Maverick, 
Medina, Real, Uvalde, Val Verde, Wilson, Zavala (153). 
CORPUS CHRISTI-BROWNSVILLE, Aransas, Brooks, Came- 
ton, Hidalgo, Kenedy, Kleberg, Nueces, Refugio, San Patricio, 
BU, WI isc ccwasecwscs sia dd ke aiate le SE ay ee 
LAREDO, Duval, Jim Hogg, Jim Wells, Webb, Zapata........... 
WICHITA FALLS, Archer, Baylor, Childress, Clay, Cottle, Foard, 
Hall, Hardeman, King, Knox, Montague, Throckmorton, 
CE, CHI, TUIIIN, oo ov scinesccreenecssessess : 
ABILENE, Andrews (158), Borden, Callahan, Dawson, Ector (156), 
Fisher, Gaines (158), Glasscock (156), Haskell, Howard (156), 
Jones, Martin (156), Midland (156), Mitchell, Nolan, Scurry, 


Shackelford, Stonewall, Taylor. . . 


© SM, 1949. 


NOVEMBER 


10, 1949 


STATE 


Tex. 


Tex. 


Tex. 


Tex. 


Tex. 


Tex. 


Tex. 


Total 
(in thou- 
sands) 


1537 .5 


505 .2 


264.9 


392.9 


633 .8 


447.8 
108 .1 


227.1 


312.5 


POPULATION 


OVD estimates 1/1/49 


or 
7C 


of 


Rank 
in 


Families 
(in thou- 


U.S.A. U.S.A. sands) 


1.0495 


-3448 


-1807 


-2682 


4329 


-3056 
-0739 


-1550 


.2133 


23 


81 


130 


105 


62 


91 
175 


141 


120 


113.0 


178 .0 


118.3 
26.0 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


FOOD STORE SALES (at Retail) 


CyD ESTIMATE, 1948 


Total | % | Rank | 
(in thou- of 


sands) U.S.A.| U.S.A. 


306 833 .9791 

101,748 | .3247 
48 881  .1560 
70,811 | .2259 

112,846 | .3601 
59,934 | .1912 
14,004 | .0447 
50,451 | .1610 
60,971 .1945 


| 


in 


67 


116 
182 


123 


115 


Per 
Capita 


200 


201 


178 , 


134 
130 


195 


Rank 
in 


U.S.A. | 


Quality 
Index 


93 


86 


91 


Before using these figures, see explanation page 80 
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West South Central Areas—{Continued) 


LEADING WHOLESALE CITIES 
and Their Counties 


SAN ANGELO-BROWNWOOD, Brown, Coke, Coleman, Coman- 
che (149), Concho, Crane, Crockett, Irion, Kimble, McCulloch, 
Menard, Mills (149), Reagan, Runnels (155), San Saba, 
Schleicher, Sterling, Sutton, Tom Green, Upton 

AMARILLO, Curry, DeBaca, Quay, Roosevelt 
Armstrong, Briscoe, Carson, Castro, Collingsworth, Dallam, 
Deaf Smith, Donley, Gray, Hansford, Hartley, Hemphill, 
Hutchinson, Lipscomb, Moore, Ochiltree, Oldham, Parmer, 
Potter, Randall, Roberts, Sherman, Swisher, Wheeler 

LUBBOCK, Lea 
Bailey, Cochran, Crosby, Dickens, Floyd, Garza, Hale, Hockley, 
Kent, Lamb, Lubbock, Lynn, Motley, Terry, Yoakum 

EL PASO, Graham (172), Greenlee (172) 

Catron, Chaves, Dona Ana, Eddy, Grant, Hidalgo, Lincoln, 
Luna, Otero, Sierra, Socorro 

Brewster, Culberson, El Paso, Hudspeth, Jeff Davis, Loving, 
Pecos (156), Presidio, Reeves, Terrell, Ward, Winkler... . 


Mountain Areas 


POPULATION 


6yD ESTIMATES 1/1/49 


Total o/s Rank Families 
(in thou- of in (in thou- 
sands) U.S.A. U.S.A. sands) 


160 


172 
173 


BILLINGS, Big ern, Carbon, Carter (80), Custer, Fallon, Gar- 
field, Golden Valley, Musselshell, Park (163), Powder River, 
Prairie, Rosebud, Stillwater, Sweet Grass, Treasure, Wheat- 
land, Yellowstone... . 


Big Horn (167), (168), Park (167), Yellowstone National Park. . 


GREAT FALLS-HAVRE, Blaine, Cascade, Chouteau, Fergus, 
Glacier, Hill, Judith Basin, Liberty, Petroleum, Phillips, Pon- 
dera, Teton, Toole, Valley. . 

HELENA, Broadwater, Lewis-Clark, Meagher. 

BUTTE-MISSOULA, Beaverhead (165), Deer Lodge, Gallatin 
(165), Granite, Jefferson, Lake, Madison, Mineral, Missoula, 
Powell, Ravaili, Sanders (178), Silver Bow oe 

LEWISTON, Clearwater, Idaho, Latah (178), Lewis, Nez Perce 
(178) 

Asotin, Garfield 

POCATELLO-IDAHO FALLS, Bannock, Bear Lake (174), Bing- 

ham, Bonneville, Butte, Caribou, Cassia, Clark, Custer (166), 


Fremont, Jefferson, Lemhi, Madison, Minidoka, Power, Teton. 


Lincoln (174), (175) 


BOISE-TWIN FALLS, Ada, Adams, Blaine, ‘Boise, ‘Cames, Canyon, 


Elmore, Gem, Gooding, Jerome, Lincoln, Owyhee, Payette, 
Twin Falls, Valley, Washington. ... 
Harney (179), Malheur... . 


CASPER-SHERIDAN, Campbell, Converse (168), Crook (80), 


Fremont (168), Hot Springs (168), Johnson, Natrona (168), 
Niobrara (168), Sheridan, Washakie (168), Weston (80)... ... 
DENVER, Adams, Arapahoe, Boulder, Chaffee, Cheyenne, Clear 
Creek, Denver, Douglas, Eagle, Elbert, El Paso, Gilpin, Grand, 
Jackson, Jefferson, Kit Carson, Lake, Larimer, Lincoln, Logan, 
Moffat, Morgan, Park, Phillips, Routt, Sedgwick, Summit, 
Teller, Washington, Weld, Yuma (83). . . 
Cheyenne (83), Sherman (83), Wallace (83) 
Banner (82), (83), Box Butte (82), (83), Cheyenne (82), (83), 
Dawes (81), (82), (83), Deuwel (82), (83), Garden (82), (83), 
Kimball (82), (83), Morrill (82), (83), Scotts Bluff (82), (83), 
Sheridan (82), (83), Sioux (81), (82), (83)... 


Albany, Carbon (167), Goshen (83), Laramie, Platte... 


PUEBLO, Alamosa, Archuleta, Baca, Bent, Conejos, Costilla, 
Crowley, Custer, Dolores, Fremont, Huerfano, Kiowa, La Plata, 
Las Animas, Mineral, Montezuma, Otero, Prowers, Pueblo, 
Rio Grande, Saguache, San Juan. . . 
Colfax, Harding, Rio Arriba, San Juan, Taos, Union..... 

San Juan..... 

GRAND JUNCTION, Delta, Garfield, Gunnicen, Hinsdale, Mesa, 
Montrose, Ouray, Pitkin, Rio Blanco, San Miguel... 

Grand. ee 

ALBUQUERQUE, “Apache (172), Navajo (172) oe 


Bernalillo, Guadalupe, McKinley, Mora, Sandoval, San Miguel, 


Santa Fe, Torrance, Valencia 


PHOENIX, Gila (183), Maricopa (183), Pinal (173), Yavapai ( 183) 


TUCSON, Cochise (183), Pima (183), Santa Cruz (183)... 
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The “SM” symbols mark original, 
sive estimates by SALES MANAGEMENT 


FOOD STORE SALES (at Retail) 


yD ESTIMATE, 1948 


Total % Rank Rank 
(in thou- of in Per in Quality 
sands) U.S.A. U.S.A. Capita U.S.A. Index 


15,811 


50 ,267 


27 ,957 


-1539 127 148 140 
-2466 88 211 71 
-1325 136 254 27 


Before using these figures, see explanation page 8. 


SALES MANAGEMENT 


sass, winet METROPOLITAN MARKET 
*% Retail Sales $118,802,000 
* Effective Buying Income 


$169,385,000 Sales Management Estimates, January 1, 1949 


ea G G Wil *:.'c” 

610 KC 
Owned and Operated by the NEW MEXICO BROADCASTING CO. CBS 
And in SANTA FE, State Capitol and New Mexico’s Second Major Market It’s... 


KVSF * 1000 WATTS» 1260 KC + CBS 


National Representative, Taylor-Borroff & Co., Inc. Affiliated with KGGM; operated by the SANTA FE BROADCASTING CO. 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


POPULATION FOOD STORE SALES (at Retail) 


CD ESTIMATES 1/1/49 CyD ESTIMATE, 1948 
LEADING WHOLESALE CITIES 


and Their Counties 


| | 
Total % Rank Families} Total W/ Rank Rank 
(in thou- of in (in thou- (in thou- of in Per in Quality 
sands) U.S.A. U.S.A. sands) } sands) U.S.A. U.S.A., Capita |U.S.A.| Index 


i j ‘ 26,933 | .0859 | 166 
SALT LAKE CITY, Lincoln (174), White Pine (174), (176)....... : 
Beaver, Carbon, Daggett, Davis, Duchesne, Emery, Garfield 
(174), Iron, Juab, Kane, Millard, Piute, Rich, Salt Lake (174), 
Sanpete (174), Sevier (174), Summit (174), Tooele, Uintah, 
Utah (174), Wasatch, Washington, Wayne (174) 
Sublette, Sweetwater (168), (174), Teton, Uinta (174) . 570.6 -3896 108 ,041 | .3448 
RENO, Alpine (181), Mono (181), (183)...................006-- 4 
Churchill (180), (181), Douglas (180), (181), Elko (174), (180), 
(181), Esmeralda (180), (181), Eureka (174), (180), (181), 
Humboldt (174), (180), (181), Lander (174), (180), (181), Lyon 
(180), (181), Mineral (180), (181), Nye (180), (181), Ormsby 
(180), (181), Pershing (180), (181), Storey (180), (181), Washoe 
(180), (181)..... 


fe : : : 29,007 | .0925 161 | 329 2 153 
© SM, 1949. 
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COPYRIGHT: 


. . . the contents of this November 10 issue of SALES MANAGEMENT are fully protected by copyright. 
The exclusive estimates of population, food store sales and passenger car registrations must not be repro- 


duced in printed form, in whole or in part, without written permission of SALES MANAGEMENT, INC. 


Retail food stores, during the first 8 months of 1949, 
used more space in The Deseret News than in any other 
Salt Lake daily — 


52,408 more lines than Paper “A” 
55,835 more lines than Paper “B” 
The Deseret News had a total linage gain of 27.4%, first 
8 months of 1949 over 1948, against losses by the other 
Salt Lake dailies. Advertisers are finding they get a 
better buy and better results in The Deseret News. 


Hh Se kes 
DESERET NEWS 


Serves the Mountain West—Daily & Sunday 
National Representative: Cresmer & Woodward, Inc. 
NOVEMBER 10, 1949 
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ARE YOU DELIVERING 
WHERE IT COUNTS 


ON THE PACIFIC COAST? 


136 


—_— YOUR IMPORTANT MARKETS ARE on the Pacific 
Coast, Don Lee can be depended upon to deliver the goods... because Don Lee, and only Don Lee, 
has a local network station in all of 45 important markets. Only Don Lee can sell your product to these 
14 million people where they live and spend their 15% billion dollars a year. 

Pacific Coast radio is different because of the Coast’s rugged terrain. Mountains (many over 14,000 
feet high) surround nearly every important market and make long-range broadcasting difficult and 
unreliable. A great many local network stations are necessary to reach the people where they live 
and where they spend their money. This is Don Lee coverage! 

Only Don Lee has enough stations (45) to broadcast your message from within the Coast’s 45 im- 
portant sales markets. No other Pacific Coast network has even half as many stations as Don Lee. 

Advertisers who know the Pacific Coast know that long-range broadcasting is not reliable in many 


LEWIS ALLEN WEISS, Chairman of the Board + WILLET H. BROWN, President * WARD D. INGRIM, Vice-President in Charge of Sales 


1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA * Represented Nationally by JOHN BLAIR & COMPANY 


Of 45 Major Pacific Coast Cities 


ONLY 10 3 8 24 

have stations have Don Lee have Don Lee have Don Lee 
of all 4 and 2 other and 1 other and NO other ‘ 
networks network stations network station network station 4 : ' 


: 


AA) AAA A 


AS 


. 
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ae 
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SALES MANAGEMENI 


ic of the important markets. That’s why Don Lee regularly broadcasts as many (often more) regionally- 
e, sponsored programs as the other three networks combined. 

se When you want to sell all of the important markets on the Pacific Coast, use the only network 
especially designed for the Pacific Coast: DON LEE. 


id Don Lee Stations on Parade: KRLC—LEWISTON, IDAHO 


Lewiston itself may be classified as a relatively “small town” (population 13,600) and as such could easily be over- 
looked in an overall Pacific Coast advertising campaign. But the area around Lewiston—well within easy listening 
n- distance of KRLC’s 1,000 watts—isn’t so small. The population is nearer 100,000. Bank deposits are over $70,000,000. 
Farm income runs around $67,000,000 and manufacturing income is over $20,000,000. KRLC is the only network 
station serving the localized interests of this market. This typifies the Don Lee policy of maintaining network out- 
Ly lets where the people live—where they earn and spend their money. 


i. The Nation’s Greatest R egional Network 


BROADCASTING SYSTEM 
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LEADING WHOLESALE CITIES 
and Their Counties 


SEATTLE-TACOMA, Chelan, Clallan, Grays Harbor (170), island, | 


Jefferson, King, Kitsap, Kittitas, Lewis (179), Mason, Okano- 
gan (178), Pacific (179), Pierce, San Juan, Skagit, Snohomish, 


Thurston, Whatcom, Yakima (179) 


SPOKANE, Benewah, Bonner, Boundary, Kootenai, Shoshone. ... 


Flathead, Lincoin.... : ; 
Adams (177), Douglas (177), Ferry (177), Grant (177), Lincoln 
(177), Pend Oreille (177), Spokane (177), Stevens (177), Whit- 
man... es 

PORTLAND, Baker, Benton, Clackamas, Clatsop, Columbia, Coos, 
Crook, Curry, Deschutes, Douglas, Gilliam, Grant, Hood River, 
Jackson, Jefferson, Josephine, Klamath, Lake (176), Lane, 
Lincoln, Linn, Marion, Morrow, Multnomah, Polk, Sherman, 


Ida. 


Tillamook, Umatilla, Union, Wallowa, Wasco, Washington, 


Wheeler, Yamhill 


© SM,".1949. 


Wash. 


} Mont. 


OVD estimates 11/49 


Total 


(in thou- 


sands) 


1666 .5 


POPULATION 


% Rank Families 


of in 
U.S.A. U.S.A. 


1.1377 19 


(in thou- 
sands) 


Total 
(in thou- 
sands) 


421 ,156 


97 ,981 


51,7 


The “SM” symbols mark original, exclu 
sive estimates by SALES MANAGE MENT 


FOOD STORE SALES (at Retail) 


CyD ESTIMATE, 1948 


— 
Rank 

Per in Quality 

Capita U.S.A. Index 


Before using these figures, see explanation page 80. 
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ND YOU CAN LAY TO THIS, mates: sale-ing is OATING ABOUT THE BAY AREA you find practically 


mighty smooth when you keep a weather eye on BMB. 
It proves that ABC delivers the big city markets As WELL 
As the towns outside. Long Beach is one good example; 


73% of its radio families are ABC listeners, says BMB. 


every cove is an ABC anchorage. In Oakland, for in- 
stance, BMB shows that 87% of the radio families are 
regular ABC listeners—and it’s just one of 42 Coast 
cities where ABC has 50% or better BMB penetration. 


On the coast 


you cant get away from 


ABC 


FOR COVERAGE...ABC’s booming Pacific network 
delivers 228,000 watts of power—44,500 more than the 


ee ; 


i Waa 
men a © second-place network. This power spells coverage — 
Vie # Wk ; ee 
i i \\ ABC primary service area (BMB 50% or better) covers 
96.7% of all Pacific Coast radio homes. And ABC’s 
Coast Hooper for 1948 was up 9% or better both day 
and night. 


FOR COST...a half hour on ABC’s full 22-station Pacific 

network costs only $1,228.50. Yet you can buy as few 

as 5 stations for testing or concentration. And ABC 

RUISING UP THE COAST to Vancouver, Washington, 

we find that 70% of the radio families in this busy port 
tune-in ABC regularly according to BMB. Proof again 
that ABC’s big-time programs build big audiences in 


is famous for the kind of audience-building promotion 


that helps slice the cost-per-listener. 


Whether you’re on a coast network 
or intend to be—talk to ABC 


PACIFIC NETWORK 


New York: 30 Rockefeller Plaza + CIrcle 7-5700—Detrort: 1700 Stroh Building - CHerry 8321—Cuicaco: 20 N. Wacker Drive 
DElaware 1900—Los Ancees: ABC Television Center - NOrmandy 3-3311—San Francisco: 155 Montgomery St. - EXbrook 2-6544 


smaller centers—and deliver the big cities, too. 
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.- in the Spokane Market 


FOR MORE SALES IN THE 
PACIFIC NORTHWEST 


There's more to the Pacific Northwest than just the coastal regions 
—there’s the big inland buying market which lies between the Cascade 
Mountains on the West, the Rocky Mountains on the East, the Canadian 
Selkirks on the North and the Blue Mountains of Oregon on the South. 
Composed of parts of four states and independent of coastal influence, 
the Billion Dollar Spokane Market produces and buys more than any 
strictly city market of a half million. 


Spokane Market residents—there are 23% more of them today 
than in 1939—are in the money. Sales Management's 1949 Survey of 
Buying Power. issue reports this wealthy market with a 1948 net income 
of $1,162,999,000, and total retail sales of $941,939,000. 


Here’s a market in which you'll want to “lay to it’—if you want 
more sales in the Pacific Northwest. The best way—the easiest way— 
is to give your advertising the benefit of the pulling power of The 
Spokesman-Review and Spokane Daily Chronicle. They have the domi- 


nant circulation and the readership to do the job alone. Are they on 
your list? 


NOVEMBER 10, 1949 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, Detroit, 
Los Angeles, San Francisco. Color Representatives, SUNDAY SPOKESMAN- 
REVIEW Comic Sections: Metropolitan Group. 


few] of 


FIC NO 
gnc! Rly 
at , Mes, 


Helpful Factual 
1949 Consumer 
Analysis 
Available - Now! 


Send for your copy of the 1949 Consumer 
Survey of the Spokane Market. Conducted by 
R. L. Polk & Co. this study, which is the third 
comparative report, provides live consumer statis- 
tics you will use for months to come. Address your 
request to the General Advertising Division. 


Combined Daily 
CIRCULATION 


Now Over 


150,000 
81.84% UN-duplicated — | 


j 
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The food story in the 
San Francisco Bay Area is told 
every month in our Grocery Store 
GROCERY Inventory ... It’s just one of 
INVENTORY | , ° 
le our services to advertisers. 


jp 
1 fl x 


Sen Frattocts Eactmnine 


SAN FRANCISCO EXAMINER 


Northern California's Newspaper Number One 


repress = oe ee ee ee ee we 


The “SM” symbols mark original, exclu 
sive estimates by SALES MANAGEMENT. 


POPULATION FOOD STORE SALES (at Retail) 


CYD ESTIMATES 1/1/49 GyxD ESTIMATE, 1948 
LEADING WHOLESALE CITIES ells, Zh 


and Their Counties | | 


Total % Rank Families] Total | % | Rank Rank | 
(inthou- | of in (in thou-| (inthou-| of in | Per in | Quality 
sands) | U.S.A.|U.S.A. sands) | sands) | U.S.A. “i. Capita | U.S.A.| Index 


PORTLAND— Continued 

Benton (177), Clark (177), Columbia, Cowlitz (177), Franklin, 
Klickitat, Skamania, Wahkiakum (177), Walla Walla - | 1827.5 

SACRAMENTO, Amador (181), Butte (181), Colusa (181), Eldo- 
rado (176), (181), Glenn (181), Lassen (176), (181), Modoc 
(176), (181), Nevada (176), (181), Placer (176), (181), Plumas, 
(176), (181), Sacramento (181), Shasta (181), Sierra (176), 
(181), Siskiyou (181), Sutter (181), Tehama (181), Trinity (181), 
Yolo (181), Yuba (181) 

SAN FRANCISCO, Alameda, Calaveras, Contra Costa, Del Norte, 
Humboldt, Lake (180), Marin, Mariposa (183), Mendocino, 
Merced, Monterey, Napa, San Benito, San Francisco, San 
Joaquin (180), San Luis Obispo (183), San Mateo, Santa Clara, 
Santa Cruz, Solano (180), Sonoma, Stanislaus, Tuolumne if. 1,103,797 3.5222 

FRESNO, Fresno, Kings, Madera, Tulare............. 153,306  .4892 

LOS ANGELES, Coconino (172), Mohave, Yuma... jaws 
Inyo, Kern, Los Angeles, Orange, Riverside, San Bernardino 
Santa Barbara, Ventura ers 


402 ,002 1.2828 


ee He 


202,511 .6462 


. - : Ome 


> eee 


. | 4951.0 3. 1589.2 1,556,708 4.9674 2 314 6 | 
184__| SAN DIEGO, Imperial (183), San Diego (183)...................! Calif. | 603.3 200.5 | 172,976 5520 41 287 10 | 14 


© SM, 1949. 


Before using these figures, see explanation page 80. 
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Key to the Far-Flung 
Portland WHOLESALE 
Grocery Trading Area 
Is the Rich, COMPACT 
Portland RETAIL 


Trading Zone! 


The Portland Wholesale Grocery Trading area is approximately ,350 
miles square, but its key to sales success is a compact segment about 75 
miles wide and 80 miles long—the Portland Retail Trading Zone. Here 
is made more than 44% of the retail food sales of the entire Portland 
Wholesale Grocery Trading area; here live more than 53° of all its 
families—families with incomes far above the national average. In Port- 
land, for example, family incomes average $5670 a year. 


The JOURNAL leads you straight to OREGON’S PROFIT MARKET! 


Aim your primary sales efforts in Oregon 
at the Portland Retail Trading Zone. Insure 
the full impact of your advertising through 
the proved selling power of The Journal, the 
one newspaper with a concentrated, daily 
circulation in this desirable, easily covered, 
profitable market. Consistently, The Journal 
is the year ’round choice of leading food 
advertisers, both general and retail. 


Once you have sold your product success- 
fully in the Portland Retail Trading Zone 
you will have succeeded with it in the entire 
Portland Wholesale Grocery Trading Area. 


For PROFIT, for SALES in 
Oregon...advertise in 

The JOURNAL. 

For the kind of sales facts you 
want to know about a market 
ask a Reynolds-Fitzzgerald man 


“2% The Journal leads in 
BOTH General and Retail 
FOOD lineage for 1948 

* The Journal leads with 64% more total Grocery 


Advertising (568,755 more lines of Retail and Gen- 
eral Grocery Advertising than its competitor). 


* The Journal leads with 79°/, more Retail Grocery 
Advertising (312,005 more lines than its competitor). 


* The Journal leads with 52°, more General Grocery 
Advertising (256,750 more lines than its competitor). 


The JOURNAL 


PORTLAND, OREGON 


Ss 
...- he can set Portland and meqans usiness 
Oregon’s Profit Market 


“right on your desk.” EVENINGS AND SUNDAY 


Call him today! 


MEMBER METROPOLITAN AND PACIFIC PARADE GROUPS 


Represented by REYNOLDS-FITZGERALD, Inc., New York, Philadelphia, Chicago, Detroit, Atlanta, San Francisco, Los Angeles, Seattfe 


NOVEMBER 10, 1949 


143 


Se 


~ oe ay: eae 7 antennae he gE 


THE 1205 LEADING CITY FOOD MARKETS 


ALABAMA CALIFORNIA—(Cont.) 


POPULATION FOOD STORE SALES POPULATION FOOD STORE SALES 
(at Retail) at Retail) 


‘SM } ESTIMATES 1/1/49 67D ESTIMATE yD ESTIMATES 1/1/49 GYD ESTIMATE 


1948 1948 


CITIES CITIES | 
| Fami- 
Total - | Total lies 
(in / (in | G Rank 
thou- i thou- | of in 
sands) Area sands) | Area | Area 
| 
Burlingame. ....... 19.4 16 
ee 11.6 2 
Compton. . ead 39.5 d 15 
Culver City...... ‘ 17.5 
El Centro........ 13.0 
El Monte.......... 
Eureka... .. 
*aFresno. . 
Fullerton 
Glendale. ...... 
Grass Valley....... 
Se! 
Hayward... 
Huntington Park. 
ARIZON Inglewood 
: Lodi. .. 
Long Beach..... 
— apa ’ ' * aLos Angeles 
ee , d ; ‘ Madera. 
*@Tucson.......... d , . J Martinez 
Yuma : : , : : : Marysville... . . 
~ Merced. .... ; 
ARKANSAS ae.» 
- Monrovia........ 
Monterey. . 
| ES 
AOakland 
@Ontario.... 
Oroville....... 
Oxnard....... 
Palo Alto........ 
Pasadena...... 
Petaluma.... 
Pittsburg 
Pomona. . .. 
Porterville... . . 


CALIFORNIA — 


Redondo Beach... 
Redwood City... . 
Richmond. 
@Riverside. .. 
* aSacramento 
Salinas... wad 
@San Bernardino... 
* atSan Diego. . . 
San Fernando... 
* aSan Francisco. 
4San Jose 


Anniston 
Bessemer 
* ABirmingham. .... 
Cullman... . 
Decatur... . 
Dothan .... 
Florence. . . 
@Gadsden.. 
Huntsville. ........ 
* AMobile 
* AMontgomery..... 
~ over ; 
Tuscaloosa. ....... 


aeetet SK DNNN OO | ow 
ete HF DODNNN OO $$ ow 
— = = 


— 


Blytheville. . 
El Dorado...... 
Fayetteville 
* Fort Smith 
@Helena....... 
Hot Springs. . . 
Jonesboro 
* ALittle Rock 
No. Little Rock 
*Pine Bluff. . 
*@Texarkana... 


—_— 
NNW Dh NAN 


Newer agnor NnN Go ® 


_— 
— 
= 


Sree 


Belvedere. . 
Berkeley. 
Beverly Hills 
Brawley......... 
Burbank. . 


BRNBBSRERS 


— 
nooo 


' 


ja em BewBe Swe sedan 


*Designated by U. S. D. of C. as a major food wholesaling center. @Multiple City. Metropolitan County Area. 


© SM, 1949 @New Metropolitan County Area. Before using these figures, see explanation page 80. 


tPopulation estimate does not include about 46,000 service personnel, including their 
families, on duty in the area. 
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48 
| SALES HATCH QUICKEST 
Rank 
in 
Area 
s “ 
> in this 
3 
- A 74 to 
: Fo ed HOTT 
13 
1 
30 
3 
‘HS 
4 
| 2 
5) 15 
1 23 
yr; 
4 2 
1 1 
6 6 
1 2 
9 2 
0 4 
0 8 
9 2 e , 
4 Sales ‘hatch’ best where people and 
2 2 ° 
4 buying power are concentrated. In Los Angeles 
n 1 poe ‘ 
=| i the sales ‘nest’ is the A.B.C. City Zone 
3 2 , 
| 1 which accounts for 60 per cent of the population 
p2 | 14 . 
53 2 and over 64 per cent of retail sales of the 
62 21 
78 18 entire Los Angeles city and retail trading zones. 
0 5 
25 4 
39 2 : 
2 8 And get this:—In the vital city zone the 
89 | 16 _ 
0. 3 Herald-Express reaches 45,952 more families than 
num : 
1 any other daily—its combined city and retail 
83 «2 ‘ ‘ ‘ , . 
87| 5 trading zone daily circulation leads the field, too. 
06 | 1 
39 | 2 
1 ° ° ° ° ’ 
- ‘ So here is your Number One medium in America’s 
ounty Ares third largest and richest market. 
ion page 80 
{ 
ht. ‘a a 7, 
~ ANCHOR MEDIUM ~S oJ 
x bp HERALD:EXPRESS 
g 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 
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Fairfield County's $6252 Per Family Income 7th 
Richest of Nation's 3072 Counties 


NORWALK'S PER FAMILY INCOME AVERAGES HIGHER ... . $6482 


This sort of money can buy any product. 


Norwalk and its Mid-Fairfield County trading area have buying power 


aplenty—and they push a huge 


wad of money across retail counters... 


> 2 . . ¥ M } 
averaging $4764 per family in Norwalk, No rival 
$3665 throughout the county. 
Yes, sir, you can expect Big Results in this market... and you nit ' p 
get them when you use the Norwalk Hour, which thoroughly 0 
covers this area... to a degree no combination of outside 


papers can equal. 


THE JULIUS MATHEWS SPECIAL AGENCY 


CALIFORNIA—(Cont.) COLORADO—(Cont.) 


POPULATION FOOD STORE SALES POPULATION FOOD STORE SALES 
at Retail) (at Retail) 


SM | ESTIMATES 1/1/49 YD ESTIMATE SM ) ESTIMATES 1/1/49 CD ESTIMATE 


1948 1948 


CITIES CITIES | 
Fami- Fami- 

Total lies Total - | Total lies Total 
in % Rank in in % Rank (in of Rank (in (in % 


thou- of in thou- thou- of in thou- of in thou- thou- of in 
sands) Area Area sands)! sands Area Area sands) Area Area sands) | sands) Area Area 


San Leandro 26.8 : | : 8,964 | .81) @€Colorado Springs ... 0! 4. B 17,524 | 6.60 
San Luis Obispo 14.0 : i 7,169 i * ADenver. . j : 31 109,001 41.04 
San Mateo. ... 35.0 d ‘ 14 ,324 d ee d J ‘ 2,768 3.73 
San Rafael ; 16.0 j : 9 837 ‘ Fort Collins . J ; 5 ,726 2.16 
Santa Ana ; 45.5 d : 16 ,735 r *Grand Junction... . : : : 5,707 26.50 
Santa Barbara. . . 41.0 d d 20 ,121 ‘ Greeley ; : 6,775 2.55 
Santa Cruz....... 23 .6 ‘ é 10 ,033 d *APueblo.......... d f F 18,263 24.60 
Santa Maria ‘ ‘ . ; 5 ,555 d Sterling i aaa J j ‘ 3,491 1.31 
Santa Monica... . : ‘ ‘ 28 ,068 d Trinidad . d : . 5 ,067 

Santa Rosa...... , f ‘ d 9,841 


South Gate...... ‘ . : 14 ,644 CONNECTICUT 


neo S&S =| ow — 


AStockton.... 
Taft , ‘ d j d P P Ansenia. 
Tulare rer F d , i 5 * aBridgeport 
Turlock es P : : / d Bristol. . 
Vallejo os ‘ ‘ ‘ d d Danbury... 
Ventura an ‘ ‘ } d , Derby... 
Visalia "e , : i J Greenwich........ 
Watsonville. . , ; : ; - * aHartford 
Whittier... . eS d j d : d Manchester 
Woodland a 180 i J d i d Meriden... . 

. Middletown 


COLORADO eee 


ANew Britain 


6,212 
55 ,377 
8 ,183 
11 ,084 
2 ,606 
11 ,562 
69 ,919 
6 ,857 
14 ,384 
6 ,852 
4,461 
16 ,652 
43 ,152 
12 ,594 
13 ,623 


~~ WN Owe eB Ow wo 


wetreN Owe hP Ow co 


| 169 7.5 1.99 Q 2.2 2,768 | 3.73 4 *New London....... F 
168 | 16.0 1.52 7 5.4] 5,642 2.12 6 Norwalk........... 51.5 10.23 


w 


*Designated by U.S. D. ‘of C. as a major food wholesaling | center. 
AMetropolitan County Area. @New Metropolitan County Area. Before using these figures, see explanation ~ 80. 
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| SAN FRANCISCO HAS FOUR 
GOOD DAILY NEWSPAPERS 


— BUT one San Francisco newspaper leads the other 
three dailies in city circulation, in general advertising, 
ial in retail advertising and in total display linage. 


SAN FRANCISCANS 


For five consecutive years this newspaper has fed the 
dailies in circulation in the city and county of San Francisco. 


RETAIL ADVERTISERS 


And for the past ten years this same newspaper has 
topped the other San Francisco dailies in retail linage. 


GENERAL ADVERTISERS 


This same newspaper has led the San Francisco dailies 
in general linage for the past nine years. 


ALL DISPLAY ADVERTISERS 


It is the newspaper that, for the past ten years, has 
led all the San Francisco dailies in total display linage. 


i ed 
neo f= ow 
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SAN FRANCISCO’S LEADING DAILY NEWSPAPER 


3M, 1949. 
n page 80. 
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A PREFERRED MARKET FOR ADVERTISING 


> TORRINGTON, CONN. 


Connecticut is one of the top state markets in the country . . . with a Quality of Market 
Index a close second only to New York in the entire East. Torrington's per capita and per 


family food sales top the state averages, while car registrations in the county average 912 
per 1000 families ... 11 points above the state index! 


Torrington families, with $5095 average income, have the kind of money that makes a grand 
target for advertisers . . . And they're quick to respond to advertising . . . spending an 
average of $3500 for retail goods . . . more than the average United States and Connec- 
ticut families spend. 


The Register—largest daily in Northwestern Connecticut—is the daily influence with con- 
sumers and retailers in Torrington and Litchfield County. 


TORRINGTON REGISTER 


TORRINGTON, CONN. 


Largest Daily Newspaper in Northwestern Connecticut 


CONNECTICUT—(Cont.) 


POPULATION 
yD ESTIMATES 1/1/49 
Whole 
CITIES sale 
Area Fami- 
No. | Total lies 
(in % Rank (in 
thou- of in thou- 
sands), Area Area sands) 
Norwich 12] 35.5 | 25.09] 2 | 10.2 
Stamford 15} 70.0 | 13.91 2 19.0 
Torrington 4] 32.0 4.81 4 8.7 
Wallingford 14] 17.0; 2.56 7 49 
AWaterbury 14} 110.5 16.62 2 30.1 
Willimantic 8] 14.0, 2.32 7 43 
*Dover 87) 7.0| 2.13| 2 2.3 
* AWilmington __ 87 | 127.5 | 38.80 1 36.9 


DISTRICT OF COLUMBIA 


* AWashington D.C..; 


FLORIDA 


Bradenton 
Clearwater 
Coral Gables 
Daytona Beach 
De Land 

Ft. Lauderdale 
Fort Myers 
Fort Pierce 


*Designated by U. S. D. of C. as a major food wholesaling center. 


© SM, 1949. 


90 | 873.9 | 53.44| 1 


115] 12.8 2.07 7 4.3 
115 | 17.4) 2.82 q 5.7 
1144] 15.0 2.38 5 49 
113 | 30.0) 2.92 3 10.3 
113 8.3 ) ee 2.7 
1144] 32.5) 5.15 4 10.2 
115} 17.1) 2.77 5 5.1 
11441 13.5 2.14 6 4.0 


‘| 238.8 | 227,060 


FOOD STORE SALES 


(at Retail) 
GYD ESTIMATE 
1948 
| 
Total 
(in % | Rank 
thou- of in 
sands) Area | Area 
10,707 | 28.96 | 2 
22,776 15.83 2 
8,659 5.04 4 
5,004 2.91 6 
33,726 19.64 2 
5,152 3.20 6 


2,255 | 3.02 2 


43 324 | 57.97 1 
66 .50 1 

2,955 2.42 8 
4,407 3.61 5 
6,320, 4.22, § 
7,924 4.48 3 
3,514 1.99 8 
7,383 493 4 
2,841 2.33 9 
2,628 | 1.75 6 


| 
| 
| 
| 


The Julius Mathews Special Agency, Inc. 


FLORIDA—{Cont.) 


CITIES 


Gainesville 

* a Jacksonville 
Lakeland 

* AMiami.. 
Miami Beach 
Ocala 

*@Oriando 


Panama City....... 


*Pensacola. . 
Plant City 
Sanford. . . 
Sarasota. . 

St. Augustine 
ASt. Petersburg 
Tallahassee 

* aTampa... 


West Palm Beach. . 
Winter Haven... . 


GEORGIA 


*Albany. .. 
*Athens. 
* AAtianta.... 


* AAugusta....... a} 


Brunswick 


AMetropolitan County Area. 


Whole- 


sale 
Area 


POPULATION 


6yD ESTIMATES 1/1/49 


Fami- 
Total lies 
(in % Rank (in 
thou- of in thou- 
sands) Area Area sands) ! 
17.8] 1.73| 6 | 5.4 
236.5 23.00 1 72.5 
35.5 5.75 3 10.9 
225.0 35.67 1 69 .0 
39.3 6.23 3 13.8 
1.4, #12.11 10 3.4 
59.0 5.74 2 18.7 
28.0 9.91 2 8.1 
46.9 16.60 1 13.1 
9.5) 1.54 9 2.8 
13.4 1.30 9 4.0 
17.1 2.77 6 5.7 
15.4 1.50 8 48 
100.5 16.27 2 38 .5 
24.4 2.37 4 7.4 
132.1 | 21.39 1 39.2 
46.8 7.42 2 14.9 
8 


32.7 6.76 2 9.4 
27.6 | 1.88 3 8.2 
354.4 | 24.08 1 | 104.9 
81.0 25.69 1 23.9 
30.0 6.62 2 8.6 


FOOD STORE SALES 


(at Retail 
CyD ESTIMATE 
1948 
Total 
(in % Rank 
thou- of in 
sands) Area Area 
4,197| 2.37| 5 
54,599 30.88 1 
8,823 | 7.24 3 
66,292 44.27 1 
11,818 7.89 3 
2,629 1.49 11 
14,722 8.33 2 
7,218 21.11 2 
13,738 40.18 1 
3,349 2.75 7 
3,446 1.95 9 
4,817 3.95 . 
3,953 2.24 7 
22,600 18.54 2 
4,984 2.82 4 
28,729 23.56 1 
17,734 11.84 2 
4,151 3.40 6 
7,392 | 11.85 


82 ,459 
17,839 
5,895 8.59 2 


2 
7,910 | - 3.59 2 
1 
1 


@New Metropolitan County Area. 


Before using these figures, see explanation page 80. 
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Recipe for Greater FOOD SALES... 


Peoriarea food producers know from 
20 years’ experience that WMBD is the 
key to greater sales! Big J. D. Roszell 
Co., for instance—Central Illinois’ larg- 
est dairy—is among the prominent 
Peoriarea advertisers whose long spon- 
sorship on WMBD proves it pays. 
These Roszell Sealtest dairy foods have 
been promoted daily over WMBD since 


GEORGIA—{Cont.) 


PEORIA, 


CBS Affiliate © 


ILLINOIS 


AM 


1932—17 consecutive years that have 
built WMBD’s popular noon-time news- 
cast into a tradition. 

National advertisers seeking the most 
for their money can take a tip from 
the many canny Central Illinois mer- 
chandisers who know their market, 
know their media—and pick WMBD 


year after year! 


WMBD dominates Peoriarea 


SEE 
FREE & PETERS 


5,000 watts ° FM 20,000 watts 


POPULATION FOOD STORE SALES 
(at Retail) 
ESTIMATES 1/1/49 ESTIMATE 
CYD yD esti 
Fami- 
Total lies Total 
(in % Rank (in (in % Rank 
thou- of in thou- thou- of in 
sands) Area Area sands)| sands) Area Area 
ra 
14.5| 5.66) 4 | 4.6| 2,937] 5.84] 4 
13.4 3.11 3 4.5 3 ,787 3.87 2 
21.5 12.54 2 6.1 5,580 15.65 2 
13.6 18.38 1 47 4,656 29.45 1 
8.5 11.49 2 2.8 3,098 19.59 2 
19.6 7.65 2 6.0 4 ,304 8 .56 3 
25.0 14.59 1 7.3 7 847 | 22.01 1 
16.2 6 .32 3 49 5,041 10.03 2 
38.1 1.27 4 11.6 13 ,234 2.24 3 
54.1 84 11 17.0 19 ,890 1.38 7 
35.0 1.17 5 11.0 8 ,404 1.42 6 
10.6 16 42 33 3 ,824 -26 38 
55.7 86 9 16.0 8 ,983 62 17 
34.7 54 14 11.0 11 ,866 82 12 
19.7 .30 24 5.4 6 ,275 43 23 
17.4 58 14 5.9 3 ,327 -56 18 
13.9 3.05 4 45 3,941 3.81 4 
23.0 77 9 Ta 6 ,035 1.02 12 
33.0 18.01 2 10.8 9,398 21.24 2 


IDAHO—(Cont.) 
FOOD STORE SALES 
at Retail) 
6yD ESTIMATE 
1948 
Whole- 
CITIES sale 
Area 
Total No. 
(in % Rank 
thou- of in 
sands) Area -Area 
20,568 32.97 1 Caldwell 166 
2,002 2.96 2 Coeur D’Alene 178 
3,841| 5.10, 2 *\daho Falls. 165 
5,248 2.38 5 *Lewiston. . 164 
4 ,526 2.06 7 Moscow 164 
3,681 1.67 8 Nampa. 166 
4,600 | 2.09 7 * Pocatello 165 
5,492, 2.49, 4 *Twin Falls 166 
20 ,281 | 29.99 1 
2,968 1.35 9 ILLINOIS 
3,068 4.92 3 
7 ,743 3.52 3 Alton... 69 
33,097 48.23 1 Aurora 41 
3,036 1.72 10 Belleville. ..... 69 
4,165 2.36 8 Belvidere 41 
5,320| 7.75| 3 Berwyn 41 
2,960 1.34 10 Bloomington 41 
Blue Island. 41 
Cairo 69 
Canton. . 42 
Centralia 69 
12,295 24.46 1 @Champaign 43 


AMetropolitan County Area. 


@ Multiple City. 


@New Metropolitan County Area. 
Before using these figures, see explanation page 80. 


FOR THE BENEFIT OF ALL we've tried to give you the information needed to under- 


stand the figures in the Food Store Sales Section. So if you are confused or in doubt as to 
the sources of our figures, please run through the introduction beginning on page 80, again. 


| POPULATION 
SM | ESTIMATES 1/1/49 
Whole 
CITIES sale 
Area Fami- 
No Total lies 
in Rank (in 
thou- of in thou- 
sands) Area Area sands 
*aColumbus. ..... .| 112] 77.7! 16.07! 1 22.3 
Cordele........... 11 9.2| 1.77 2 2.8 
Dalton............ 121] 18.5 3.64 2 5.0 
Decatur 108 | 23.4 1.59 6 6.5 
East Point. 108 | 22.4) 1.52 7 6.0 
Gainesville. 108 | 13.9 94 4 3.9 
Griffin. . 108 | 15.2 1.03 E 4.3 
La Grange. . 108 | 25.2 1.71 4 6.6 
* AMacon 111 | 87.0 | 16.78 1 27.4 
Marietta. . 108 | 24.5 1.66 5 7.1 
Moultrie 112 | 13.5 | 2.79 3 3.7 
*Rome. . 108 | 35.0 2.38 2 10.0 
* ASavannah 110 | 131.3 28.95 1 38.8 
Thomasville 113 | 16.2 1.58 7 4.9 
Valdosta 113} 22.9 2.23 5 6.4 
Waycross. . 110] 21.6 4.76 3 6.0 
_ West Point 108 4.2 29 «10 1.3 
IDAHO 
*Boise | 166! 37.5 14.64 1 12.51 
*Designated by U. S. D. of C. as a major food wholesaling center. 
© SM, 1949. 
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ILLINOIS—{Cont.) 


CITIES 


* aChicago 
Chicago Heights 
Cicero 

* Danville 
De Kalb 

* aDecatur 
Des Plaines 
Dixon 
Downers Grove 

@East Moline 
East St. Louis 
Edwardsville 
Elgin 
Elmhurst 
Evanston 
Forest Park 
Freeport 
Galesburg 
Granite City 
Harrisburg 
Harvey 
Highland Park 
Jacksonville 

* @ Joliet 
Kankakee 
Kewanee 
La Grange 

@L.« Salle 
Lincoin 
Macomb 
Mattoon 
Maywood 

4B Moline 
Monmouth 
Mt. Vernon 

@ Murphysboro 
Oak Park 
Olney 
Ottawa 


* Quincy 
River Forest 
4@ Rock Isiand 
* aRockford 
Salem 
* aSoringfield 
Sterling 
Streator 
Taylorville 
@Urbana 


POPULATION 
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yD ESTIMATES 1/1/49 


“Designated by U. S. D. of C. as a major wholesaling center. 


© SM, 1949. 


FOOD STORE SALES 


(at Retail) 
GYD rstimate 
1948 
| | 
Total 
(in % Rank 
thou- of in 
sands) Area Area 
| 
806,272 | 55.79 | 1 


14 ,425 
4,722 33 | 33 
19,435 21.36 2 


8,675 2 
7,241 1.23) 8 
3,691 2.88 5 
4,358 30) 34 
6,920, .48| 29 
4,733 5.20) 3 
18,700 1.29) 8 
9,197 64 16 
5,305 37 | 29 
5,992 41 26 
3,759 .26| 37 
3,274 3.60, 5 
2,844| 2.75 ¢ 
4,773 1.05 14 
6,320 44| 2 
11,096 13.67 3 
3,624 


2 844 48 21 


27,0985 1.87 5 
2,410 1 8 
5 830 40 27 
3,558 20 
3,257 23 39 
7,384 7.14) 3 
39,432 38.15 4 
2,744 19! 41 
10,852 | 34.22, 4 
2,796 19 42 
11,898 14.66 «2 
32,601 2.26) 3 
3,343 «87 «17 
25,241 27.75 1 
5,155 36 30 
5.582 .39| 28 
3,590 3.95 4 
5,885 13.30 3 


CAPSULE INFORMATION 
A summary of 1949 data by States and Regions will be found on page 68. 


ILLINOIS—{Cont.) 


POPULATION 


SM | ESTIMATES 1/1/49 


————_ 
————— 


FOOD STORE sates 
(at Retail) 


ESTIMATE 
1948 


Whole- itil 
CITIES sale es 
Area Fami- 
No Total lies Total 
(in | % | Rank) (in (in % | Rank 
thou- of in | thou- | thou- of in 
sands) | Area | Area | sands) | sands) | Area | Area 
Waukegan.........| 41] 40.4 62; 13 | 11.5] 14,138! .98| 9 
Wilmette.......... 41] 19.8 31 | 22 4.9] 6,172 43) » 
Winnetka. ........ 41] 13.2 20 34 3.1 4,803 33 | 32 
INDIANA 
@Anderson. 39] 54.5 2.53; 4 | 17.6] 15,207) 3.36) 4 
Bedford........... 39] 14.4 67 «17 4.4] 4,118 91) 8 
Bloomington. ..... 39] 25.3 1.18) 9 7.6] 7,582) 1.68! g 
Ot ......:<.8 BE Ss 43 23 2.9} 3,382 75 | 2 
Columbus......... 39] 18.5 86 | 13 6.0} 5,071 1.12! 2 
Connersville. ...... 39 | 17.9 83 14 5.4 4,281 9 17 
Crawfordsville... . . 39] 12.9 60 19 4.1 4,425 98 15 
East Chicago...... 41] 68.7. 1.06 8 17.3] 9,884 68 14 
Elkhart.......... 38] 40.1 8.63) 2 | 12.0] 11,221 10.36) 2 
Elwood........... 39} 12.3 57 | 20 3.7] 2,612 58) 23 
* aEvansville....... 40 | 129.4 16.31 1 38.9] 35,520 27.69 1 
* AFort Wayne. ..... 37 | 132.9 | 32.71 1 39.9] 36,918 | 46.90 1 
Frankfort.......... 39] 16.2 75 | 15 5.0} 5,162 1.14 2 
IE no csiveceer 41] 138.2) 2.13) 2 | 39.1] 35,797. 2.48! 2 
Goshen... ... 38] 14.4) 3.10!) 5 4.5] 3,759 3.47, 7 
Hammond ef 41] 84.8) 1.31 4 | 23.2] 23,198 1.61) 6 
Huntington........| 37] 15.7) 3.86) 2 46] 4,586 583 2 
* alndianapolis...... 39 | 448.0 20.84 1 | 139.4] 126,236 27.90 1 
Kokomo........... 39] 41.0 1.91 6 12.3] 9,918 2.19 7 
La Porte.......... 4i} 21.3 33 «20 6.4] 6,865 48 19 
*Lafayette.......... 39] 37.55 1.74, 7 | 11.3] 13,089 2.89) 5 
Lebanon... . - @1 83 40 | 24 2.8) 2,645 58) 24 
Logansport....... 39] 24.8) 1.15! 10 8.0} 6,152 1.36) 11 
Marion...........) 39] 33.1) 1.54) 8 | 10.6] 9,333, 2.06 8 
Michigan City. . . . 41} 30.9 48) 15 8.7] 11,606 80 2B 
Mishawaka. . 38] 34.0 7.31 3 9.8] 9,256 8.54 3 
* Muncie ...| 39] 60.2 2.80 3 18.7] 16,736 | 3.70 3 
New Albany. . . 118} 32.4 2.71 2 | 10.1 8,242 4.43) 2 
New Castle........J 39] 22.2) 1.03) 11 6.8] 7,307 1.61) 10 
eee oe ll 71| 16 4.7] 4,082 90 | 19 
Portland..........) 39] 8.0 37 | 25 2.7] 2,248 50 | 2 
Richmond. ........ 39] 46.5) 2.16) 5 | 14.5] 11,186 247 6 
Seymour..........} 39] 11.0 51 | 21 3.4] 3,183 70; 2 
Shelbyville........] 39] 13.4 62 | 18 4.5] 4,334 96 16 
* aSouth Bend... . 38 | 123.5 26.57 1 36.0] 36,129 33.35 1 
*aTerre Haute......| 39] 74.4 3.46 2 | 24.8] 22,205 4.91 2 
Valparaiso.........] 41] 11.0 W741 3.3] 3,831 27 % 
*Vincennes 40} 22.0 2.77 3 6.7 6,211 | 4.84, 3 
Wabash...........| 37] 12.4) 3.05, 3 3.6] 3,166 4.02 3 
Washington. ... 40} 12.3 1.55| 6 3.81 3,308 2.58 6 
IOWA 
Ames....... 67] 15.6 1.80 6 49| 5,570 | 3.02 
Atlantic. . 67] 6.4 4) 11 2.1 2,694 1.46 10 
Boone....... 67] 16.4 1.89 4 5.1 4,297; 233 5 
*Burlington 62] 36.8 17.52 1 11.9] 10,441 28.02 1 
Carroll 67] 6.7 77 10 1.9] 1,802 98 (ol 
Cedar Falls 63° 14.8 6.00, 2 4.6] 3,773, 760, 2 


AMetropolitan County Area. 
@Multiple City. 


Before using these figures, see explanation page 8. 
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@New Metropolitan Cou Area 
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Sell more grocery products 
in Chicago through the 
Chicago SUN-TIMES Food Section! 


SOSSOOEOSS LKTI TITTY 


Vv 
92% of women SUN-TIMES readers surveyed 76% of respondents clip articles, recipes 
read The Chicago SUN-TIMES Food Section. and ads from the SUN-TIMES Food Section. 


(Source: Independent Survey by Publication Research 
Service, March, 1949.) 
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\ 
Editorial linage devoted to food \ \ 
a | 


r 
; f00=== news, articles and recipes in Chi- 
Ws= => cago daily newspapers, : 
100 Mt =8=== May-Sept., 1949 X " 
==5E= | om NN 
50 My | a == =e: Poy 
Pa b= Po ms 
OF Cee hed mtb 
SUN-TIMES Tribune Her.-Amer. News 
144,893 lines 95,498 lines 78,915 lines 60,626 lines 


: ath, dh ith dh Xt. 
VY , 


yy. * * 


Pittsburgh, St. Paul, Memphis, Seattle 575,600* 
Sales Management 1948 Estimate 


SUN-TIMES 635,346 


> r % 
. Ad 
+f rae ee +f ar] 
MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY NO PREFERENCE 
3% 2% 3% 13% 43%, 25% N% 


Get complete details on moving your grocery products through the 
best-read Food Section on record in the nation—at one of the nation's 


TOTAL CIRCULATION - lowest milline rates. Call a SUN-TIMESman today! 


639,346 


Fema | 
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THE PICTURE NEWSPAPER 


Average Net Paid Daily 
(ABC Publisher's Statement, 3/31/49) 


EASTERN OFFICE . 250 PARK AVENUE, NEW YORK 17 . PLAZA 3-1103 
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SALES MANAGEMENT 
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A Clese-UW of the BIG part of Chicago 


that’s yours in the Chicago Herald-American 


The BIG Family market is yours in the Chicago volume leaders—place nearly 40% of all their food 
Herald-American. The number of persons in advertising in the Chicago Herald-American. 


Herald-American households is 17.1% larger than : ; ; 
a ioe . A quick glance at the following pertinent facts 
the average for Chicago. This means greater con- 


‘ ; ; : from a prize-winning market study by Alfred 
sumption of all goods sold for family use. aon 


Politz Research, Inc., will give you a close-up of 


This bigger-family coverage is one of the reasons the big family market that’s yours in the Chicago 


why Chicago’s four largest Grocery Chains—the big Herald-American. 


EVENING SUNDAY 


503,146 Wives in metropolitan Chicago read the 625,250 Wives in metropolitan Chicago read the 
Evening Herald-American. Sunday Herald-American. 


369,637 Husbands read the Evening Herald-American. 448,522 Husbands read the Sunday Herald-American. 


38.8% of all women 15 years of age and over in 51.3% of all women 15 years of age and over in 
metropolitan Chicago read the Evening metropolitan Chicago read the Sunday 
Herald-American. Herald-American. 


39.6% of all men 15 years of age and over in 49.6 of all men 15 years of age and over in 
metropolitan Chicago read the Evening metropolitan Chicago read the Sunday 
Herald-American. Herald-American. 


i= 


4.1 is the average of p per 4.1 is the average number of persons per 
Herald-American household —17.1% more than Herald-American household —17.1% more than 
the average for metropolitan Chicago (3.5). the average for metropolitan Chicago (3.5). 


If you could but see the 103.000 photographs of Chicago children which proud parents For a more complete breakdown of 
sent in to the Herald-American in the recently completed “Cute Kids Contest”, they Herald-American readership showing 
would show you what no cold facts and figures can—the type of handsome, healthy. age. sex, family status and employment, 
intelligent children being brought up by Herald-American readers. But the figure ask to see “Characteristics of Chicago 


alone—]03,.000—indicates how close the Herald-American is to the family scene. Herald-American Readers”. 


NATIONALLY Serer@: €eee8 F eS HEARST AOveéernrristiun eG SERVICE 
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NORTH DAKOTA 


Sven = -— «== = me -----} 
MONTANA } 
ee eee @ ae) 


SOUTH 
DAKOTA 


WYOMING 


* Wholesale Volume, $300,000,000 * Rank in Iowa 15! 
*Food Store Sales, $ 82,940,000* %*Rank in Area 15!* 


* As published in this issue of Sales Management's 


“Survey of Food and Automotive Markets” 


Sp 
Ste 
MORNING aN 
Ww 
EVENING " 
SUNDAY, X 
At 
eee Ch 
*Co 
GENERAL ADVERTISING REPRESENTATIVE De 
JANN & KELLEY, INC. El 
New York — Chicago — Detroit Er 
Les Angles — Atlanta — San Francisco Fo 
Gi 
= = mad ee =. Gr 
* 
IOWA—(Cont.) lOWA—(Cont.) ‘n 
*a 
’ La 
POPULATION FOOD STORE SALES POPULATION FOOD STORE SALES Le 
(at Retail) at Retail M 
ESTIMATES 1/1/49 ESTIMATE ESTIMATES 1/1/49 ESTIMATE M 
SM yD estims OD Eyes 
Whole- Whole- wit or 
CITIES sale CITIES sale P; 
Area Fami- Area Fami- Pj 
No. | Total lies Total No. | Total lies Total *g, 
(in % Rank (in (in // Rank in o// Rank (in in / Rank +4 
thou- of in thou- thou- of in thou- of in thou- thou- of in *4 
sands) Area Area sands)| sands) Area Area sands) Area Area sands)}| sands) Area Area 
*Di 
* atCedar Rapids 64] 73.7 | 37.22 1 23.0 | 20,314 46.52 1 lowa City... ; 64] 20.4 10.30 2 6.8 7,663 17.55 2 ©@s 
Centerville... . 65 9.5 6.99 2 3.0 3,185 12.02 2 a 62] 19.9 9.47 2 6.5 3,329 8.93 3 
Charles City. .... 66; 11.1 5.24 2 3.6 2,877 7.02 2 Marshalltown. ... . 67 | 25.2; 2.91 3 78 7,856 4.26 3 
Cherokee... , 68 8.6 1.89 4 2.6 2,785 3.36 2 *Mason City . 66 | 30.7 14.48 1 8.7 9,244 22.55 1 
‘ Clinton. anaes 61 32.2 9.12 4 9.7 9,411 11.60 4 Muscatine , 61 25.8 7.31 5 8.4 6,535 8.05 5 
9 MCounell Bluffs... . 81 46.4 6.68 2 14.1 12,358 | 8.10 2 Newton... eee 67} 16.3 1.88 5 48 3,477 1.88 6 
ADavenport........ 61 80.6 22.83 1 25.1 22,698 27.97 1 Oelwein. . 63 8.9 3.61 3 2.6 2,494 5.02 3 
x ADes Moines 67 | 185.4 21.39 1 57.9 | 53,257 28.86 1 Oskaloosa... 67} 12.6 1.45 7 4.5 3,350 1.82 7 
@Dubuque e 60 | 52.9 23.73 1 15.0 | 13,695 34.77 1 *Ottumwa ; 65 | 41.7 30.66 1 13 .0 9,700 36.60 1 
Fort Madison 62; 16.9 8.04 3 5.3 4,904 13.16 2 Shenandoah... . ; 67 8.8 1.02 8 2.7 2,750 1.49 9 
Fort Dodge 67! 27.8 3.21 2 8.5 8,015 4.34 2 * aSioux City 68 | 92.4 | 20.28 1 27.9 | 26,705 32.20 1 
*Designated by U. S. D. of C. as a major wholesaling center. 4 Metropolitan County Area. @New Metropolitan County Area. 
© SM, 1949. tReliable later estimates place Cedar Rapids population at 78,000 Before using these figures, see explanation page 80. 
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|OWA—(Cont.) 


CITIES 


Spencer 
Storm Lake 

* aWaterloo. 
Webster City 


KANSAS 


Arkansas City... . 
Atchison. ........ 
Chanute... 
* Coffeyville 
Dodge City 

E! Dorado 
Emporia... 
Fort Scott. . . 
Garden City 
Great Bend 
*Hutchinson. 
*Independence 
* aKansas City... 
Lawrence. ... 
Leavenworth... 
Manhattan 
McPherson. 
Newton 

Ottawa 

Parsons. . 
Pittsburg. ... . 
*Salina...... 


*aTopeka........ 


* aWichita 


68 
68 
63 
67 


SEf3 


TOTAL CIRCULATION NOW 
Over 108,000 Daily—Over 130,000 Sunday 


MAP AT LEFT SHOWS THE 


BEACON CIRCULATION 
AREA, WITH THE WHOLE- 
SALE TRADING AREA 
SHADED. 


ONLY ONE WICHITA NEWSPAPER 
COVERS THE ENTIRE WHOLESALE 
GROCERY TRADING AREA... 


THE BEACON 1s the only Wichita newspaper that has circulation in all of the 
47 counties included in the Wholesale Grocery Trading area, with additional 
coverage in 55 counties in Kansas, Oklahoma and Texas. 
cata on this page 


Represented by 


POPULATION 


yD ESTIMATES 1/1/49 


Total 
(in % Rank 
thou- of in 
sands) Area Area 
| | 
9.2 2.02 2 
7.6 1.67 5 
76.7 | 31.12 1 
8.1 93 9 
13.3 1.78 3 
13.4 3.41 2 
11.5 | 2.67 6 
17.8 18.03 1 
11.8 1.58 5 
12.9 1.73 4 
14.6 2.45 3 
10.7 | 2.48 7 
9.1 1.22 9 
11.4 1.53 7 
31.1 4.17 2 
12.3 12.46 2 
148.2 12.58 2 
18.0 1.53 6 
20.7 1.76 5 
13 .6 2.28 4 
8.0 1.07 10 
11.6 1.55 6 
10.7 91 7 
16.0 3.71 3 
25.4 5.89 2 
26.7 4.48 2 
87.5 14.69 1 
171.2 | 22.93 1 


Fami- 
lies 
(in 

thou- 

sands) 


FOOD STORE SALES 


at Retail) 
6yD ESTIMATE 
1948 
Total 
(in % Rank 
thou- of in 
sands) Area Area 
2,622 3.16 3 
2,421 2.92 5 
20,629 41.55 1 
2,822 | 1.53 8 
5,128 2.94 3 
4,960 7.03 2 
3,963 5.14 5 
6,493 28.91 1 
4,285 2.46 6 
4,385 2.51 5 
5,787 4.22 3 
3,996 5.19 4 
3,817 2.19 8 
3,862 2.21 7 
11,353 6.51 2 
5,118 22.79 2 
39,981 16.46 2 
6,088 2.51 3 
5,448 2.24 4 
5 ,281 3.85 4 
3,593 2.06 10 
4,488 2.57 4 
3,878 1.60 7 
4,621 6 .00 3 
7,946 10.31 2 
9,284 6.77 2 
31,885 23.25 1 
49 347 28.28 1 


*Designated by U. S. D. of C. as a major food wholesaling center. 


© SM, 1949. 


KANSAS—(Cont.) 


AMetropolitan County Area. 


Whole 
CITIES sale 
Area 
No. | Total 
(in 
thou- | 
sands) 
Winfield...........1. 86 | 10.0 
KENTUCKY 
* AAshiand........ aq 32.0 
Bowling Green 118 20.0 
Covington. .... 36 66.5 
Danville. .. 117 9.0 
Frankfort... 117 16.2 
Henderson. . . 40 21.6 
Hopkinsville 118 14.5 
* @Lexington 117 58.6 
* aLouisville. . 118 | 370.4 
Madisonville. . . 40 12.0 
Mayfield. . 119 10.6 
Maysville... .. 36 11.2 
Newport......... 36 33 .5 
Owensboro........ 40 31.9 
*Paducah..........] 119 41.0 
LOUISIANA 
* Alexandria... 137 46.2 
*@Baton Rouge 135 | 118.5 
Bogalusa 134 16.6 
Houma 134 12.0 
Lafayette. 134 28.5 
*Lake Charles 136 34.7 
*@Monroe 138 43.5 
New Iberia 134 18.5 
* ANew Orleans 134 | 573.8 
Opelousas 134 15.1 
* aShreveport 139 | 128.6 
@Muttipie City. 


oF. 

4/0 

of 
Area 


POPULATION 


yD ESTIMATES 1/1/49 


See complete factual 


‘SHANNON & ASSOCIATES, INC. 


FOOD STORE SALES 
(at Retail) 
ESTIMATE 
1948 
| | 
Fami- 
lies Total | 
| Rank| (in (in % | Rank 
in thou- thou- of in 
Area sands) | sands) Area | Area 
| | 
8 3.5| 3,746| 2.15| 9 
2 8.5 7,570 10.98 2 
3 6.2 4,731 2.54 3 
3 20.5 24 ,871 5.35 3 
3 29 3 ,227 4.09 3 
2 5.0 5,218 6.61 2 
4 6.7 5 ,006 3.90 4 
4 46 3,212 1.73 4 
1 18.0 | 21,406 | 27.12 1 
1 110.7 | 103,702 55.71 1 
7 3.8 2,821 2.20 7 
2 3.3 2,712 8.15 | 2 
12 3.5 3 ,336 72 12 
7 10.3 14 ,765 3.17 5 
2 9.5 8,690 | 6.77 2 
1 12.2 10,631 | 31.93 1 
1 13.3 6,980 42.54 1 
1 34.1 24,101 | 70.23 1 
6 49 2,951 1.43 4 
8 3.1 2,310 1.12 6 
3 7.6 2,311 1021 § 
1 9.9 6,842 32.27 1 
1 13.1 8,176 | 32.50 1 
5 5.1 2,137 1.04 8 
1 | 167.5 | 114,529 | 55.55 1 
7 3.9 2 ,252 1.09 7 
1 | 37.9] 27,906 | 38.99| 1 


The Section on Passenger-Car Registration will be found on page 192. 
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@New Metropolitan County Area. 


Before using these figures, see explanation page 80- 


e \.  —-~ WHY SETTLE FOR 
BINGHAM i oe \ He 


| ~  ““¢ \ A $100 FOOD SALE WHEN 
\,  eomerset County“ S| YOU CAN SELL $143? 


c e 7 : 

x AND \ ’ 4 

Vane “ oe \ eta 2 5 You'd have to sell 143 average U. S, cys. 

Prarklin . guowneant . ‘oy, tomers, to move the volume of food 100 

Cour . . ohio Augusta- Waterville consumers buy. And 

FARMINGTON ~ @/ while you're selling the 143, the same ad. 
\ 3 vertising in Augusta- Waterville would pro. 

duce 214 customers. You're always 439, 


Ves We @ || ahead in Augusta- Waterville. SAI 


ERCER! 


i. 


With this bonus thrown in. Augusta and | — 
Waterville are busy sales centers for a 
number of smaller, prosperous communi. | —— 
ties in the Golden Kennebec Valley sec. | MA 
tion. And we do mean prosperous, Per} = 
capita food sales throughout the entire 
wholesale grocery area are 20% above the 
national average. 


Only the Augusta Kennebec Journal and the 
Waterville Sentinel cover this market . . . com: 
pletely, intimately. In these papers your 1950 adver- 
tising pays off with a sales bonus that virtually wipes 
out cost, Anni 


‘ 
‘ 
/ i 


; *atB 

‘ BOWDOINHAM 

i; @ THE AUGUSTA-WATERVILLE FOOD MARKET ea 

/ Sagadahoc POPULATION RETAIL SALES hon 

y ‘Co- Total % Area Rank Families Total °% Area Rank Per Cap. a 

Wet”: , Augusta —-22,500 3.53 4 6,100 $6,669,000 4.06 4 — $2% "Sali 
[~~ Pe § Waterville 20,300 3.18 7 5,600 6,393,000 3.90 5 315 
| BRUNSWICK ; Combined 42,800 6.70 3 11,700 13,062,000 7.96 3 305 

| mr We're emphasizing food, but let's not overlook the ha 

™ Ca: “ss automobile index in Kennebec and Somerset Counties Ran 


AUGUSTA KENNEBEC JOURNAL....... 28 71] 
AND WATERVILLE SENTINEL .......... : 


| A.B.C. 
The Julius Mathews Special Agency, Inc. 
MAINE MAINE—(Cont.) 
POPULATION FOOD STORE SALES POPULATION | FOOD STORE SALES 
at Retail) | at Retail 
ESTIMATES 1/1/49 ESTIMATE ESTIMATES 1/1/49 ESTIMATE 
yD EVD sm SH) GYD Es 
Whole- 2 Whole- 
CITIES sale CITIES sale 
Area Fami- Area Fami- 
No. | Total lies Total No. | Total lies Total 
(in % Rank = (in (in % Rank in % Rank in (in © — Rank 
thou- of in thou- | thou- of in thou- of in thou- | thou- of in 
sands) Area Area sands)| sands) Area Area , | Sands) Area Area _ sands) | sands) Area Area 
| | — 
@Auburn 2 20.5 3.21 6 5.9 5,791 | 3.53 6 *@Lewiston. . 2 43.2 6.77! 2 11.0] 13,310 8.11 2 
_Augueta 2 22.5 3.53 4 6.1 6,669 4.06 4 * aPortland 2 86.0 13.48 1 25.6 | 30,301 | 18.46 1 
Bangor 1 34.2 11.32 1 9.6] 10,648 17.00 1 Rockland 2 9.5; 1.49) 10 2.9 3,699 | 2.25, 10 
Bath 2 13.0, 2.04 9 3.9 4,086 2.49 9 Sanford 2 18.5 | 2.90 8 5.1 5,497) 3.35; 7 
_ Biddeford. 2 1 23.0| 360) 3 | 58] 7,289) 444, 3 Waterville. .... 2 | 2.3) 3.18) 7 | 56] 6,393] 3.90) 5 
“Designated by U. S. D. of C. as a major food wholesaling center. @Muitiple City. 4 Metropolitan County Area. 
© SM, 1949. 


Before using these figures, see explanation page 80. 
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Here's IMPACT...in a Busy Food Market... 


FAMILY FOOD SALES 1,087 
S A N F 0 R D y Maine TOTAL FOOD SALES “ae ili 


Sanford is served by Maine's Greatest Weekly . . . published Thursdays, when house- 

> wives are planning big week-end food orders . . . used heavily by retailers as a local 
shopping guide . . . and by Goodall-Sanford, Inc. (Palm Beach fabrics) as plant news- 
paper ... read thoroughly by Sanford's 5000 families. 


SANFORD TRIBUNE ana avvocate SANFORD, MAINE 


MARYLAND MASSACHUSETTS 
POPULATION FOOD STORE SALES POPULATION FOOD STORE SALES 
(at Retail) (at Retail) 
ESTIMATES 1/1/49 ESTIMATE ESTIMATES 1/1/49 ESTIMATE 
OD yD esis 2D at 
Whole- , ae saute . cs 
CITIES sale CITIES sale | | | 
Area Fami- Area | Fami- 
No. | Total | lies Total | No. | Total lies Total | 
(in | &% | Rank (in in | / Rank (in Jo | Rank (in (in | % Rank 
thou- of | in thou- thou- of in thou- of in thou- thou- | of in 
sands) | Area | Area | sands) | sands) Area Area sands) | Area | Area sands) | sands) | Area ion 
| | 
Annapolis......... 88 | 15.0! 23! 6 | 44] 8,641! 2.01| 3 Arlington. ..... 7 | 45.6) 1.30! 18 | 12.1] 9,958! 1.08| 20 
*atBaltimore....... 88 | 975.0 53.87 1 286.2 | 295,348 68.81 1 Athol... .. 8 12.0 1.99 10 3.3 3,331 | 2.07 10 
Cambridge........] 88 12.6 .70 7 3.9 3 ,697 86 7 Attleboro.......... 7 25.5 73 | 29 7.5 4,597 50) 39 
*Cumberland.......] 89 46.7 | 24.60 1 13.3 | 16,364 , 47.69 1 Barnstable......... 7 8.7 25 | 43 2.6 5,882 | 64 31 
Easton. . . a F 5.0 .28 8 1.7 2 ,605 61 8 Belmont........... 7 31.0 88 | 25 8.3 7,874; 85 | 24 
“Frederick..........] 88 20.0, 1.11 3 6.0 6,729 | 1.57 4 Beverly. . 7 31.4 89 | 24 8.8 6 ,990 .75| 25 
*Hagerstown........] 88 39.4 | 2.18 2 11.9] 10,613 2.47 2 * ABoston..... 7 | 815.0 23.21 1 | 224.3 | 216,987 | 23.43/ 1 
Hyattsville......... 90 14.0 86 4 3.8 2 ,667 .78 5 *Brockton ere" 7 68.7, 1.96, 12 20.7} 20,059 | 2.17; 11 
*Salisbury.......... 88 17.4 96 4 5.3 5,500 , 1.28 5 Brookline.:........ 7 58.9 1.68 14 15.7 | 17,313 | 1.87 13 
Cambridge........ 7 1117.2) 3.34 2 33.2 | 34,832; 3.76) 3 
Chelsea........... 7 | 42.1) 1.20) 20 | 10.4] 14,200/ 1.53 | 15 
i. Chicopee Gevnarad 9 48.1 | 9.67 3 | 12.2) 7,902) 6.25/ 3 
*Designated by U. S. D. of C. as a major food wholesaling center. AMetropolitan County Area. Before using these figures, see explanation page 80. 


© SM, 1949. +Baltimore County combined with independent city of Baltimore. 


FOR THE BENEFIT OF ALL we've tried to give you the information needed to under- 


stand the figures in the Food Store Sales Section. So if you are confused or in doubt as to 
the sources of our figures, please run through the introduction beginning on page 80, again. 


Biddeford-Saco, Maine 
$1151 Family Food Sales 


. . - 33% above Maine average .. . 53% above U. S. average 
6,800 Families buying $9,897,000 of Food 


You can do a quota-busting job in this great food market with the Biddeford 
Journal . . . reaching better than 9 out of 10 families in Biddeford and Saco. 


THE BIDDEFORD JOURNAL 
BIDDEFORD, MAINE 
REPRESENTED BY THE JULIUS MATHEWS SPECIAL AGENCY INC. 
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SELL More Where They BUY More 


CLINTON MASS. FOOD SALES 50% ABOVE JU. S. PER CAPITA 


Food sales in Clinton, Mass., are really cause for than the average national consumer. 


raised eyebrows. Consider all the facts when mak- 


ing your 1950 plans. For effectiveness and economy, the Clinton Item 


rates tops as an advertising buy. This newspaper 


Clinton, 9th city in size in the Worcester wholesale alone, read in 85 of every 100 Clinton homes, can 
grocery area, is 3rd in per capita food sales, 7th in deliver this well-fed market . . . with results and 
total volume. The average person needs . . . and low costs no other medium can match! 

gets . . . $321 of food a year . . . compared with a 


NOTE: In fact, Clinton families with $5025 income 
per family are good prospects for any type of prod- 
ads in the Clinton Item buy a huge 50% more food uct, from soap to sedans, 


$214 national average. Folks responding to your 


AUTOMOBILES IN 8 OUT OF 10 FAMILIES 


THE CLINTON ITEM  cuinton. mass. 


The Julius Mathews Special Agency, Inc. 


MASSACHUSETTS—(Cont.) MASSACHUSETTS—(Cont.) 
POPULATION FOOD STORE SALES POPULATION FOOD STORE SALES 
at Retail) at Retail) 
ESTIMATES 1/1/49 ESTIMATE ESTIMATES 1/1/49 ESTIMATE 
CYD em CyD sm 
Whole- : = Whole- : 
CITIES sale CITIES sale 
Area | Fami- Area Fami- 
No. | Total | lies | Total | No. | Total lies | Total 
(in % |\Rank!| (in (in | % | Rank (in % Rank (in (in % | Rank 
thou- of | in thou- thou- of | in thou- of in thou- thou- of in 
nad, Area | Area | sands) | sands) Area | Area sands) Area Area sands) | sands) Area Area 
| | 
a | | | _ | | | 
Clinton............] 8 =) 2.17; 9 | 3.7| 4,205| 261| 7 Fitehburg..........) 8 | 44.8! 7.43! 2 | 12.7] 14,451| 8.99) 2 
Dedham........... 7 18.1 52 36 4.7 4,042 44, 40 Framingham. ...... 7 28.0| 80 28 7.3 8,082, 87, 2 
SE 7 51.2 \ 1.46 | 15 13.4 9,335 1.01) 21 ER 8 21.4| 3.55) 4 6.2 5,509 | 3.43 4 
* aFall River....... 7.11156) 3.29) 3 | 31.8| 29,824| 3.22| 7 Gloucester.........) 7 | 25.2| .72| 30 | 74] 6,563) 71 2 
*Designated by U. S. D. of C. as a major food wholesaling center. AMetropolitan County Area 


© SM, 1949. Before using these figures, see explanation page 80. 


FOR THE FIRST TIME 
Real Coverage of the New England Food Market 


Over 14,000 Circulation among Retailers and Wholesalers 


New Format s New Size 


Real News Coverage ° Real Market Coverage 


YANKEE FOOD MERCHANT 


376 Boylston St., Boston 16, Mass. Tel.: Copley 7-3486 


SALES MANAGEMENT 


= e. 


1949 NATIONAL GROCERY 
STORE PRODUCT ADVERTISERS 


Allied Chemical & Dye Company 
American Home Foods, Inc. 
The Best Foods, Inc. 

The Borden Company 
Coast Fishing Company 
Colgate-Palmolive-Peet Company 
Continental Baking Company, Inc. 
General Baking Company 
General Foods Corporation 
Charles Gulden, Inc. 
Kendall Manufacturing Company 
Kellogg Company 
Lever Brothers Company 
Modglin Company, Inc. 

The Nestle Company, Inc. 
Oakite Products, Inc. 
Pictsweet Foods, Inc. 

The Procter & Gamble Company 
Standard Brands, Inc. 
United Fruit Company 
Vacuum Foods Corporation 
Wise Potato Chip Company 


1949 LOCAL GROCERY 
STORE PRODUCT ADVERTISERS 


Colonial Provision Company 
Community Produce Company 
Durkee-Mower, Inc. 
Hathaway Bakeries, Inc. 
H. P. Hood & Sons, Inc. 

C. M. Kimball Company 
La Touraine Coffee Company 
J. W. Leavitt Company 
Mass. Development & Industrial Commission 
Orange Products, Inc. 

K. J. Quinn Company 
J. P. Squire Company 
Warren Soap Company 
Whiting Milk Company 
Winslow Chip Company 


PLUS THE NATION’S MAJOR ADVER- 
TISERS OF BEVERAGES, CONFEC- 
TIONS, TOBACCO SUPPLIES, ETC. 


NOVEMBER 10, 1949 


= Hooper ratings show conclusively 
that Station WHDH is far and away Boston’s 
best radio buy—delivering more listeners 
per dollar spent than any other Boston Sta- 
tion, every month of the year. No wonder 
more and more food and grocery product ad- 
vertisers are turning to WHDH for maximum 


selling effectiveness. 


At the left are some of the grocery advertisers 


who are already experiencing the resultful- 


ness of WHDH. 


NOW 50,000 WATTS 


BOSTON 
OWNED AND OPERATED BY 
THE BOSTON HERALD-TRAVELER 


Represented Nationally by John Blair & Co. 
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Northampton is a well balanced con- 
sumer market,—no sharp ups or downs. It 
does 47% of Hampshire County retail 
business,—with only 33% of its popula- 
tion. Total income of $34,648,000 is up 
15%,—averages $4,667 per family. 


— 
NORTHAMPTON MASS.—HAMPSHIRE GAZETTE 
FOR LOW COST TESTING 


The Gazette, — reaching 75% of the 
homes in the ABC market, will give you 
the answers on any questions you wish 
settled by a test campaign. Evenings ex- 
cept Sunday, — 12,171 circulation, and a 
minimum rate of .06 per line. 


DAILY HAMPSHIRE GAZETTE —Northampton, Mass. 


Represented By The Julius Mathews Special Agency, Inc. 


MASSACHUSETTS—(Cont.) 


POPULATION FOOD STORE SALES 
(at Retail 
ESTIMATES 1/1/49 ESTIMATE 
CD Cy ssw 
Whole-j _ = 
CITIES sale | | 
Area | Fami- 
No. | Total lies Total 
(in % Rank (in (in % | Rank 
thou- of in thou- thou- of in 


sands) Area § Area | sands)| sands) Area Area 


5.3 6,576 5.20 


Greenfield. . 9 18.0 3.62 7 5 
Haverhill. . 7 48.5 1.38 16 14.2] 13,410 1.45 18 
AHolyoke... 9 57.0 11.46 2 16.1 16,739 13.25 2 
*Lawrence 7 90.2 2.57 8 24.8 | 23,168 2.50 9 
Leominster. 8 23.7 | 3.93 3 6.5 6,071 3.78 3 
Lowell 7 | 107.5 3.06 7 28.7] 36,574 3.95 2 
Lynn.... 7 1110.0 3.13 6 33.3 | 33,084 3.57 4 
Malden 7 62.8 1.79 13 17.2] 19,693 2.13 12 
@ Marlborough 7 16.0 46 38 4.5 5,180 56 35 
Medford 7 70 .6 2.01 1 18.4 14 ,932 1.61 14 
Melrose. . 7 29.5 84 27 8.2 6 ,432 69 29 
Middleborough. ... . 7 9.7 28 42 2.9 2,703 29 +43 
Milford 8 16.0 2.65 6 4.2 3,894 2.42 8 
Natick 7 18.5 53 35 5.1 4,000 43 41 
Needham.... 7 15.2 43 39 41 5 549 60 32 


*Designated by U. S. D. of C. as a major food wholesaling center. 
© SM, 1949. 


MASSACHUSETTS—(Cont.) 


POPULATION FOOD STORE SALES 
at Retail 
ESTIMATES 1/1/49 ESTIMATE 
SM ) Cy sm 
Whole-; Se as 
CITIES sale | } | 
Area | Fami- 
No. | Total | | lies Total 
(in % |\Rank (in (in % | Rank 
thou- of in thou- thou- of in 
sands) Area | Area sands) | sands) Area Area 
* ANew Bedford 7 1114.0 3.25; 4 33.3 | 31,541 3.41 6 
Newburyport 7 14.3 Al 40 4.2 5 ,028 54, 8 
Newton. . 7 83.5 2.38 10 21.8; 22,612 2.44 10 
*North Adams 10 22.2 14.33 2 6.4 5,923 15.28 2 
Northampton 9 26.0 5.23 4 7.4 7,442 5.89 4 
Norwood 7 17.1 49 37 4.5 6,139 66 | 30 
Peabody 7 22.3 64 31 5.8 5,441 59 4 
* Pittsfield 10 55.0 35.51 1 15.1 14,668 37.85 1 
Plymouth 7 13.9 40 41 4.2 4 871 53 37 
Quincy 7 85.0 2.42 9 23.4 | 32,834 3.55 5 
Revere 7 38.1 1.08 23 9.9 6 ,792 73| @ 
Salem 7 44.1 1.26 619 12.4 13,597 1.47 W 
Somerville 7 1112.0 > 3.19 5 29.9 28,611 3.09 8 
Southbridge 8 18.1 3.00 5 4.8 5,493 3.42 5 
* aSpringfield 9 | 168.5 33.89 1 47.8 | 51,143 40.48 1 
AMetropolitan County Area. @New Metropolitan County Area. 


@Muitiple City. Before using these figures, see explanation page 80. 


> PLUS 


> SALEM EVENING NEWS 


SALEM, Mass. IDEAL MARKET FOR BRAND ADVERTISING 
»> FAMILY FOOD SALES $1124 


50°% more than the average U. S. family buys 
FAR ABOVE NEW ENGLAND, MASSACHUSETTS 
AND WHOLESALE AREA FAMILY AVERAGES 


more than a dozen close-knit communities that give Salem 
a true city zone population of 142,100... with 


$35,631,000 FOOD SALES 


Delivered by the Evening News . . . Salem's Localnews paper 


Represented by the 
Julius Mathews Special Agency, Inc. 


—_ 
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It takes a lot of FOOD 


One Newspaper 
Delivers 21% of 
This Wholesale 
Area... 


Industrial workers need plenty of 


food . . . buy big grocery orders. 


In Holyoke city zone (Holyoke, 
Chicopee and the Hadleys) more 
than 200 factories in a wide variety 
of industries provide steady work 


and high income for 30,700 families. 


These families buy $26,999,000 of 


food for their dinner tables and well 


to keep 200 factories going! 


filled lunch boxes. 


in Holyoke stores, for example, av- 


Food purchases 


erage $1046 per family . . . $295 
above the U. S. average. 


The Holyoke Transcript-Telegram 
concentrates its circulation in the city 
zone . . . enabling national adver- 
tisers and their retailers to place 
their advertising in better than 8 out 


of 10 homes every weekday evening. 


THE HOLYOKE TRANSCRIPT TELEGRAM 


Holyoke, Massachusetts 


The Julius Mathews Special Agency, Inc. 


WELL FED...WELL READ 


North Adams, Mass., a Plus Food Market with ONE Newspaper 
—Read in 100% of City Homes, 95% of City and Trading Area 


Homes! 


— 


NT 


Sales in North Adams grocery stores average a 
big 24°%/, above the national per capita . . . $53 


more per person. 


$53 is a lot of groceries . . . a plump bonus. And 
your chances of getting it are far greater in North 


Adams than in many larger markets. Here's why: 


The North Adams Transcript places your advertis- 
ing in every home in the city .. . in 95 of every 


100 homes throughout the entire market. 


This combination of plus spending and plus reader- 
ship means extra sales for you at low cost. Why not 
get the facts today from this office or the Julius 
Mathews Special Agency. 


THE NORTH ADAMS TRANSCRIPT 


NORTH ADAMS, MASS. 


BUSY RETAIL CENTER 


ne 


The Julius Mathews Special Agency 


NOVEMBER 10, 


1949 
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JOBBERS AND DEALERS WILL TELL YOU: 


TAUNTON ADVERTISING INVESTMENT 
SHOULD PARALLEL FOOD SALES 
OPPORTUNITIES 


Taunton’s family retail sales top the national area 29c of every retail dollar goes for food, in 
family average by $309, the state by $174, the Taunton only 20c. Yet Taunton families spend 
wholesale grocery area by $184. They add upto more money on other things than State and 
$3440—better than 75% of family income. National averages. 

That kind of spending is a perfect set-up for 
local advertising. Are you giving your food job- 
bers and retailers the support they deserve in 
this free-spending market? completely loyal readership that enables adver- 


The one hundred year old Taunton Gazette is 


an institution with all Taunton families ... a 


Sales Management’s Survey says, No! For ex- tisers to sell this market with big returns, dimin- 
ample: Throughout the entire wholesale grocery ishing costs. , 


TAUNTON GAZETTE raunrton, mass. 


THE JULIUS MATHEWS SPECIAL AGENCY, INC. 


cm 
MASSACHUSETTS—(Cont.) MICHIGAN—(Cont.) 
POPULATION FOOD STORE SALES POPULATION FOOD STORE SALES 
(at Retail) (at Retail) 
Fe ESTIMATES 1/1/49 ESTIMATE ESTIMATES 1/1/49 ESTIMATE 
JM mM a SM | - 
Whole- Whole- — 
CITIES sale - CITIES sale 
Area Fami- Area Fami- 
No. | Total lies Total No. | Total lies Total 
(im | % | Rank} (in (in % | Rank (in | % | Rank) (in (in Jo | Rank 
thou- of in | thou- | thou- of in thou- of in thou- | thou- of in 
sands) | Area | Area | sands)| sands) | Area | Area sands) Area | Area sands)| sands) Area Area 
| | _ | ae 
Taunton........... 7 | 40.0! 1.14! 21 11.0] 7,841 85 | 23 Escanaba..........| 51 | 166/ 8.32 3 48] 5,439 10.37) 3 
Wakefield. 7 19.5 56 34 5.2 3,529 38 42 Ferndale. . -e) 46 31.5 87 12 8.3 6 ,073 72| 6 
Waltham 7 45.9| 1.31! 17 11.9] 14,096 | 1.52) 16 *afFlint.............] 48 | 167.8 | 49.05 1 46.6 | 55,792 65.83 1 
Watertown........) 7 | 39.4) 1.12) 22 | 10.0] 13,263) 1.43/| 19 *aGrand Rapids....) 50 | 180.3 24.04, 1 | 54.8] 63,295 34.37 1 WA 
Webster. ... | 8 13.2; 2.19 8 3.6 3,760 | 2.34 9 Grosse Pointe...... 46 7.3 20, 18 18 5 ,502 65 17 
Wellesley.......... 7 | 20.0 57 | 33 5.2] 4,823 52| 38 *Hamtramek........] 46 | 54.0/ 1.48; 7 | 12.6] 12,951| 1.83; 9 y 
Westfield... .. 9 21.0 | 4.22 5 6.1 5,590 4.42 6 Highland Park..... 46 58.4 1.60 6 17.2] 18,616 | 2.20, 5 
W. Springfield. . 9 20.5 4.12 6 5.6 3,181 | 2.52 7 Holland. .......... 50 17.0| 2.27) 4 49 5,643 | 3.06| 4 r 
Weymouth......... 7 30.0 85 | 26 8.5 5,453 59 33 @iron Mountain. .... 51 13.5 | 6.77 4 3.8 3,493 | 6.66 5 
Woburn........... 7 21.0 60 32 5.1 6,816 74 «26 *tronwood.......... 52 13.9 | 12.91 1 3.8 4,852 | 13.99 1 A 
*aWorcester........) 8 | 209.4 | 34.73| 1 | 57.6] 66,230 / 41.18; 1 Ishpeming. ........ 51 | 11.3) 5.67) 5 3.2] 4,651| 8.87| 4 
7 . — *@Jackson..........) 46 | 58.6) 1.61; 5 | 18.4] 19,760, 2.34, 4 t 
MICHIGAN * AKalamazoo....... 47 58.9 | 14.98 1 18.5] 24,626 | 26.21| 1 
ALansing........... 46 90.3 2.48 2 27.5 | 32,835 | 3.89) 2 
— : Lincoin Park.......] 46 233.8; 65 14 6.0 6,779 80 | 13 
eer 35 20.6 | 1.94 5 | 6.4 5,619 | 2.42 5 *Marquette......... 51 17.0 8.53 2 48 5,911 11.27, 2 
Alma.. 49 8.5 154| 6 | 2.5] 2,738) 252 6 Midiand...........]) 49] 17.8| 3.22) 3 4.7] 4,785, 4.41) 3 WA 
ee: 49 15.1 | 2.73 4 41 4,718 | 4.35 4 I nc caceascd 35} 22.7| 2.14) 4 6.1 7,494 3.23, 3 
*Ann Arbor 46 | 38.8), 1.07) 10 | 12.9] 16,459, 1.95| 7 Mount Clemens....| 46] 18.2 50 16 5.2] 7,053 84 | 2 0 
@Battle Creek....... 47 51.9 | 13.20 2 16.3 17,859 19.01; 2 Mount Pleasant... . 49 11.5 2.08 5 3.5 3,493 | 3.22 5 
* ABay City......... 49 55.8 | 10 .08 2 15.5] 17,014 15.68, 2 * aMuskegon 50} 78.8 10.51 2 23.3 26,807 14.56 2 
@Benton Harbor..... 38 21.5 | 4.63 4 6.6 8,848 | 8.17 4 RES 38} 14.0 3.01 6 4.3 4,911 4.53) 5 
Birmingham. ...... 46 14.4 40 17 3.8 6 ,519 77 | 14 Owosso........... 48] 17.9 5.23 2 5.3 6,095 7.19) 2 a 
REE 50 12.5 1.67 5 3.7 3,358 1.82; 6 Petoskey 50 7.6 1.01 6 2.2 3,392 1.84) 5 
Coldwater......... 47 9.6 | 2.44 3 3.1 3,224 3.43 3 *Pontiac ...| 46] 80.2) 2.20 4 22.9] 32,416 | 3.84, 3 ti 
P Dearborn..........] 46 85.6 | 2.35 3 22.4] 16,897 2.00 6 Port Huron. ..... | 46) 40.2) 1.10 8 11.9] 15,196 | 1.80) 8 
*aDetroit..........] 46 |1921.0 | 52.77| 1 | 532.1] 497,958 | 58.96 1 River Rouge.......| 46] 249 68 13 6.5] 4,535, 54) 18 
*Designated by U. S. D. of C. as a major food wholesaling center. AMetropolitan County Area. @New Metropolitan County Area. = 
© SM, 1949. @Multiple City. Before using these figures, see explanation page 80. 
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700 CARS PER 1000 FAMILIES « 


No Wonder Waltham Has the Highest Quality 
of Market in Rich Middlesex County ! 


$5959 Per Family Income 
32% above U. S. Family Average 


$1185 Per Family Food Sales 


58% ABOVE U. S. FAMILY AVERAGE 


11,900 FAMILIES WITH YOUR KIND OF MONEY 


And here's quality coverage to insure your getting your full share of this $52,000,000 
retail market—the Waltham News-Tribune . 


WALTHAM NEWS-TRIBUNE, wactiam, mass. 


The Julius Mathews Special Agency, Inc. 


$4374 Per Family Retail Sales 
39%, above U. S. Family Average 


103 STATE INDEX 


. . family newspaper in 90% of the city's 


The IDEAL 
TEST MARKET 


Greatest returns from smallest 


advertising investment! 


WARE Area is truly diversified. 
Widely known as one of the 
nation's finest INDUSTRIAL, 
AGRICULTURAL, and Intellec- 


tual areas. 


WARE provides complete co- 
operation at the local level. 
Local surveys, merchandising 


aid, dealer recruitment, promo- 


tion, 


Boston 


orcester 
Springhete 


WARE AREA 
Primary Market Coverage 
(.5 mv.) 

Population: 450,393 
Radio Homes: 113,186 
Retail Sales: $437,738,683 
Food Sales: $117,001 ,233 
Automobile Registrations: 91,250 
Income: $608,993,850 
Gen. Mdse. Sales: $44,412,883 
Drug Sales: $10,285,566 


Household Furniture Sales $22,802,950 


WARE, MASSACHUSETTS 


1250 KILOCYCLES 
REGIONAL CHANNEL 
1000 POWERFUL WATTS 


Serving Central Massachusetts 


WARE is the most listened-to sta- 
tion in Central Mass. (Jan. 1949 
Noonan Survey) 


WARE is the only station ade- 
quately serving all of what is 
truly Central Mass. 


WARE produces for the people. 
FIRST in Local News (full-time 
local News Editor), sports, pub- 
lic service, productions, First in 


production of sales, too! 


Central Massachusetts from the INSIDE 


NOVEMBER 10, 1949 
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This 
CALLS FOR 


ACTION 
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“South Oakland County’s Only Daily Newspaper.” 


$6920 Family Income ° $5626 Family Retail Sales 


Food Sales: $339 Per Capita... 58% Above U.S. Average 
Car Registrations (Oakland Co.) 1190 per 1000 Families 


After these figures, what more is there to say . . . except that Royal Oak fam. 
ilies lean heavily toward local news and local advertisements . . . 8 out of 10 
families inviting The Daily Tribune into their homes daily. 


THE DAILY TRIBUNE nova oan, mich. 999 “UR 


The Julius Mathews Special Agency Inc, 


MICHIGAN—(Conr.) MINNESOTA—(Cont.) 
POPULATION FOOD STORE SALES POPULATION FOOD STORE SALES 
(at Retail) (at Retail) 
ESTIMATES 1/1/49 ESTIMATE ESTIMATES 1/1/49 ESTIMATE 
CD Cy estims EXD 
Whole- —— = — Whole- = a 
CITIES sale | | | CITIES sale | | 
Area Fami- Area Fami- | 
No. | Total lies | Total | No. | Total lies | Total | 
(in % Rank = (in (in % Rank (in % Rank| (in (in % | Rank 
thou- of in | thou- | thou- of in thou- of | in | thou- | thou- of | in 
sands), Area | Area sands)| sands) | Area | Area sands) | Area | Area | sands) | sands) Area Area 
| 
! | | 
Royal Oak 46| 36.5| 1.00| 11 9.8] 12,370! 1.46| 10 Red Wing | 58] 11.6 50/ 1 | 3.5] 2,988 | 62 | . 
* aSaginaw 49 | 99.6 18.00 1 28.4 | 20,786 | 19.16 1 Rochester. . . 59} 35.4 15.19; 1 10.1 6 ,964 | 18.31} 2 
Sault Ste. Marie 51] 17.3 8.68 1 46 6,700 | 12.78 1 South St. Paul 58] 17.6 77 6 48 3,892; 80 7 
@St. Joseph 38} 11.6 2.50 7 3.7 4,149 | 3.83 6 eee 58} 31.1 1.35 4 8.1 7,313 | 1.51 4 
Traverse City... 50; 19.8 2.64 3 6.0 6,029 | 3.27 3 * ASt. Paul.......... 58 | 347.0 15.10 2 | 102.8 | 110,305 | 22.74) 2 
Wyandotte........ 46} 40.2 1.10 9 10.3] 10,216 1.21; 11 Thief River Falls...]| 57 78 1.04 8 2.2 2,051 | 1.37) 8 
are 46 | 18.4 51 15 5.9 6 ,002 71 16 Ee 57] 13.4, 1.79 6 4.0 5,270 3.51 4 
Willmar........... 58} 10.0 4 «14 3.0 2,681 55 1 
*Winona...........) 59] 28.0 | 12.02 3 8.3 7,444 | 19.58 1 
MINNESOTA Worthington.......] 78] 8.2| 2.20| 5 24) 2,019; 3.00 5 
Albert Lea se] 17.1 .74| 7 | 49) 4,538, 94) 6 MISSISSIPPI 
Austin 59 | 29.6 12.70 2 8.2 6,772 | 17.81 3 —— ——— —— 
Bemidji 57] 14.3) 1.91 Si 62 3,279 | 2.18 7 SE | 134 36.5 2.44 2 10.6 4,816 | 2.34; 3 
Brainerd 571 16.6 2.22 4 | 427 4,345 | 2.89 5 Clarksdale.........] 123 | 18.8 74 5 6.1 3,467. 1.11 6 
* aADuluth 57 | 110.5 14.79 1 32.8 | 35,366 | 23.56 1 Columbus......... 123 | 18.0 .70 8 5.8 3,288 1.05, 7 
Fairmont 58 9.7 42) 15 2.9 2,407 50 | 13 Greenwood........] 123] 19.9 .78 4 6.2 4,948 1.58) 4 
Faribault 58} 16.1 .70 8 4.7 1,744 36 | 16 Greenville.........] 123 |] 33.4) 1.31 3 10.8 6,529 2.08 3 
Fergus Falls 58} 13.5 59; 9 3.9 2,875 59 g @Gulfport...........] 134] 22.5) 1.51 4 6.7 §,577 | 2.70; 2 
Hibbing 67} 19.6 2.62 3 5.5 6,312 | 4.20 3 Hattiesburg........ 127} 38.2) 7.43 2 12.8 7,276 | 9.77; 2 
@ Mankato 58} 21.0 91 5 6.1 5,737 | 1.18 5 *aJackson..........| 129] 94.4 | 23.73; 1 27.3] 17,177 40.44 1 
* aMinneapolis 58 | 550.4 | 23.95 1 | 174.1 | 181,407 | 37.39 1 BRIE vp.newwncasia 127] 38.0| 7.39' 3 10.1 5,967 | 8.01 3 
Montevideo 58 6.9 30, 16 1.9 2,100 43 15 *@Meridian......... 128} 49.5 | 20.13; 1 15.7} 10,066 | 46.32 1 
Moorhead 75] 1440 681; 2 4.1 3,553 8.18 2 *Natchez........... 130 | 24.0 12.85 2 8.1 5,212 20.49; 2 
New Ulm.. 58 | 10.4 45 13 3.1 2 ,488 51 | 12 WI cacsscdaace 123} 12.5 49 10 4.0 2,492 739, 
Owatonna 580} 11.2 49 12 3.4 2,213 46 14 *Vicksburg.........] 130] 33.0 17.68 1 11.4 8,161 32.09 1 
*Designated by U. S. D. of C. as a major food wholesaling center . AMetropolitan County Area. @New Metropolitan County Area. 
© SM, 1949. @ Multiple _ Before using these figures, see explanation page 80. 


1,205 CITIES BY POPULATION GROUPS [City Rankings & Group Totals) 


The 1,205 cities listed in SALES MANAGEMENT'S Each of these cities is listed and ranked on 27 elec- 


1949 Survey of Buying Power have been sorted by trically-typed I.B.M. sheets, size 11” by 15”. The 
the Econometric Institute and the International Busi- price of the complete set of ranking sheets including 
ness Machines Corporation into 8 population groups. all of the factors mentioned above is $25.00. Orders 


Totals for each of these groups, and rankings of all 
cities within each group, are available on population, 
families, retail sales, Effective Buying Income and Orders may be sent directly to the Econometric Insti- 


Per Capita Income. 


will be filled and billed by the Econometric Institute, 
21 East 63rd Street, New York 21, N. Y. 


tute at the above address or to— 


Aenean, OWGS J 386 Fourth Avenue, New York 16, N. Y. 


—— 
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Talis Sagem anes Conan 
. 

South Dakota 


Mouton 


have Sunday newspapers with 
vo" larger circulations than the 
veone NEW YORK 

e @PHnADELPHIA 


anne - Minneapolis Sunday Tribune 
591,250 oS 


Minneapolis Star 2x2 Tribune 


EVENING MORNING and SUNDAY 
MORE THAN 590,000 SUNDAY e 470,000 DAILY 


John Cowies, President 


NOVEMBER 10, 1949 165 
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For MORE Food Sales 


At LOWER Cost... 


Sell Hardest in The 8 Central Counties 
Adjoining St. Louis Which Have 


ONLY... 

12.6% of the land area* 
BUT... 

48.0% of the population** 
AND... 


69.0% of the retail food sales!** 
(The remaining 31% spread over 33,818 


square miles of 59 other counties.) 


It pays to advertise where high-purchasing power customers are most 
easily reached. Salesmen make more calls; spend less time and money 
traveling. Advertising concentration pays off in store counter results. 
More than two-thirds of the annual retail grocery sales in the 67-county 
St. Louis wholesale grocery area come from only 8 counties. Over 80% 
of St. Louis Star-Times circulation is likewise concentrated in these 8 
counties which correspond closely to the Audit Bureau of Circulations 
St. Louis Retail Trading Zone. 


For MORE Food Sales At LOWER Cost Concentrate With 


THE ST. LOUIS STAR-TIMES 


a St. Lovis ABC Retail Trading Zone 


(All or parts of Franklin, Jefferson, St. Charles and St. Louis Counties, 
Missouri.; Jersey, Madison, Monroe and St. Clair Counties, Illincis.) 


MISSOURI 


CITIES 


Cape Girardeau. . 


Carthage 
Clayton 
Columbia 
Hannibal 
Independence 
Jefferson City 

* Joplin 

* aKansas City 
Kirksville 


* Designated by U. S. D. of C. as a major food wholesaling center. 
© SM, 1949. 
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Whole- 
sale 
Area 
No. | Total 
(in % 
thou- of 
sands) Area 


| 

69 | 23.0 77 
73] 15.2 3.53 
69 | 16.0 53 
69 | 25.0 83 


45} 22.0 13.85 
71 25.0 2.12 
69 | 26.0 87 
73 | 46.8 10.85 
71 | 453.0 38.46 
45° 13.4 8.43 


POPULATION 


yD ESTIMATES 1/1/49 


Fami- 

lies 

Rank | (in 
in thou- 
Area sands) 
10 6.5 
4 48 
15 3.2 
8 8.5 
2 7.2 
3 8.1 
7 7.7 
1 15.7 
1 152.9 
3 49 


St. Lovis Wholesale Grocery Area (U. S. Dept. Commerce) 


FOOD STORE SALES 
(at Retail) 


6yD ESTIMATE 
1948 


| 


Total 
(in / Rank 
thou- of in 
sands) Area Area 
| | 
5 442 92 13 
3,943 5.12 6 
11,986 2.03 4 
6 ,990 1.18 11 
6,401 20.18 2 
§,213 | 2.15 5 
7 ,292 1.23 9 
10,511 13.64 1 
117,393 48.34 1 
3,407 10.74 3 


MISSOURI—(Cont.) 


*1940 U. S. Census. 


**Sales Mancgement 1949 Annual Survey of Buying Power. 


— 


POPULATION FOOD STORE SALES 
(at Retail) 
ESTIMATES 1/1/49 ESTIMATE 
7D = 
Whole- _ — 
CITIES sale 
Area Fami- 
No. | Total lies Total 
(in % |Rank| (in (in % | Rank 
thou- of in | thou- | thou- of in 
sands) | Area | Area | sands) | sands) | Area | Area 
| | [a 
Maplewood. 694 15.2 51) 16 3.6, 8,361 1.42 7 
Mexico... 69] 105 35 19 3.6) 3,423 58 16! 
Moberly 69 | 15.0 50 17 48 3,923 66 15 
North Kansas City .| 71 3.5 30 4 12 1,741 72| 8 
Poplar Bluff... ... 69] 17.6 59 13 5.3 2,981 50 2 
Sedalia 71] 23.9 2.03 4 8.2 5,207 2.14, & 
Sikeston........... 69} 10.0 33 | 20 3.0 2,610 44) 2 
* aSpringfield....... 72 | 70.8 16.16 1 23.8) 19,193 41.21. 1 
* ASt. Joseph. ...... 70] 84.6 21.50 1 27.6 | 22,093 31.32 ! 
* atSt.Louis........1 69] 920.4 30.69 1 292.5 | 235,612 39.90 | 


+St. Louis County combined with inde sendent city of St. Louis. 


«~~ 


AMetropolitan County 


Before using these figu-es, see explanation page 80. 


SALES MANAG 


EMENT 


$3 


Al 


NO 


In ROCHESTER, New Hampshire 


$330 FOOD SALES PER CAPITA e 54% Above the National Average 


A Powerful Market . . . and a Powerful Newspaper 


MISSOURI—(Cont.) 


CITIES sale 


University City... . | 
Webster Groves... . 
MONTANA 
@Anaconda 
*Billings. .. 
Bozeman 
*@Butte. 
*Great Falls. 
*Havre.... 
*Helena.... 


Kalispell. . 
Lewistown 


Beatrice. . 
Columbus. . 
Fremont 
*Grand Island 
*Hastings. 
Kearney... . 
* ALincoin 
McCook. . . 
Norfolk 
North Platte 


POPULATION 


SM | ESTIMATES 1/1/49 


Total 
(in 
thou- 
sands) 


40 .8 
22.5 


| | Fami- 


| lies 
% | Rank (in 
of | in thou- 
Area | Area | sands) 
ae Boe OS 
1.36 3 10.9 
75 | W 7.8 
8.76 3 4.5 
20 .80 1 9.9 
6 .50 4 3.3 
28 .80 1 17.1 
31.92 1 13.4 
8 .08 2 3.2 
68 .63 1 6.5 
3.25 2 4.6 
5.77 3 2.3 
6 .82 2 3.2 
15 .32 2 re 
4.96 2 4.3 
1.37 5 2.7 
2.48 3 5.3 
7.19 1 7.8 
6 .53 2 6.9 
3.52 4 2.9 
36 .82 1 32.2 
2.49 5 2.6 
1.80 4 3.8 
5.04 3 5.2 


Just one of the many reasons why food advertisers 
* are using New Hampshire’s largest weekly. It pays 


off. 


FOOD STORE SALES 


(at Retail) 
CyD ESTIMATE 
1948 
Total | | 
(in | %_ | Rank 
thou- | of in 
sands) Area | Area 
| t 
9,929 | 1.68 5 
7,111 1.20. +10 
4,465 8.60 3 
10,287 30.51 1 
3 ,756 7.24 4 
19,093 | 36.79 1 
12 873 34.61 1 
3,153 8.48 2 
7,466 80.79 1 
3 ,331 3.40 3 
2,393 6.43 3 
2,641 7 .83 2 
8,112 15.63 2 
3,797 6.36 2 
2,991 1.96 5 
4,095 2.68 3 
; 5 
5 ,531 8.34 1 
2,663 4.02 3 
27,506 46.05 1 
2 ,309 3.48 4 
3 ,372 2.21 4 
4,789 7.22 2 


* s 
Designated by U. S. D. of C. asa major food wholesaling center. 


© SM, 1949. 


Coming in SALES MANAGEMENT .. . 


———. 


NOVEMBER 


25 Ways to Use Incentives for Salesmen 
By Louis H. Brendel 


10, 


1949 


THE ROCHESTER COURIER 


ROCHESTER, N. H. ° 


NEBRASKA—(Cont.) 


CITIES 


*aOmaha......... 


Scotts Bluff 


NEVADA 


Ely amines 


Las Vegas 
*Reno 


NEW HAMPS 


Berlin... .. 
Claremont. 
Concord... 
Dover... 

*Keene.... 

*Laconia. . 
Lebanon 

* aAManchester. . 
Nashua. . 
Portsmouth. . 
Rochester 


Whole-| 


sale 
Area 
No. 


81 | 
168 


175 
183 
176 


np 


or PB eWwWwehk ww se 


NEW JERSEY 


Asbury Park. 
AAtlantic City. . 
Bayonne. ... 

Belleville 
Bloomfield. . . 


POPULATION 


SM | ESTIMATES 1/1/49 


| Fami- 
Total | lies 
(in % Rank (in 
thou- of in thou- 
sands) , Area | Area | sands) 
| | 
268.8 38.72 1 81.4 
16.5 1.57 6 4.6 
4.2 74 4 1.2 
21.5 43 25 7.2 
34.0 38.51 1 11.8 


HIRE 


22.1 3.46 5 5.4 
16.5 | 4.90 4 4.8 
30.1 15.04 1 9.0 
19.0 9.50 2 5.4 
15.0 4.46 5 44 
17.0 8.50 3 5.3 

8.0 4.00 5 2.3 
83.5 24.80 1 24.1 
33.8 10.04 2 9.2 
23.1 6.86 3 6.6 
14.1) 7.05 4 4.2 
21.0 81 | 22 6.4 
69.0 1.41 9 22.7 
89.6 .79 7 22.5 
32.0 1.38, 14 8.7 
48.8 2.10 7 13.7 


AMetropotitan County Area. 


OVER 6,000 CIRCULATION 


FOOD STORE SALES 


(at Retail) 
CyD ESTIMATE 
1948 
| 
| 
Total 
(in % Rank 
thou- of in 
sands) Area Area 
| \|@ 
82,077 | 53.78 | 1 
4,732 1.78 7 
2,848 2.64 4 
7 ,628 49 24 
12,597 43.43 1 
5,309 3.23 8 
3,467 3.67 6 
11,130 20.45 1 
5,217 9.58 2 
4,630 4.90 5 
4,821 8 .86 3 
2,553 4.69 5 
29,678 | 31.39 1 
15,276 | 16.16 2 
10,159 | 10.75 3 
4,651 8.54 4 
9,666 1.46 12 
27,138 2.29 5 


26 ,179 86 7 
5 ,375 81 | 25 
12,034 1.82 11 


@Muiltiple City. 


Before using these figures, see explanation page 80. 
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Vv 


Most Big 


Cities’ 


A 


Bridgeton's 
Food-Buying 
Record is 


Better Than 


All that your advertising can do— 
whether in New York or Bridge- 
ton—is sell the sndividual custom- 
And person for person Brid- 
geton offers you greater food sales 
than New York. . .$70 more per 
customer. 


er. 


Bridgeton’s per capita food sales 
($326) tower 52% above the na- 
tional average. How many large 
cities offer better customers ? 


In the Bridgeton Evening News 
your advertising blankets this mar- 
ket with a single moderate cost. 
How many large cities can match 
the economy, quality of customer, 


WHAT'S NEW YORK GOT THAT WE HAVEN'T GOT MORE OF? 


complete coverage, and intimate 
readership offered by the Bridge- 
ton Evening News. We'll do a 
real job of paying our way on 
your 1950 list Let's get together. 


CARS IN BETTER THAN 
82% OF FAMILIES 


Automobiles are a necessity in Cum- 


berland County—with 829 passenger 


cars for cvery 1000 families 

11% above the high N. J. state 
average. You need the News to get 
your share of this steady automotive 


market. 


THE BRIDGETON EVENING NEWS 


Bridgeton, N. J. 


The Julius Mathews Special Agency, Inc. 


NEW JERSEY—(Cont.) NEW JERSEY—(Cont.) NE\ 
POPULATION FOOD STORE SALES POPULATION FOOD STORE SALES 
at Retail) at Retail) 
ESTIMATES 1/1/49 ESTIMATE ESTIMATES 1/1/49 ESTIMATE 
SM | Exp estima CYD Cyd 
Whole : Whole- _ —— x 3 ee 
CITIES sale | CITIES sale | | | | 
Area Fami- Area | Fami- : 
No. | Total | lies Total | No. | Total | lies Total 
(in % |\Rank (in (in % | Rank (in | % | Rank| (in (in % | Rank 
thou- of in thou- | thou- | of | in thou- of in thou- thou- of in 
sands) | Area | Area | sands)| sands) | Area | Area sands) Area | Area sands)| sands) Area Area 
Bridgeton. . . 25| 23.5 48) 15 7.2] 7,653 65 | 15 Nutley............ 24] 25.5!) 1.10! 18 6.7] 5,511! 83! 2 Wild 
Burlington 25 11.0 22 24 29 2,915 25 30 Ocean City 25 7.0 14 29 2.5 4,480 38 | 24 Woo 
*Camden 25 | 135.8 2.77 2 36.8 34 ,576 2.92 3 Orange.... 24 38.2 1.65 11 10.6 14 ,061 2.13 | 10 Wooe 
@Clifton 16 62.8 -55 1 17.0 11,019 36 18 @ Passaic 16 64.1 57 10 17.4 24 435 81 10 NE\ 
Collingswood 25 15.7 .32 19 47 4,618 39 23 Paterson. . 16 | 152.0 1.34 4 43 .8 52 ,341 1.73| 4 
Dover 24 15.8 68 28 44 6 ,099 92 19 Perth Amboy...... 24} 49.3 2.13 6 13.0 18,570 2.81 7 - 
East Orange 24] 77.5 3.34 4 | 25.4] 18,200) 2.75 8 Phillipsburg.......) 24] 20.0 86 23 | 55] 4,194 63 W Alb 
Elizabeth 24 | 122.6 5.29 3 33.3 36 ,232 5.48 3 Plainfield 24 41.8 1.80 10 11.7 23,240 3.51 4 Carls 
Englewood 16 23.5 .21 25 6.5 7 ,703 .25 24 Princeton.... 24 11.0 A7 30 3.4 5,248 9 2 Clovi 
Freehold 24 8.5 37 31 2.4 3,885 59 31 Rahway 24 22.0 95 20 6.2 5,245 79 2 Gall 
Garfield 16 32.4 29 20 8.6 5 ,581 18 29 Red Bank... 24 16.5 71 27 4.7 8 ,569 1.30) 13 Hob 
Hackensack 16 30.1 27 22 8.5 21 816 72 11 Ridgewood 16 17.2 15 29 49 5,774 19, 27 Rosw 
Hoboken 16 54.8 48 13 15.8 20 ,376 67 13 Rutherford... . 16 17.0 15 28 48 5 ,239 17) 3 Sant 
Irvington 24} 60.0 2.59 5 17.8} 16,112 | 2.44 9 Salem.... 25 9.6 20 27 2.9 2 ,887 24) *Desi 
* Jersey City 16 | 320.0 2.83 3 89.5 91 ,755 3.03 3 Somerville aa 24 12.5 54 29 3.7 4,534 69 «8 sm 
Kearny 16} 45.4 40 16 12.3 12 ,687 42 16 South Orange... ... 24 16.4 71 26 4.2 4,917 4) B ncitci 
Linden 24 32.5 1.40 13 8.4 5 ,492 83 23 Summit 24 19.0 82 24 5.2 6 401 97, 17 
Long Branch. . 24 26 3 1.13 16 7.6 7 ,958 1.20 15 Teaneck 16 31.9 28 21 8.6 9 ,484 31| 2 
Maplewood 241 25.4 1.10 17 6.7 5 ,733 87 22 * aTrenton 24 1130.0 5.60 2 33.4} 50,351 7.61 2 
Millville 25 17.0 35 18 5.1 5,184 44 22 Union City 16] 65.0 57 9 19.9 25,110 83 3 
Montclair 241 46.4 2.00 8 12.7 18 ,928 2 .86 6 Union 24 33.0 1.42 12 9.0 6 ,085 92, 8 
Morristown 24 17.0 73 25 43 8 ,083 1.22 14 Vineland. . 25 8.0 16 28 2.3 6 ,820 58 
New Brunswick. . 24 43.0 1.85 9 12.0 21 ,555 3 .26 5 West Orange 24 29.6 1.28 15 76 5 ,906 29 2 
* Newark 24 | 454.0 19.57 1 127.0 | 138,543 | 20.94 1 West New York.... 16 44.8 40 15 13.3 17 ,404 57, 15 
- North Bergen 16 45.1 40 14 12.9 10 ,678 35 19 Westfield.......... 24 21.6 93 21 5.7 5 ,852 88 | 2 
*Designated by U. S. D. of C. as a major food wholesaling center. @ Multiple City. AM2tropolitan County Area. 
© SM, 1949. Before using these figures, see explanation page 80. =. 
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SALES MANAGEMENT 


In this 
$35,000,000 


The 34,400 families in Pas- Total income in Bergen and 


saic-Clifton averaged $1,031 in Passaic Counties averages more 
food purchases last year. You than $5,000 . . . reaches its peak 
can get your share only if your in Passaic-Clifton, where the 
sales message reaches the homes $5,876 per family is tops among 
that spend it. . , 
food market, major North Jersey markets. 
The Herald-News, with the . : 
; : No other North Jersey news- 
largest North Jersey circula- : 
’ : ' ; paper can introduce your sales 

wnat s tion, is your only economical : 


means of reaching this top mar- message into so many North 
ket. Only the Herald-News de- Jersey homes. The Herald-News 
YOUR livers Passaic-Clifton, plus ad- has the most circulation where 
ditional thousands of homes in the people have the most to 
share > Bergen and Passaic Counties. spend, 
° 


Sell the Families with 


the Most to Spend 


FOR THE BENEFIT OF ALL we've tried to give you the information needed to under- 
stand the figures in the Food Store Sales Section. So if you are confused or in doubt as to 
the sources of our figures, please run through the introduction beginning on page 80, again. 


* 
e ” (md e ° 
¢ THE HERALD-NEWS Passaic-Clifton, N. J. 
a 
> 
° 50,235 abe 3/31/49 The Julius Mathews Special Agency, Inc. 
& 
ae 
NEW JERSEY—(Cont.) NEW YORK 
LES POPULATION FOOD STORE SALES POPULATION FOOD STORE SALES 
at Retail (at Retail) 
ATE Sy] ESTIMATES 1/1/49 ESTIMATE ESTIMATES 1/1/49 ESTIMATE 
: CD yD sm CLD Eyes 
Whole- Whole- = 
CITIES sale CITIES sale | 
° Area Fami- Area Fami- 
No. | Total lies Total No. | Total | lies Total . 
Rank in / Rank in (in q Rank (in % Rank (in (in % Rank 
in thou- of in thou- thou- of in thou- of in thou- thou- | of | in 
Area sands) Area Area sands)| sands) Area Area sands) Area Area _ sands)| sands) Area | Area 
4 Wildwood 25 6.5 13 | 30 2.1 4 ,398 37 | 25 * AAlbany ef 17 | 143.6 | 16.63) 1 45.1] 43,999 22.17 1 
24 Woodbury 25 10.5 21 26 3.2 3 ,833 .32 28 *Amsterdam. . 17 34.8 4.03 4 10.0 9 ,981 5.03 4 
10 Woodbridge 24 22.3 96 19 5.6 6 ,554 99 16 Auburn..... 20 37.7 6.39 2 11.1 11 ,833 9.41 2 
10 . Babylon. . 16 5.8 05 44 1.6 3 ,055 10) 44 
4 NEW MEXICO Batavia...........| 23] 188 1.22 11 5.6] 4,752) 1.44) 11 
7 = Beacon... : 16} 13.0 1 (34 3.6 3 833 13 | 38 
1) @Albuquerque 171 69.8 21.46 1 21.5 21,317 44.21 1 * ABinghamton : 21 88.9 13.02 1 26 .3 22,201 16.13 1 
4 Carlsbad 159} 15.0 3.38 3 44 3,650 4.76 3 Bronxville = 16 8.5 08 39 2.2 5 ,400 18 30 
2 Clovis. . 157 | 22.6 7.18 2 6.6 3,912 6.07 4 * aBuffalo : 23 | 613.5 | 39.77 1 171.9 | 156,631 47.51 1 
% Gallup on We 10.0 3.07 3 28 2 ,849 5.91 3 Canandaigua soa 22 8.8 1.33 3 2.5 2 675 1.89 3 
13 Hobbs | 158] 20.4 7.56 2 6.6 4,116 9.30 2 Cohoes : 17] 22.6 2.62 6 6.5 5,258 2.65 8 
2 Roswell | 189) 25.5 5.74 2 7.2 4,493 5.86 2 Corning at 21] 18.4 2.69 6 5.6 4,416 3.21 6 
31 Santa Fe 171 28 .0 8 .61 2 7.6 8,047 16.69 2 Cortland wh 20 18.0 3.05 5 5.8 4,965 3.95 5 
31 p 
9 “Designated by U. S. D. of C. as a major food wholesaling center. AMetropolitan County Area. @New Metropolitan County Area. 
28 © SM, 1949. Before using these figures, see explanation page 80. 
7 - 
2 
2 
9 
18 
19 
20 
15 
2 
y Area. 
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prospects. 


®@ More daytime listeners in Hempstead than 3 New 
York City network stations—more than all the 
other New York City and Long Island independent 
radio stations put together. 

@ Of course WHLI has Conlan and Long Island 


Radio survey. 


Prem A $119,129,000 


Elias 1. Godofsky, President 


NEW YORK—(Cont) _ 


POPULATION FOOD STORE SALES 
(at Retail) 
ESTIMATES 1/1/49 ESTIMATE 
CLD CVD es" 
Whole- aad 
CITIES sale 
Area Fami- 
No Total lies Total 

(in q Rank (in (in % Rank 
thou- of in thou- thou- of in 

sands) Area Area sands)| sands) Area Area 
@ Dunkirk 23 19.5 1.26 10 5.6 6 ,526 1.98 8 
* Elmira... 21 52.5 7.69 2 16.5 14,478 10.52 2 
Endicott... Pe 21 23.0 3.37 3 6.6 6,309 4.59 4 
Fulton 20} 14.5 2.46 6 4.3 3,306 2.63 6 
Geneva 22} 21.0, 3.19 2 6.3 4,921 3.47 2 
Glen Cove 16 15.8 4 3 4.0 4,751 16 35 
Glen Falls 17] 19.8 2.29 7 6.0 8,405 4.23 5 
@Gloversville... 17 25.0 2.90 5 8.4 7 ,433 3.74 6 
Hempstead Twnshp. 16 | 322.2 2.85 2 92.7 | 119,129 3.93 2 
@Herkimer... 19 12.0 3.00 5 3.4 2,200 2.94 6 
Hornell. . . 21 17.3 2.53 7 5.3 4,263 3.10 7 
Hudson 17] 11.6 1.34 10 3.5 4,050 2.04 10 
Ithaca 21 21.2 | 3.10 5 6.9 8,528 6.20 3 
Jamestown 231 43.2 2.80 3 14.0] 12,436 3.77 3 


*Desig rated by U. S. D. of C. as a major food wholesaling center. 
© SM, 1949. 


Among New York State’s self-contained markets above 
25,000 population, Kingston has the third highest 
Quality of Market Index . 
behind the leader. That’s tops in solidly prosperous 
New York. 


. 132—just three points 


This figure reflects big pluses in both income and 
retail sales. Income is 33% above the national average 


. sales 50%. 


@New Metropolitan County Area. 


Total 
(in 
thou- 
sands) 


Whole- 

CITIES sale 
Area 

No 

Johnson City... ... 21 
@Johnstown..... : 17 
Kenmore.......... 23 
Kingston ‘ 16 
Lackawanna. ..... 23 
Larchmont......... 16 
Little Falis...... 19 
Lockport.......... 23 
Long Beach...... 16 
Malone. . ae 18 
Mamaroneck. ..... 16 
Massena.......... 18 
Middletown....... 16 
Mt. Kisco 16 


FOOD STORE SALES 
IN HEMPSTEAD TOWN 


2nd in food store sales among 
Metropolitan New York Cities 


3 out of every 4 homes in Hempstead Town listen regularly to WHLI, the 
station Long Island food chains use regularly to reach their customers and 


1SLAND! 


1100 on your dial 
WHLI-FM 98.3 MC. 
HEMPSTEAD, L. I., N.Y, 


NEW YORK—(Cont.) 


POPULATION FOOD STORE SALES 
at Retail 
ESTIMATES 1/1/49 ESTIMATE 
YD yD‘ 
] — l ~  — 
| Fami- 
lies Total 
% |Rank > (in (in | % | Rank 
of in thou- thou- of in 
Area Area  sands)| sands) | Area Are 
| | 
3.16 5.9 4,815 3.50 5 
1.33 11 3.8 3,069 1.55 1 
1.69 6 75 5,758 1.75 9 
27 8623 9.6} 10,733 35 
1.79 4 73 3,048 92. B 
06 42 2.0 5 ,208 17) 
3.13 4 3.6 2,520 3.37) § 
1.78 5 7.9 6,870 2.08 6 
a 35 3.3 5,901 19 B 
5.43 4 3.4 2,736 681 4 
12; 3 3.7 4,190 4; 797 
6 .33 3 3.5 3,103 7.73; 3 
20 26 Tz 6 ,758 22) & 
06 43 1.9 3 ,506 12) 4% 
@ Multiple City 


Before using these figures, see explanation page # 


In New York’s 3rd BEST MARKET over 25,000 population ... 


YOU CAN SELL ANYTHING, FROM COFFEE 
TO CARS....GIRDLES TO GASOLINE 


Food sales and automobile registrations indicate that 
Kingston’s heavy buying involves both staple and lus 


ury products 


... Quantity and quality. Food sales ms 


61° above the national average, while the ration 
810 cars to 1000 families is 38% above the New Yor 


State index. 


In Kingston... 


. independent of big city dominatio! 


only the Kingston Freeman gives staisfactol 


coverage. 


THE KINGSTON FREEMAN KINGSTON, N. Y. 


Represented by 


Burke, Kuipers & Mahoney, Ine 


SALES MANAGEMENI 


— ) 


Hc 


» Everywhere you see a Guarantee 
. « = . « 
of Corning’s Continued High Buying Power 
TELEVISION, America’s newest industry has added more than one thousand employees 
and millions of dollars to Corning Glass Works’ Payroll. Other thousands are making 
electric bulbs, cookware, household, industrial and scientific glass products as vital to 
daily living as food itself. They'll be getting high wages and buying food—plenty of 
it—for years to come. So, too, will thousands of workers in Ingersoll-Rand Plants and 
other local factories, all with advance orders that guarantee continued high buying 
power. 
ALES 
In Corning and nearby towns the Evening Leader sells more copies than there 
MATE 
- are homes . . . exclusive coverage that enables you to capitalize fully on the big food 
| 
needs of these industrial families. 
Rank 
in cm 
“ Corning Leader | 
The Julius Mathews 
1 Corning, N. Y. Special Agency, Inc. 
 — r ian 
a a © 
" 
:| How are YOU doing in the 
; 
‘ 
‘| Best Market in the $ Wholesale Area? 
‘| Bas arket in the oyracuse olesale Area! 
i 
i 
ba 
a Just check Sales Management’s Survey of __ the national and area indexes, Automobile 
pe! Buying Power . . . this year, last year, the _ registrations indicate 767 cars for every 
year before . .. to see how Cortland con- 1000 families . . . 31° better than the 
pi sistently tops this entire wholesale area in New York State average! 
quality of market. Whether you’re selling food, automobiles 
Cortland families . . . with $5601 income ° ®Y type of product, the records show 
Me ‘ that Cortland . . . the best market in this 
. . . respond to your advertising with plus ‘ 
hat : wholesale area . . . gives you something 
, thal sales in every category—well above state : 
1 lus: ‘ ' extra in the way of sales. You can reach 
nt and national family averages in retail et: 
S rise nay ae , me f all Cortland families . . . and many more 
ee yon oa ’ Se me “tH seein tenes through the Cortland Standard, which 
h = . 
ee ee thoroughly covers the city and nearby 
Food sales, for example, are 29% above communities. 
ation 
ctor 
CORTLAND STANDARD conrtiano.n.y. 
The Julius Mathews Special Agency, Inc. 
Ys Inc. 
—— 
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Your Dealers Are NEW YORK. —" 


Doing a Great Job roruarion ——_| F000, Sone un 


(at Retail) 


CPD «5:1 GYD ESTIMATES 
° ° ° CITIES AREA ATES 1/1/49 
in the Herkimer City Zone - = aa 


Total lies § Total 
(in % Rank (in (in % Rank 
ve thou- of In . | thou- f 
Since the end of 1946—first post-war year— cands)| Aven | Aven beast hace ol ps 
food sales in the Herkimer City Zone increased ee ee Pr ee ; 


21°) ... compared with 13% for this wholesale 


grocery area. industrial wages and farm income. Are you 


In “46 your dealers in this market made giving them comparable support? | 
53° of Herkimer County’s food sales. In °48 
they made 60% ... a total of $6,410,000, or 


8.5°% of the wholesale area volume. 


One reason for their success is the Herkimer 
Telegram . . . daily area buying guide as well as 


a powerful, heavily patronized sales tool .., 


This market keeps climbing up, year after 87%. home delivered throughout the entire city 
year, because its retailers ... your dealers... zone—made up of Herkimer, Ilion, Mohawk, 
are taking every promotional advantage of high Frankfort, in a compact 3'4-mile radius. 


Advertising in the Telegram Pays Off . .. with Increasing Dividends from Year to Year 


THE HERKIMER TELEGRAM HERKIMER, N. Y. Represented by the Julius Mathews Special Agency, Inc. 


NEW YORK—(Cont.) NEW YORK—(Cont.) 
POPULATION FOOD STORE SALES POPULATION FOOD STORE SALES 
at Retail) at Retail) ” 
ESTIMATES 1/1/49 ESTIMATE ZSTIMATES 1/1/49 ESTIMATE 
YD nm) @om Cx 
Whole- : J Whole- _— 
CITIES sale | CITIES sale | | | 
Area Fami- Area Fami- 
No. | Total lies Total No. | Total lies Total 
(in % Rank = (in (in % Rank (in % Rank = (in (in % | Rank 
thou- of in thou- | thou- of in thou- _—of in thou- | thou- of = in Albemar 
sands) Area | Area sands)| sands) | Area Area sands), Area | Area | sands)| sands) Area At F *aAsheyj 
_— ie || ie ee _ Buting 
Mt. Vernon. .. 16] 72.5| 64) 8 | 20.4] 28,385/ 94| 6 Port Chester.......| 16] 25.2) .22 24 6.5] 10,462) 35) % § AChario 
* a!New York City 16 8042.9 71.03 | 1 2331.5 2,065,718 68.23, 1 Poughkeepsie. . .. . 16] 44.2) 39) 18 | 13.5] 19,081 63 4 § Concord 
New Rochelle......| 16] 61.3, .54| 12 | 15.9] 20,616, 68 12 *aRochester........) 22 | 341.0 51.73) 1 | 101.0] 96,952 68.34 1 — ADurha 
Newark keen 22 8.7) 1.32 ei #2 2,124 1.50 4 ARome......... 19} 42.5 10.63 2 11.6 9,221 12.31 2 Elizabet 
Newburgh ~ 16} 33.5 30; 19 | 10.6] 12,474 41 17 a ..) 6] 11.4 10 37 3.0 3,577 12, 4 & OFayettey 
ANiagara Falis......) 23] 92.2| 5.98.2 | 24.5] 23,933, 7.26) 2 Salamanca.........) 23] 9.6 62) 14 2.9] 2,731 83, 4 § Gastonia 
North Hempstead. . 16} 91.1 80; 6 26 .2 8 ,707 29 23 Saranac Lake ; 18 8.0 3.62 5 2.6 1,969 4.90, 5 Goldsbo 
@North Tonawanda..| 23] 25.0| 1.62/| 7 6.4] 6,603 2.00! 7 Saratoga Springs...) 17] 15.0 1.74) 9 4.7) 5,332 2.69, 7 & *4Greens 
Norwich 8 21 10.0 | 1.46 8 3.3 2,797 | 2.03 8 Scarsdale... . ‘s 16} 15.1 13 | 32 3.9 4 ,260 14) % Greenvil 
Nyack. ... 1%} 7.1 06 | 41 2.0} 4,094 14| 38 *aSchenectady......| 17] 98.4, 11.40, 2 | 30.0] 29,342 14.78 2% BF Henders 
* Ogdensburg. . 18] 16.7; 7.55| 2 4.8] 3,346 8.33) 2 * aSyracuse. . | 20} 225.0 38.15; 1 | 66.6] 62,491 49.68, 1 & Henders 
Olean... .. 23} 24.5) 1.59 8 7.0 7,374 | 2.24 4 Tarrytown......... 16 8.0 07 40 2.3 3,524 12) @ Hickory 
Oneida... 19] 11.6, 290; 6 3.6] 2,736) 3.65; 4 @Tonawanda........ 23 | 15.0 97 13 4.3] 3,635 1.10 @ B High Po 
Oneonta....... 19} 14.0) 3.50 3 4.6 4,232 | 5.65 3 * ATroy.. aia 17] 73.5 8.51 3 | 22.5] 20,211 10.18 } Kinston 
Ossining ; 16] 14.2) 13) 31 4.0} 5,190, 7) 32 * aUtica. . 19] 106.0 26.51) 1 | 31.3] 25,281 33.76) 1B Lexingto 
Oswego ; 20} 23.0; 3.90 4 6.7 5,533 4.40 4 Waterviiet weed 17] 17.0, 1.97 8 48 4,818 | 2.43 § Lumbert 
Patchogue 16} 10.0 09 | 38 3.0 5,135 17) 3 Watertown sata 20} 36.5, 6.19 3 11.2 9,412 7.48 3 *Designa 
Peekskill..........) 16] 18.6) .16| 27 | 56] 7,152) .24| 25 Weltsville.........] 23] 6.5) 42) 15 | 21) 242) 4) BR 
*Plattsburg..... 18] 20.0) 9.05 1 5.6 4,659 | 11.60 1 White Plains....... 16] 45.8 40| 17 | 12.8] 25,877 85| § o— 1 
Port Jervis acd 16} 11.2 10 | 36 3.6 3,948 13 | 40 Yonkers. . 16] 147.0, 1.30, 5 | 41.1 51 ,751 1 nm § 
= — - - - - es 
*Designated by U. S. D. of C. as a major food wholesaling center. @Muttiple City. IThe City of New York includes the counties: Brow 
© SM, 1949. AMetropolitan County Area. Kings, New York, Queens and Richmond. 
Before using these figures, see explanation page 80. — 
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, LOOKING FOR 
- * 
nk 
¥ The Dispatch specializes in BIG SALES AT up to 878 cars per 1,000 families (30% better 
7 SMALL COST in Madison and Oneida Coun- than the state index), etc. 
3 . , : , . 
ties. This localnews paper guides the local buy- Diversified, stable employment helps, too. 
ing of automobiles, beer, cigarettes—and on Industrial Oneida—geographical center of New 
ou through z; in fact, almost anything YOU have York State—is located in agricultural Madison 
* to sell! County. Manufacturers include Oneida Ltd., 
Prosperity of readers has a lot to do with it. famous for silverware. 
ler Family incomes average $5,619 . . . city food For further information about testing—or just 
as sales total $2,640,000 (winning for Oneida 4th plain selling—in this higher income area, call 
place in this wholesale grocery area, though any Julius Mathews Special Agency or write 
6th city in size) . . . automobile purchases add us direct. 
ity 
. . . 
vk Circulation 5,259 Evenings 
:] 
ONEIDA DAILY DISPATCH ~— ONEIDA,N. Y. 
ear 
, Ine. 
NORTH CAROLINA NORTH CAROLINA—(Cont.) 
POPULATION FOOD STORE SALES POPULATION FOOD STORE SALES 
(at Retail) at Retail 
ESTIMATES 1/1/49 ESTIMATE ESTIMATES 1/1/49 ESTIMATE 
nes xD Cy esis SM Eyes 
Whole Whole- 
ATE CITIES sale | | CITIES sale | 
43 Area Fami- Area | Fami- | 
No. | Total lies Total No. | Total | | lies Total | 
(in / Rank in (in % Rank in | % | Rank| (in (in | & | Rank 
thou- of in thou- ; thou- of in thou- of in thou- thou- of | in 
sands) Area Area sands) sands) Area Area sands) Area Area | sands)| sands) | Area | Area 
Fat | Se = ! | | F 
nf, Abemarte. 103] 14.6{ 1.62) 7 | 4.4] 1,516] 1.21] 7 New Bern.........1 92] 19.0/ 1.35/ 8 | 5.5] 3,818! 1.95| 8 
wee BF * aAsheville.. 104} 57.0| 14.64) 1 | 16.9] 20,253/ 44.45) 1 *@Raleigh. ... 101] 66.3 12.87 2 15.3] 13,416 | 21.56) 2 
_ Burlington 102] 27.5 3.30) 4 7.3) 6,300) 5.48| 5 Reidsville 102] 13.3) 1.59) 8 | 3.7] 3,016) 2.63| 7 
nf *4Charlotte.. 103] 140.0/ 15.49 1 | 36.8] 30,319 24.16) 1 Rocky Mount 92] 34.0 241) 4 8.7] 7,047, 3.59, 4 
4 fF Concord.. 103] 18.7) 2.07, 4 48] 5,044 4.02) 3 Salisbury... 102} 26.5 3.18) 5 | 7.4] 6,746) 5.87, 4 
1 § *4Durham. .. 101] 73.5/ 14.27, 1 20.6] 18,123/ 29.13) 1 Shelby 103} 18.0 1.99 5 | 46] 3,098, 247, 6 
2 Elizabeth City 92] 15.0 1.06) 10 4.0} 3,346 1.71 10 Statesville 102] 19.8 2.37 6 5.4] 3,822, 3.33) 6 
4 f Fayetteville. 100] 54.5 8.56 1 13.9] 6,150, 9.91 2 * Wilmington 100} 50.2 7.89 2 | 14.9] 11,229, 18.09) 1 
Wf Gastonia, 103] 24.0, 2.66 3 | 6.0] 7,586) 6.05 2 Wilson. 92] 24.3 1.72) 6 | 6.7] 4,269| 2.18) 6 
§ Goldsboro 92] 268, 1.90, 5 7.0} 4,660) 2.38| 5 * Winston-Salem. ..] 102 | 102.0 | 12.23 1 | 28.5| 17,526 | 15.25, 2 
1 ff *4Greensboro 102] 79.0/ 9.47. 2 21.4] 19,260 16.76, 1 pre . : 
| & EE Greenvitie 92] 18.0 1.2 9 | 4.7| 3,675; 1.87, 9 NORTH DAKOTA 
| Hendersonvitte 104] 7.2 185 2 2.2] 3,246) 7.12) 2 - 
)| 1 ff Henderson 101] 16.2 3.45 3 | 4.1) 2,45 3.95 3 * @Bismarck 7| 19.9| 13.96! 1 | 58] 5,270 | 21.38) 1 
| @ BE Hickory, 103] 17.5, 1.94 6 4.7] 4,365 3.48 4 Devils Lake | 77) 85) 592 2 | 24] 2,942| 10.72) 2 
»| 22 High Point 102 | 47.5 5.70 3 12.8] 14,895 12.96 3 *Fargo | 75) 38.5 18.72 1 11.6 | 12,241 | 28.17 1 
5 3 EE Kinston 92] 205/145 7 | 5.5| 3,854 1.96 7 *Grand Forks.......| 74] 26.5/ 18.44, 1 | 7.7| 6,865 | 25.01| 1 
5) 1 Lexington. . 102 | 15.2) 1.82 7 3.9 3,015 2.62 8 * Jamestown 75) 11.4 5.54 3 3.2 3,282 | 7.55| 3 
3; 9 Lumberton. 10! 58 of 4 1.5! 2,308 3.72. 3 __*Minot..... 76! 22.0 19.05| 1 | 6.3 6,293| 26.81| 1 
p 3 , Ree ee re i a ates 
5, 1 “Designated by U. S. D. of C. as a major food wholesaling center. Metropolitan County Area. @New Metropolitan County Area. 
5; 6 OSM, 1949. @ Multiple City. Before using these figures, see explanation page 80. 
5 
1 a 8 ; ; aor ze Bets Balle, TNR Dale pets —— 
s: Brom 
An Index to Advertisers is on page 231. 
es 
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OHIO 
CITIES 


* AAkron 
Alliance 
Ashland 
Ashtabula 
Athens 
Barberton 

@Bellaire..... 
Bellefontaine. 
Bowling Green 
Bucyrus. ... i 
Cambridge......... 

*a'Canton......... 
Chillicothe. . . 

* aCincinnati.. . 

* aCleveland.... 
Cleveland Heights. . 

* aColumbus. . 
Conneaut.......... 
Coshocton......... 
Cuyahoga Falls 

* ADayton. .. 
Defiance. . . ; 
Delaware.......... 
Dover..... aeGa 
East Liverpool... .. 
East Cleveland... .. 
Pidedibun desea 
Findlay... .. 
Fostoria 
Fremont 
Greenville. 

AHamilton. . 
Ironton... . 

@Kent amad 
Lakewood. .. 
Lancaster. . . 


*Mansfield......... 
Ps idcnnecwes 
ers 
@Martins Ferry...... 
Massilion......... 
Ee 


Newark 


Painesville........ 
Se 
Portsmouth... ..... 
@Ravenna.......... 
I cninxsenenel 
Sandusky.......... 
Shaker Heights. . .. 
Sidney... 


Whole- 


310.0 
31.6 


POPULATION 


ESTIMATES 1/1/49 


| | Fami- 


lies 
% Rank (in 
of in thou- 


Area Area _ sands) 


8.53 2 | 88.6 
87 16 9.3 
42) 25 5.0 
84 «18 8.9 
69 12 3.1 
86 17 8.4 

3.01 4 4.0 

1.08 8 3.6 
80 10 2.9 
31] 32 3.7 

1.59, 8 6.6 

3.61 4 37.5 

2.06 6 8.4 

26 .39 1 | 165.5 
25.44 1 | 272.2 
1.90 6 19.1 
26 .85 1 | 109.4 
34) 31 3.8 
39 «27 4.3 
81 «19 8.5 
13.34 2 78.3 

1.13 7 3.6 
75 10 3.4 
31 33 3.5 
72| 20 7.8 

1.23 10 14.5 
93) 14 10.3 

2.37| 3 8.2 
46 23 5.2 

1.66 6 5.6 
AT | 13 3.1 

3.18 4 18.1 

3.37 3 5.6 
29) 34 3.1 

2.05 5 | 23.4 

1.87 7 7.7 

5.19 2 16.9 

1.46 4 14.3 

1.27; 9 14.1 
99 12 11.0 

14.79 2 6.3 

3.41 3 4.7 
96 | 13 10.0 
17 | 37 1.9 

2.31 5 12.8 
39 28 4.6 
3908 44 

2.98 5 12.6 
59 «21 5.6 

1.87) 6 10.9 
28 36 3.4 
43 | 24 45 

1.06 8 6.6 

3.52 3 13.5 
29 35 3.2 
Al 26 4.5 
91) (15 9.9 

1.06 11 9.8 
69 | 10 4.1 


‘Later reliable estimates place Canton population at 137,500. 
2Later reliable estimates place Lorain population at 58,000. 


© SM, 1949. 


FOOD STORE SALES 
at Retail) 
6yD ESTIMATE 
1948 
Total | 
(in | % | Rank 
thou- | of in 
sands) | Area Area 
le 
91,974 10.17 2 
5 ,472 61 20 
4,319 48 29 
8 ,097 90 14 
3,919 | 1.33 3 
6 ,267 69 16 
4,485 | 4.35 4 
3 ,536 1.52 8 
3,040 1.31 10 
3 ,206 35 | 36 
4,478 1.52 8 
36,984 | 4.09 4 
7 ,739 2.62 6 
134,712 28.96 1 
309 ,586 | 34.24 1 
19,960 2.21 5 
102,348 34.66 1 
3 ,605 40 33 
5,114 .57 24 
5 ,424 .60 21 
71,894 | 15.46 2 
3,704 1.60 7 
3,106 1.05) 11 
3,454 38 | 34 
9 ,823 1.09 11 
6 ,066 .67 17 
10 ,203 1.13 10 
6 ,541 2.82 4 
4,777, 53 26 
5,551 | 2.39 6 
3,255 .70 13 
17 ,678 3.80 4 
4 872 7.06 3 
3 ,902 A3 | 32 
16,364 1.81) 6 
7,109 2.41; 7 
13 ,017 5.61 2 
15 ,796 1.75 7 
14 ,308 1.58 8 
9 ,631 1.07 12 
4,987 | 21.83 2 
4,733 4.59 3 
6 ,951 77 15 
2,542 28 36 
12 ,840 2.76 6 
4,118 46 30 
5 ,430 .60 22 
11 ,562 3.92 5 
4,500 50 28 
11 ,552 2.48 7 
2,308 26} 37 
5 ,764 64) 18 
5 ,095 1.10 8 
12,815 4.34 4 
3,984 44 31 
5 ,665 63 19 
8 ,985 99 13 
5 ,270 58 | 23 
3 ,936 85 g 


CITIES 


‘ASpringfield......... 
Steubenville. ...... 


* aAYoungstown...... 
*Zanesville......... 


OKLAHOMA 


Bartlesville. ....... 
Chickasha......... 


IL crevneedeig 
*McAlester......... 


* AOklahoma City. .. 
Okmulgee......... 
Ponca City......... 


Corvallis. . . 

Be icsactsneyan 
Grants Pass... .. 
Klamath Falls... . 


Oregon City....... 
Pendleton. ........ 
* aPortland........ 
Roseburg.......... 
Ce ncnwccevkand 
The Dalles....... 


@New Metropolitan County Area. 


@ Multiple City. 


AMetropolitan County Area. 


OHIO—(Cont.) 


Whole- 
sale 
Area 
No. 


33 
34 


POPULATION 


_~_— 


SBESSRBRi 


— © 
i 


oe. 
~“ 


SM | ESTIMATES 1/1/49 


Fami- 

lies 

Rank (in 
in thou- 
Area_ sands) 
2 29.4 
2 11.7 
22 6.2 
1 96.5 
11 3.8 
11 2.9 
9 3.9 
7 18.1 
9 3.8 
14 2.8 
30 44 
9 5.0 
3 45.6 
4 13.3 
2 5.6 
5 6.2 
2 6.9 
6 6.3 
7 5.0 
3 4.1 
11 3.6 
1 12.2 
10 4.4 
2 10.7 
1 6.6 
5 49 
1 14.2 
4 7.0 
1 74.5 
3 6.5 
2 6.6 
4 5.7 
8 47 
3 8.8 
9 5.1 
1 61.4 
12 5.3 
9 6.3 
16 3.8 
15 43 
21 28 
14 49 
3 11.9 
17 3.7 
7 6.6 
19 3.0 
11 5.8 
18 3.1 
13 5.3 
1 150 .3 
10 6.1 
2 17.5 
22 2.9 


FOOD STORE SALES 
at Retail 


6yD ESTIMATE 
1948 


Total 
(in % — Rank 
thou- of in 
sands Area Area 
23,922 8.10| 2 
13,314 12.91) 2 
4 ,886 54 85 
90,585 39.01, 1 
3 ,632 78) 
2 ,890 8 12 
3,454 1.49 9g 
13,585 1.50| 9g 
3,604 1.22) 19 
2,341 50) 4 
4 ,766 53 | 27 
3 ,804 82 10 
47,471 5.25) 3 
13,199 4.47) 3 
4,269 13.27. 1 
4,663 2.71 4 
6,513 7.61 2 
3,695 2.18) 7 
2,910 1.69 1 
3,296 10.24) 3 
3,572 2.086 9 
9,058 31.51. 1 
3,064 1.78 10 
§,660 3.29 2 
3,515 10.92; 2 
2,464 3.20 7 
8,853 56.27. 1 
3,757 2.19 6 
53,868 31.34, 1 
4,225 494, 3 
5,791 20.15; 2 
2,910 3.40 § 
4,019 2.34 5 
5,521, 3.21) 3 
3,665 2.13 3 
40,166 46.93 1 


5,516 
4,539 1.13 2 
5,241 1.30/ Wl 
4,107 1.02, 1 
5,538 1.38 9 
12,018 2.99 § 
3,728 93) #8 
9,489 2.36 5 
3,511 87 @ 
7,101 «1.7 8 
4,445 1.11| 8 
3,663 91 # 
133,408 33.19 | 
2,971 74 0 
12,301 3.06 2 
3,905 97 Wt 


*Designated by U. S. D. of C. as a major food wholesaling cente. 


EVIDENCE on the growing importance of 
the sales executive in today's business 
picture is found on pages 223 through 226. 


Before using these figures, see explanation page & 
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SALES MANAGEMENMNOVE 


pl is possible ONLY through 
adequate use of Akron’s ONLY 


2 = 

: daily and Sunday newspaper. 
L — 

2 

9 
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10 

“4 

2 

10 
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2 
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"i 

3 

§ 

1 

10 
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7 

1 ~— ee 

6 
1% about Summit County 
i at’ \\ newspaper 
| coverage 
| Coverage figured on 1949 estimated number 
: 1 of Summit County families (120,200) 

AKRON BEACON JOURNAL 
= Daily Circulation ................ 120,196 


"B| Daily Coverage ................... 99.99% 
1 Sunday Circulation ............. 111,617 
Sunday Coverage .................. 93.6% 


" CLEVELAND PLAIN DEALER 


san @Oweoaonoevn- 


af| Daily Circulation ................. 13,625 
T at| Daily Coverage ..................... 11.3% 
1 \p| Sunday Circulation ................ 10,720 
ak Sunday Coverage .................... 8.97% 
| 5 CLEVELAND PRESS 
—_ Daily Circulation ....................... 587 
re BL Daily Coverage o.oo... 0.5% 
4 CLEVELAND NEWS 
Daily Circulation .............0......... 523 


Daily Coverage ooo... 0.5% 
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“|| Reaching the SUMMIT 


| of your sales potential in 


_|| SUMMIT COUNTY 


THE RICH 


SUMMIT COUNTY MARKET 


Summit County buyers, who in 1948 had an effective 
buying income of $689,132,000.00, must see and read 
your sales messages before they are moved to pur- 
chase the merchandise you offer. 


It is only common sense to assume Summit County 
buyers cannot see your sales messages if they are 
placed in a publication they do not read. 


There is only ONE daily and Sunday newspaper that 
ean influence buying in this rich market ..... coverage 
figures prove that to be a fact. For example Cleve- 
land, Akron and Summit County’s nearest big city 
neighbor, has three newspapers, but, their combined 
coverage of Summit County is incomparable to that 
of the local Akron Beacon Journal. 

It pays to know the proper newspaper buy when 
seleeting markets you wish to sell. If you wish to sell 
Akron, a check of Summit County newspaper cover- 
age provides the only intelligent answer to where 
your advertising dollars should be spent. 


AKRON 
BEACON 
JOURNAL 


JOHN S. KNIGHT, Publisher 
Represented by: STORY, BROOKS & FINLEY 


——— 
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“Don’t send the 
sample size —“’ 


she cautions the grocer... The containers, 
standard in the urban markets, are just 
“sample size”’ to the wife of the SUCCESSFUL 
FARMING subscriber who cooks for a larger 
family than the city housewife, sometimes 
a hired man or two. More active, working 
outdoors, the farm family needs meals 
with more calories than city people. 

The farmer’s wife, too, has more to do 
than the urban woman... feeds chickens, 
collects eggs, cleans utensils, has larger 
washings of work clothes. ..and takes 
advantage of foods that save time and 
effort. She likes the large cans, jumbo 
cartons, case lots...is a better customer 
of the grocer than her urban equivalent 


and the best prospect for food advertising. 


Topay she can afford the best of 
everything. ..on the nation’s best farms 
in the fifteen Heart States... where a 
million SF subscribers have the best soil, 
largest investment 1n land, buildings, and 
machinery, top yields of money crops 
and top income—their grosses exceed the 
high average of the area! 

Your advertising in general media 
barely fringes this first farm market. . . 
Only SuccessFUL FARMING, with its 
concentrated circulation, its selective 
content and editing, its forty years of 
practical service—really reaches this rich, 
high consumption, class audience... Ask 
any SF office for the facts... SuccessFuL 
FARMING, Des Moines, New York, 
Chicago, Cleveland, Detroit, Atlanta, 
San Francisco, Los Angeles. 


SUCCESSFUL 


FARMING 


SALES MANAGEMEN! 


more THAN 12 Million Lines 


OF PAID ADVERTISING IN 1948 


Media Records show a number of great metropolitan dailies . . . in cities over 
500 thousand and a million population . . . that fall far short of that volume. 
In check-up of this amazing record, the 


Altoona Mirror. 


proves two things of tremendous importance to advertisers. 


b 
} 
: 
‘ 


1. That Altoona is a responsive sales-rich market. 


2. That the slogan of the Mirror's advertising department, "Noth- 
ing Counts but Results”, is a promise backed by performance. 


Sales in the Altoona-Blair County market—in- area centering on Altoona. Call, wire or write to 
creased 21% in 1948 ... in contrast to a 13% Richard E. Beeler, Advertising Manager. 

Pennsylvania gain, 11% national gain. That 
sort of plus assures big profits from advertising 
schedules . . . provided coverage is right. The 
Altoona Mirror offers more than 93% coverage 


of the City Zone, better than 75% of the homes Sales A LTOO N A 


in the entire ABC market. MANAGEMENT 


The Mirror Is Ready to Match Your on REGULARLY 
Advertising Investment with High Sales Returns ao SE A PREFERRED CITY 
Get your full share of the Altoona market now . - among Sales Management's 
.+. you'll continue to cultivate this growing High Spot Cities 


ALTOONA'S ONLY EVENING NEWSPAPER 


PENNSYLVANIA PENNSYLVANIA—(Cont.) 
POPULATION FOOD STORE SALES POPULATION FOOD STORE SALES 
at Retail) (at Retail) 
ESTIMATES 1/1/49 ESTIMATE ESTIMATES 1/1/49 ESTIMATE 
PSM) CD es SM yD esi : 
Whole- = oF Eee Whole- a See t 
CITIES sale | | CITIES sale 
Area | Fami- Area Fami- 
No. | Total lies Total | No. | Total lies Total 
(in % Rank (in (in % Rank (in % Rank (in (in % Rank 
thou- of in | thou- | thou- of in thou- of in | thou- | thou- of in 
sands) | Area | Area | sands)| sands) | Area | Area sands) | Area | Area | sands) | sands) Area | Area 
| | ' 
| { » 
Aliquippa..........) 32] 31.1! 1.20! 4 7.4] 7,476 | 1.22| 10 Carbondale........) 26] 19.5] 1.82] 8 | 4.1] 4,896] 2.18 | 7 
AAllentown ERS : 251104.3 2.13 4 | 29.9] 33,445 2.82, 4 Carlisile...........) 28] 15.9) 2.28) 5 4.8] 4,689 3.65) 5 
Altoona ....f 29] 84.5 10.50 1 24.3] 27,612 | 17.75 1 Carnegie. . «of 25 02 51 22 3.4 5,156 84) 16 
Ambridge 32] 24.9 96 7 6.4] 7,971| 1.30 7 Chambersburg. . . . 28] 18.3) 2.63| 3 5.7] 4,809, 3.75; 4 
@Beaver Fails 32 21.3 82 11 5.9 7,619 1.24 9 Charleroi. .. ‘ 32 12.5 48 24 3.5 4 ,467 73 | 21 
Berwick 27 15.3 3.95 5 4.2 3,230 4.54 7 Cheltenham....... 25) 19.6 -40 16 5.1 3,971 34 | 26 
Bethlehem 25) 72.4 148 6 19.6] 20,162) 1.70 8 Chester... .. 25] 75.4 1.54 § | 19.9] 24,323) 2.05| 6 
Bloomsburg 27 10.9 2.81 7 3.4 3,469 4.88 6 Clairton 32 | 20.7 -80 13 5.1 4,518 74 | 20 
Braddock : 32 21.0 81 12) 5.4 7 ,805 1.27 8 Clearfield... . ‘a 29 13.4 1.67 4 3.8 3,647 | 2.34 5 
Bradford 23 20.0 1.30 9 5.9 7 ,294 2.21 5 Coatesville... . 25 18.4 .38 17 5.1 5 ,433 46) 21 
Butler. .. 31] 26.6 6.41) 3 7.4] 10,369 11.99 2 Connellsville. . ... 32] 15.2 58) 19 4.3] 5,338; .87| 15 
_ Canonsburg ea 32 14.4 55 | 20 3.7 4 ,230 69 | 23 a 25 14.0 29 23 3.6 8 ,509 72] 1 
"Designated by U. S. D. of C. as a major food wholesaling center. @Muttipte City. 4 Metropolitan County Area. 
© SM, 1949. Before using these figures, see explanation page 80. 


NOVEMBER 10, 1949 177 


* 


YOU JUST 


Food Advertisers, Jake Notice! 
7F SELL THIS RICH 


‘13,098,000 Worrstow Market 


With Metropolitan Fringe Area Circulation 


$13,598,000 in Food Sales! 
$1225 Sales Per Family! 
$330 Sales Per Capita! 
54% ABOVE U. S. AVERAGE! 


The back-wash of metropolitan circulation is not nearly enough to cover this 


multi-million dollar market! 


TIMES HERALD circulation . 


You have to sell Norristown from within, with 


in 9 out of every 10 of the homes that 


buy $1225 worth of food every year! Take advantage of the TIMES HERALD’S 
CONCENTRATED circulation, and the merchandising support always at your 


command té make a campaign most successful! 


Norristown Gimes Ljerald Norristown, Montgomery County, Penna. 


REPRESENTED NATIONALLY BY THE 


CITIES 


Dormont 
Doylestown 
*Du Bois 
Duquesne 
AEaston 
Eliwood City 
* AErie 
Franklin. . 
Greenville 


Greensburg. .. 


Hanover 
* AHarrisburg 
Hazelton 
@Homestead 
@Huntingdon 


© SM, 1949. 


they 
in Chester, Pa! 


Total 
(in 

thou- | 

sands) | 


17.1 
13.8 
5.6 
13.9 
21.3 
39 .6 
14.1 
140.0 
12.2 
9.3 
19.6 
16.3 
92.6 
43.1 
15.4 


Ist 6 months 1949 
* Source—Media Records 


PENNSYLVANIA—(Cont,) 


POPULATION 


yD ESTIMATES 1/1/49 


| Fami- 

lies 

% | Rank (in 
of | in | thou- 
Area Area | sands) 
66 17 4.4 
63 21 4.2 
MM 31 1.8 
1.73 3 40 
82 10 5.2 
81 12 12.1 
3.40 5 3.7 
48 .48 1 39.0 
2.94 6 3.7 
2.24 7 2.9 
75 18 5.5 
2.34 4 49 
13 .30 1 28.3 
4.01 3 10.5 
59 18 4.0 
1.11 6 2.7 


FOOD STORE SALES 


at Retail) 


6yD ESTIMATE 


1948 


Total | 
(in | % Rank 
thou- of | in 
sands) | Area | Area 
3,697 60 26 
3 ,660 60 27 
2,798 .24 32 
5,656 3.64 3 
5 ,023 82 17 
15,342 1.30 10 
4,185 4.84 5 
36,263 | 59.25 1 
3,865 4.47 6 
3,656 4.23 7 
7,174 1.17 12 
4,257 | 3.32 6 
29,144 22.70 1 
12,441 5.53 3 
8,562 1.40 6 
2,858 1.84 7 


*Designated by U. S. D. of C. as a major food wholesaling center. 


CITIES 


Indiana. . . 
Jeannette 


Kingston. 
Kittanning. 
ALancaster 
Lansdowne 
Lansdale 
Latrobe. . 
Lebanon... 
Lewistown... 
Lock Haven 


Mahanoy City 


@Multiple City. 


JULIUS MATHEWS SPECIAL 


Jenkintown...... 
* aJohnstown. . . 


Lower Merion 


McKeesport. . . 


PENNSYLVANIA—(Cont.) 


Area 
No Total 
(in 

thou- 
sands) 

32 13.1 
32 18.6 
25 5.6 
29} 70.2 
26 25.1 
32 8.9 
25 | 69.4 
25} 15.8 
25 10.9 
32 12.6 
25} 30.0 
28 15.3 
27) 14.2 
25} 46.6 
26 17.3 
32} 62.7 


AGENCY 


POPULATION 


SM ) ESTIMATES 1/1/49 


Fami- 
lies 
% Rank (in 
of in thou- 
Area Area sands) 
| 


50 | 23 3.8 
72 16 49 
1 32 1.6 
8.73 2 17.9 
2.34 6 6.8 
34 829 2.6 
1.42 8 20.6 
32 20 4.7 
22) 25 3.2 
48 25 3.3 
61 «13 8.6 
2.20 6 45 
3 .66 6 41 
95 10 12.3 
1.61 10 4.2 
2.41 2 16.9 


FOOD STORE SALES 


at Retail) 


6yD ESTIMATE 


1948 


Total 
(in % 
thou- of 
sands) Area 
4,049 66 
5 ,422 88 
7 ,262 61 
20,924 13.45 
5,535 2.46 
3 ,289 4 
19,008 1.60 
5 618 AT 
3,939 .33 
4 ,592 75 
7 ,388 62 
5,775 4.50 
4,109 5.78 
14,328 1.21 
3 ,507 1.56 
24,742 4.04 


asf 


eswSSBX8Be Ben Toss! 


AMetropolitan County Area. 


Before using these figures, see explanation page 80. 


. . . and the proof of the pudding 
is in the reading of the 


National Representotives:Story, Brooks & Finley 
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ADD 50 MILLION TO PITTSBURGH’S BILLION-DOLLAR LOOK 


You saw the news—a big insurance company will rede- All America knows of the millions that are going into 
velop 23 acres adjoining Pittsburgh’s Point Park. First Pittsburgh’s fabulous building and expansion programs. 
project is three office buildings worth $50,000,000. But the biggest news of all continues to be that industry 

And it’s no longer news that, up the Allegheny River, is pouring far more than a billion dollars into new plants, 
the VA will put 20 million dollars into a new hospital. expansion and modernization in the Pittsburgh district. 
And the Allegheny County Sanitary Authority will spend Far more than a billion for new jobs, new income oppor- 
more than 42 million dollars for a sewage disposal system. tunities, new markets for you. 


| 


Three 20-story office buildings—a $50,000,000 project—will be the first step in 
redevelopment of 23 acres adjoining Pittsburgh's new Point Park. 


It’s more than coincidence that the big projects are in Press leads by such a wide margin. Every Scripps- 
the close-in Pittsburgh market. Howard Representative is a Press Representative. 


Experienced marketers know that Pittsburgh market 


activity increases in direct proportion to nearness to the 
) 3 , N 
heart of the market. And experienced advertisers know TOTAL ADVERTISING LINES 


: ms published in first 7 months 
that, whether you define your close-in market as City 


; : ; 1948 1949 Change 

Zone, Metropolitan Pittsburgh, Allegheny County or PRESS (e) 9,878,548 10,537,030 4.658,482 
Retail Trade Zone, The Pittsburgh Press is No. 1 by PRESS (S) 4,536,686 4,648,084 +111,398 
every standard. Not just in circulation, not just in linage Post-Gazette (m) 5,562,745 5,390,108 —172,637 

... but No. 1 in influence and results, too. Post-Gazette (S) ~—_ 1,351,083 — 
Ask your Press Representative to show you why The Sun-Telegraph (e) 6,623,370 7,099,695 +476,325 
Sun-Telegraph (S) 3,952,715 3,841,058 —111,657 
_ Gm, Sunday figures include all supplements Source: Media Records, Inc. 


Represented by the General 
Advertising Department. 
Scripps-Howard Newspa- 
pers. 230 Park Avenue, New 
ork City. Offices in Chi- 
cago, Cincinnati, Detroit, 


Fort Worth, Philadelphia, 
San Francisco. 


The Pittsburgh Press 


in City Circulation —in Classified Advertising — in Retail Advertising — in 
() Genera! Advertising — ‘n Total Advertising 
e 
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Youll go a long way for a better market ...IF there is one! 


Westerly, R. I.... Something to Shout About! 


$403 FOOD SALES PER CAPITA 


You said it... Let’s go! The only way to keep pace with Westerly’s terrific sales tempo is a schedule in the 
Westerly Sun—which, alone and completely, covers this independent market, 45 miles from Providence, 


THE WESTERLY SUN .- 


. $1460 FOOD SALES PER FAMILY 


52% above R.l. average... .94% above U.S. average 


IDEAL MARKET FOR SPECIAL BRAND PROMOTIONS 


Family Retail Sales 77% above national average 


PENNSYLVANIA—(Cont.) 


CITIES 


McKees Rocks 
Meadville. ... 


Monessen 
Mt. Carmel... 
Nanticoke 

* New Castle 


New Kensington 
Norristown. .... 


Oil City 


* APhiladeiphia. . 


Phoenixville 
* APittsburgh 
Pittston 
Pottstown 
Pottsville. . 


Punxsutawney. . . 


* Reading 

* aScranton 
Shamokin 
Sharon... 
Shenandoah 
Somerset 

@State College 
Stroudsburg 
Sunbury 
Tamaqua 
Tarentum 
Titusville 


Turtle Creek... 


Uniontown 
Upper Darby 
Vandergrift 
Warren 
Washington 
Waynesboro 
West Chester 
Wilkinsburg 


* AWilkes-Garre. . . 
* @ Williamsport 


* aYork 


sale 
Area 
No. 


838 


Whole- 


RHODE ISLAND 


Central Falls 
Cranston. ... 


East Providence 


1 
11 
11 


POPULATION 

SM) ESTIMATES 1/1/49 
| Fami- 

Total | | lies 

(in | % Rank (in 
thou- of in thou- 
sands) | Area | Area | sands) 
19.4 75 | 14 5.1 
22.7 7.86 2 Ta 
24.1 93 8 6.2 
18.2 4.70 4 4.6 
26.2 2.44 4 6.6 
53.1 12.80 1 14.8 
27.9 1.07 6 78 
41.2 84 11 11.1 
22.0 5.30 4 6.4 
2136.0 43.64 1 596 .1 
15.0 mi a 3.8 
725.4 27.90 1 202.4 
18.1 1.68 9 4.1 
24.6 -50 14 7.0 
25.2! 2.35 5 6.8 
10.4 1.29 5 3.0 
116.6 2.38 3 34.5 
142.3 13.25 1 38.4 
19.4 5.01 2 5.1 
28.9 6.96 2 7.9 
21.4 1.99 7 49 
6.2 77 8 1.7 
8.0 99 7 2.6 
8.6 80 12 2.6 
18.2 4.70 3 5.6 
14.2 1.32 11 3.9 
10.4 40 28 3.1 
10.1 3.50 3 3.4 
12.1 AT 26 3.2 
23.6 91 4 6.8 
72.0 1.47 7 20.7 
10.9 42 27 2.9 
15.4 1.00 12 48 
27.9 1.07 5 7.3 
11.5 1.65 7 3.4 
15.0 31 22 44 
35.2 1.35 3 10.8 
90 .2 8.40 2 22.6 
50.7 13.08 1 15.5 
61.2 8.79 2 18.7 
25.1 | 3.31 8 6.9 
53 .8 7.10 4 14.8 
34.1 4.50 7 9.4 


FOOD STORE SALES 
(at Retail) 


GYD ESTIMATE 


1948 


thou- of 


5,319 87 «14 


7,635 12.47 2 
4,561 74)| 19 
3,470 | 4.88 5 
5,564 2.47 5 
15,112 | 17.48 1 
7,506 1.22 11 
13,598 1.15 12 
7,100 8.21 4 
522,299 44.09 1 
3 ,469 29 29 
218,796 35.69 1 
4,713 2.09 8 
8 ,023 68 14 
6,693 2.97 4 
3,841 2.47 4 
40,454 3.42 2 
40,449 17.97 1 
6,104 8.58 2 
8,551 9.89 3 
3,914 1.74 9 
2,307 1.48 8 
3,127. 2.01 6 
3,573 1.59 10 
5,135 7.22 3 
3,230, 1.44| 12 


8 
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a 
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N 


- 
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=" 
3 
~ 
wo 
i) 
w 


5818 

9,392 1.53 5 
27,565 12.25 2 
14 085 | 19.80 1 
17,975 | 14.00 2 
5,797 | 2.82 8 
8,685 4.22 5 


8,420 4.09 6 


*Designated by U. S. D. of C. as a major food wholesaling center. 
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tSee also Bristol, Va. 


WESTERLY, R. I. ° 


CITIES 


Newport........... 
Pawtucket........ 
* aProvidence 
Warwick.......... 
West Warwick..... 
ee 
Woonsocket. . . 


Anderson.... 
* aCharleston. . . 
* aColumbia 

Conway 

Florence 
* @Greenville 

Greenwood 

Orangeburg 

Rock Hill 

*Spartanburg. .. 

Sumter.... 


* Aberdeen 
Huron 
Mitchell 

*Rapid City 

* @Sioux Falls 
Watertown. .... 
Yankton... .. 


TENNESSEE 


@ Bristol. 

* Chattanooga. . 
Clarksville. .. 
Cleveland. . . 
Columbia... . . 
Dyersburg. . 
Elizabethton. 
Greeneville... . 
Jackson . 
Johnson City... . 


Kingsport 


@Multiple City. 


RHODE ISLAND—(Cont.) 


Whole- 
sale 
Area 
No. 


S28Sa88 


@New Metropolitan County Area. 


The Julius Mathews Special Agency Inc, 


POPULATION 


SM ) ESTIMATES 1/1/49 


SOUTH CAROLINA 


SOUTH DAKOTA 


Fami- 

Total lies 

(in % Rank (in 
thou- of in thou- 
sands) | Area | Area | sands) 

} | | 

35.3 | 4.66 5 10.3 
79.9 10.55 2 23.2 
262.6 34.67 1 74.4 
35.0 4.62 6 9.9 
19.5 2.57 9 5.1 
13.4 1.77, 10 3.7 
55.6 7.34 3 15.7 
25.9 4.33 3 7.6 
82.9 26.59 1 25.5 
72.5 11.68 1 21.4 
8.0 1.26 3 2.1 
25.0 4.03 3 7.3 
70.0 11.71 1 20.0 
18.0 3.01 4 5.0 
17.2 2.77 4 5.2 
24.4 2.70 2 6.5 
43.4 7.26 2 12.2 
30.1 4.85 2 8.6 
21.6 11.85 1 6.4 
13.6 3.65 3 3.9 
9.9 2.66 4 3.1 
25.4 33.03 1 7.7 
50.2 13.47 1 14.8 
13.7 3.68 2 3.8 
9.2 2.02 3 aa 
19.8 1.43 4 5.4 
143.4 28.19 1 40.6 
16.6 1.68 2 5.1 
17.8 3.50 3 43 
4.8 1.49 3 4.7 
14.4 56 g 4.3 
14.6 1.06 6 3.6 
9.6 .70 9 2.6 
35.9 1.41 2 11.2 
31.9 2.31 3 8.3 
19.6 1.42 5 5.0 


AMetropolitan County Area. 
Before using these figures, see ex laration page 80. 
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FOOD STORE SALES 


(at Retail) 


ESTIMATE 


1948 


Total 
(in 
thou- 
sands) 


13,490 | 


22 ,392 
78 ,301 
6,149 
5,313 
5 ,405 
16 ,288 


5,192 
21 ,268 
18 ,008 

2 ,089 

3,787 
18 ,036 

4,109 

2 ,938 

4 ,052 
10 ,595 

5,611 


6 ,376 
4,648 
3 ,376 
8 ,040 
17 ,368 
3,814 
2,483 


4 ,365 
42 ,239 
2,701 
2,701 
3 ,286 
2 ,992 
2 ,082 
1,903 
8 ,029 
7 ,300 
6 ,023 


or 
40 
of 

Area 


4.67 
3.85 


Rank 


Area 
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FIRST in Total Display Advertising 
FIRST in Local Display Advertising 
FIRST in General Advertising 
FIRST in Classified Advertising 
FIRST in Every Major Classification 


FIRST IN CIRCULATION—FIRST IN NEWS 


Greater Circulation than that of all 
other daily newspapers published or sold 
in Seranton and Lackawanna County 
combined, including all the New York 


Che Scranton Times 


SCRANTON, PA. 


Represented by George A. McDevitt Company National Representatives 


New York Chicago 


Che Scranton Times 


SCRANTON’S FIRST NEWSPAPER FOR OVER HALF A CENTURY 


and Philadelphia papers coming into our 
field. 

Greater Advertising Patronage than all 
other Scranton daily and Sunday papers 
combined. 


Philadelphia Detroit 


Po 7 


Where DOES he put it all! 


A husky eater arouses admiration and 
amazement. 


Here’s a market where food consump- 
tion is on the same grand scale. Sun- 
bury, Pa., has 4.70% of the wholesale 
vrocery area’s population, BUT ac- 
counts for 7.2% of its food sales. Man- 
size performance, indeed . . . that’s bet- 
ter than a man-and-a-half per customer 

54% above normal proportions. 


In this case, however, your question 
is not “Where do they put it all?” ,.. 
but “How can we cash in on it - - 
quick?”. The Sunbury Daily Item is 
your answer ... 100% coverage in city 
homes, reaching better than 5 out of 10 
hemes in the entire ABC market of 
108,704 people in 60 close-by towns and 
villages . . . with no competition from 
outside papers. 


SUNBURY DAILY ITEM 


SUNBURY, PA. 


An active well-balanced market — Agricultural and expanding Industrial Center 


— home of Big-Name Industries 


Represented Nationally By The Julius Mathews Special Agency, Inc. 
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27% OF TENNESSEE'S 
> BUYING POWER || | 


ai a is in the Nashville market area! 


ment of Finance and 


Reach this prosperous market through 


Taxation reveals that two great newspapers. 


27% of the total for 


the year from July 1, Nashville Banner The Nashville Tennessean 
1948 thru June 30, Morning » Sunday 


1949 came from those 


Newspaper Printing Corporation, Agent 
36 middle Tennessee represented by the Branham Company 


counties which com- 


vce | INAS IBY Ub 1b 1s 


The “MONEY TOWN” of the South 


V J 


TENNESSEE—(Cont.) TEXAS—(Cont.) 
POPULATION FOOD STORE SALES POPULATION FOOD STORE SALES Al 
; (at Retail) at Retail) Fi 
ESTIMATES 1/1/49 ESTIMATE ESTIMATES 1/1/49 ESTIMATE 4 
OD GYD EST" oD wat 
Whole- = Whole- Bae a acai 1 
CITIES sale | CITIES sale | ' 
Area | Fami- | Area | | Fami- 
} No. | Total | | | ties Total No. | Total | | fies Total 
' (in | & Rank (in (in % Rank (in | &% | Rank = (in (in % | Rank 
thou- of in thou- | thou- of in thou- of | in | thou- | thou- of in 
sands) Area Area sands)| sands) Area Area sands) Area Area sands)| sands) Area | Area 
| | 
* aKnoxville .| 120] 148.0 10.72 1 40.7] 40,951 26.18 1 *Corsicana -| 147] 19.0) 1.24 7 | 6.0 5,433 1.77, 4 
Maryville 120} 10.2 .74 8 3.0 2,407 1.54 6 * atDallas 147 | 471.6 30.67 1 142.9 | 117,720 | 38.37' 1 
* aMemphis. . . . 123 | 347.1 13.59 1 104.9 | 81,032 25.85 1 Denison. : 147] 20.7. 1.35 6 6.8 5,294 1.73, 6 
Murfreesboro 122} 12.7 1.28 4 3.9 2,537 2.04 4 Denton | 147] 16.0 1.04 10 5.1 3,703 1.21) 1 
* ANashville 122} 179.8 18.16 1 54.3] 54,843 44.12 1 * AE! Paso. 159 | 134.5 30.29 1 39.5] 24,818 32.37 | 
Oak Ridge 120} 36.1 2.61 2 9.8} 10,086 6.45 2 * aFort Worth... -| 148] 270.0 53.44 1 84.6] 66,993 65.84 1 
‘ Gainesville 147} 12.5 81 14 3.7 2 ,839 93 4 
TEXAS * aGalveston 146} 80.0 5.81 2 25.2] 20,947 7.40| 2 
Greenville... . 147] 18.8 1.22 8 5.9 4,438 145 9 
@Harlingen | 152] 25.0 5.58 3 7.4 3,963 6.61 2 
* @Abilene 155 | 52.5 16.80 1 16.0 9,906 16.25 1 Henderson 147 9.3 60 17 3.0 3,459 1.13, 02 
Alice 153 18.2 16.84 2 5.1 1,975 14.10 2 * at tHouston 146 | 624.0 45.32 1 182.5 | 164,241 58.03 1 
* AAmarillo 157 75.0 23.82 1 22.7 17,556 27.26 1 Kilgore 147 13.2 86 13 44 4,491 1.46 8 
* aAustin 150 | 139.3 35.45 1 40.9 | 30,087 42.49 1 *@Laredo.... 153 | 56.7 52.45 1 13.0 6,169 44.05 1 
Bay City 146 11.7 85 7 3.7 2,479 88 7 Longview 147 28.2 1.83 3 8.8 5 ,334 1.74 5 
Baytown 146} 26.1 1.90 3 7.6 4,936 1.74 3 * @Lubbock 158 | 60.2 22.30 1 17.8] 13,229 29.88) 1 
* aBeaumont 145 | 108.7 30.89 1 32.0} 19,074 33.49 1 Lufkin 146] 19.4 1.41 6 61 3,574 1.26| 6 
Big Spring 155 18.9 6 .05 4 5.7 4.726 7.75 3 Marshall. . | 139 26 .0 4.78 2 7.6 5 ,982 8.36 2 
Borger 157} 21.3 6.77 3 6.7 5,882 9.13 2 @McAlien.. 152] 21.6 4.82 4 6.0 3,142 5.24 4 
*Brownwood. . 156 | 25.1 12.32 2 7.6 5,395 13.46 2 McKinney 147] 15.6 1.01 WN 5.0 2,998 98 (13 
*@Brownsville 152 33.7 7.53 2 8.8 3 ,826 6 .38 3 Midland 155 26.1 8 .35 3 8.1 : 
Bryan 146 20 .6 1.50 5 6.2 4,107 1.45 5 Nacogdoches 147 13.4 87 12 4.0 2 ,809 92) 6 
Cleburne 148; 18.0 3.56 2 5.7 3,400 3.34 2 Odessa 155 | 41.2 13.18 2 13.0 9,110 14.94, 2 
* aCorpus Christi 152 | 124.0 27.69 1 36 .5 16,789 28.01 1 Palestine 147 18.3 1.19 9 5.7 3,704 1.21, 10 
*Designated by U. S. D. of C. as a major food wholesaling center. Formerly listed as Goosecreek. tDoes not include the Highland and University Park Cities with 
© SM, 1949. @New Metropolitan County Area. populations of 12.6 and 24.1 thousand respectively, which, thou 
@Muitipte city. Metropolitan County Area. separately incorporated, lie within the Dallas City limits. KI 


+ tIncludes all annexations to corporate limits as of January 1, 19 
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. Represented Nationally by The BRANHAM COMPANY 
KRLD © AM-FM-TV © CBS AFFILIATE © DALLAS-FT. WORTH 


NOVEMBER 10, 1949 . 


BURIED TREASURE ON THE GULF COAST 


Not Jean LaFitte's gold . . . but OIL, pouring forth its wealth 


on America's New Frontier, where 


OIL + WATER = DOLLARS! 
KPAG - 1250ke 


Port Arthur-Beaumont Mutual 


Keep Pitching Fi: Customers 


TEXAS—(Cont.) TEXAS—(Cont.) 
POPULATION FOOD STORE SALES POPULATION FOOD STORE SALES 
at Retail) (at Retail) 
ESTIMATES 1/1/49 ESTIMATE ESTIMATES 1/1/49 ESTIMATE 
CLD Cx esims SYD est 
Whole Whole ees ee ~~ 
CITIES sale | CITIES sale 
Area | | Fami- | Area | | Fami- 
No. | Total | lies Total | No. | Total | lies Total 
in % |Rank| (in (in | % | Rank (in | % | Rank| (in (in % | Rank 
thou- of in thou- thou- of in thou- | of | in thou- thou- of in 
sands) Area Area sands) | sands) Area Area. sands) Area | Area« sands)| sands) Area = Area 
| | | | 
Pampa | 157] 18.3) 5.81| 4 | 8.7 5,130| 7.96/ 3 Sulphur Springs....| 147] 11.6! .75| 16 3.5 2,.49| .7| 7 
Paris 147] 24.6 1.60 5 7.1 5,258 1.71 7 Sweetwater........) 155] 15.0 4.80 5 4.5 3,170 5.20. 4 
Plainview . 158 | 18.0 6.67 3 5.4 2,997 6.77 3 Temple...........] 180] 28.3 7.20 2 8.6 5,537 7.82 2 
4Port Arthur... 145] 74.1 21.06 2 21.0] 17,468 30.67 2 @Texarkana.........| 133] 30.8 12.99 1 9.7 5,631 20.33, 1 
* aASan Antonio 151 | 387.6 61.15 1 | 113.8] 73,357 65.01 1 er of | 2 13.2] 10,235, 3.34, 2 
*@San Angelo 156 | 51.4 | 25.22 1 15.5 | 10,570 26.37 1 Vernon............] 154] 15.4 | 6.78 2 4.7 3,062 6.07 2 
*Sherman 147! 26.6) 1.73 4 8.3 5,628 1.83 3 Victoria. .... ....4 1464 22.4) 1.63 4 6.8 4,539 | 1.60 4 
*Designated by U. S. D. of C. as a major food wholesaling center. @New Metropolitan County Area. 4 Metropolitan County Area. 


© SM, 1949. @Muttiple City. Before using these figures, see explanation page 8. 


The LONGVIEW-GREGG COUNTY MARKET is 


FIRST in East Texas in 


@ FOOD SALES 

e@ RETAIL SALES 

© EFFECTIVE BUYING INCOME PER FAMILY 
AUTOMOBILE REGISTRATIONS 
INDUSTRIAL DEVELOPMENT 


*Sales Management 1949 Survey of Buying Power 


During the last thirty days three multi-million dollars industries have chosen sites for plants in Long- 
view—center of the vast East Texas oil, natural gas and iron ore belt. These industries are: Tennessee East- 
man Corp., a subsidiary of Eastman Kodak Co.; Southwestern Metals, Inc., the first commercial sponge 
iron plant (for manufacture of high grade steel) and Johnston Hydraulic Rig Company. 


For the BEST TEST MARKET IN EAST TEXAS, try 


THE LONGVIEW DAILY NEWS THE LONGVIEW MORNING JOURNAL 


Carl L, Estes, Publisher 
Represented Nationally by Texas Daily Press League 


— 
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R 


in grocery wholesaling 
and retailing 


by government 
survey 


eul, 
in 


TIMES AND WORLD NEWS ( | complimentary copy 


ROANOKE ° VIRCINIA e: of ‘“MARKET TESTistics’’ to 
SAWYER + FERGUSON + WALKER CO sawyer ° Ferguson * Walker * Company 
National Representatives 60 Eos: 42nd Street, New York 17, N. Y 


__— TEXAS—(Cont.) VIRGINIA 
an POPULATION FOOD STORE SALES POPULATION FOOD STORE SALES 
F at Retail) (at Retail) 

|ATE 
ESTIMATES 1/1/49 ESTIMATE ESTIMATES 1/1/49 ESTIMATE 
- Whole- ——— _ : Whole- = aes : 
CITIES sale | } | CITIES sale 
Area Fami- | Area | Fami- 
Rank No. | Total | lies Total | No. | Total | lies Total | 
in (in % Rank (in (in % Rank (in of Rank (in (in % | Rank 
pe thou- of in thou- thou- of in thou- of in thou- thou- of in 
sands) | Area | Area | sands) | sands) Area | Area sands) | Area | Area sands) | sands) Area | Area 
a Tes | 
y * aWaco -...) 149] 80.0 | 30.20) 1 | 24.2] 17,253 35.30) 1 Alexardria........1 90] 72.0] 4.40! 2 | 20.3] 14,631) 4.28| 2 
, Waxahachie 147] 12.3 80 15 3.7 2 ,536 83 «16 @' Bristol | 120] 14.2) 103! 7 | 327 2,276 | 1.45 7 
1 * Wichita Falls 154 68.4 | 30.12 1 20 .6 16 667 33.04 1 *2Charlottesville 91 25 .0 3.19 3 7.4 7,915 5.52 3 
: Covington 94 7.7| 1.51 3 1.9 3,113 | 4.56 3 
7 UTAH *Danville 93] 38.0 13.58 2 | 10.7] 8,460 25.15 2 
: = ™ icks ys 11. ‘ ‘ - 
4 Logan 174] 16.0/ 11.10) 2 | 44] 3,617| 13.43, 2 aD po o; By) S| 88h Sm) PSS 
- ‘ Hampton ' 92 72 51 12 2.1 2,449 1.25 12 
@Ogden 174} 60.0 41.61 1 17.3 | 15,844 58.83 1 . 
Area Harrisonburg 91 10.0 1.28 5 2.8 2,391 1.67 5 
— weg eee) Sar) 8) Ee) See) See) Ss * @Lynchburg 93] 49.4 17.65 1 | 13.8] 11,652 34.64 1 
ASalt ‘ ; F ‘ i 
ge 80 Lake City 175 } 180.0 | 31.55 1 54.0 51,750 47.90 1 Martinsville 94 17.8 3.50 > 45 3,788 5.54 2 
_ VERMONT ANewportNews.....] 92] 48.4 3.43 3 14.0] 15,488 7.90 3 
* atNorfolk 92] 194.3 13.78 1 57.6} 51,715 | 26.36 1 
— *Barre 5] 14.0) 6.03 2 4.0 5,026 | 9.60 2 *Petersburg 91] 35.4, 4.52 2 10.5} 10,283 | 7.17 2 
Bennington 10] 12.5 8.07 3 3.6 3,148 §=8.12 3 Portsmouth 92] 82.5 5.85 2 24.4) 17,386 | 8.86 2 
Brattleboro 4] 13.0 3.86 6 3.7 5,359 5.67 4 * aRichmond 91 | 238.4 30.42 1 70.7 | 77,464 | 54.03 1 
Burlington 5 33.5 14.43 1 9.2 11,180 21.35 1 * aRoanoke 94 92.5 18.19 1 25.9 24,596 35.99 1 
Montpelier ; 5 8.8 3.79 5 2.4 3,614 6.90 3 Staunton 91] 16.5) 2.11 4 49 3,934 2.74 4 
Rutland 6] 18.6 20.95 1 5.0 6,312 | 30.48 1 Suffo'k 92] 14.1| 1.00, 11 3.8 3,083 | 1.57, 11 
St. Albans 5 8.9 3.83 4 2.5 3,005 5.74 5 “Winchester | 90] 14.8 91 3 4.4 4,150 1.22 3 
St. Johnsbury 51 12.0) 5.17 3 3.6 3,091 5.90 4 
*Designated by U. S. D. of C. as a major food wholesaling center. @New Metropolitan County Area. AMetropolitan County Area. @Multiple City. 
© SM, 1949. ! See also Bristol, Tenn. tPopulation estimate does not include about 35,000 service 
Before using these figures, see explanation page 80. 2 All Virginia Independent Cities combine with counties. personnel, including their families, on duty in the area. 
mas ; -s | 
oe 2 
Coming in SALES MANAGEMENT ... 
"Co titors Help Us Develop Markets’ 
——— 
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Hooper Audience Index 
for Spring "49 Shows 


that for TEN continuous daytime 
evening hours, KIMA delivers 46% 
listeners than station “B” and 71% 
listeners than station “C”. With 

than ten hours of new top drawer 
shows added this fall, KIMA has greatly 
increased this leadership. 


Third market in the state of Washington with 
$127,645,000 retail sales in 1948. Sell the 


Yakima market with its leading station— 


CBS for Central Washington 


WASHINGTON 


FOOD STORE SALES 
(at Retail) 


6yD ESTIMATE 


1948 


POPULATION 


SM ESTIMATES 1/1/49 


CITIES 
Fami- 
lies Total 

Rank (in in 
in thou- thou- 
Area sands)| sands) 


Aberdeen d d d 7 ,666 
Beilingham , , ‘ 10 ,818 
Bremerton i ; ‘ 10 ,807 
Centralia ‘ , J 2,570 
Chehalis ; d d 2 ,339 
Ellensburg : r ‘ 3 ,300 
Everett ; ‘ J 14 ,757 
Kelso , : d 4 ,308 
Longview d i . 3,727 
Mt. Vernon ‘ , 14 7 2,318 


“Designated by U. S. D. of C. as a major food wholesaving center. 
SM, 1949 


@Multiple City. 
AMetropolitan County Area. 


Represented Nationally by 
WEED & COMPANY 


WASHINGTON—(Cont.) 


FOOD STORE SALES 
at Retail 


GYD ESTIMATE 


1948 


POPULATION 


6yD ESTIMATES 1/1/49 


CITIES 


Total 

(in % 
thou- of 
sands) Area 


z= & 


Olympia 
Port Angeles 
@Richiand 


8 6,716 1.59 
0 3,927 93 
6 12,062 3.00 
* aSeattle. . 1 160,249 38.05 
* aSpokane 1 46 623 47.58 
* aTacoma : j 2 : 43 688 10.37 
Vancouver. . 4 7 ,628 1.90 
Walla Walla. 5 8 ,001 1.99 
Wenatchee. . 9 5 ,233 1.24 
3 


Yakima 17,565 4.17 


= 
joc oarws sw So 


Before using these figures, see explanation page 8: 


The SALES Map of U. S. Markets 


This year’s edition of SALES MANAGEMENT’s popular five- 
color County Outline Retail Sales Map of the U. S. pro- 
vides a graphic guide to all the nation’s markets for use 
in sales and advertising planning. 

3ased on retail sales and population figures from SM’s 
1949 “Survey of Buying Power,” the County Outline Map 


measures 37 by 41 inches and is suited for either wall or 


desk use. Every county in the U. S. is shown in one of 
five colors according to its 1948 retail sales, Metropolitan 


@) f = 
yal H MMO yYy 


County Areas are outlined in red, cities are shown with 
an index to their population level and blown up projections 
of congested areas are provided. 

Complete details will be provided on request, and the 
County Outline Retail Sales Map can be ordered now bj 
sending $3.50 for one map or $2.50 each for orders df 
more than one. AII maps are mailed postpaid in heavy 
protective mailing tubes. 


386 Fourth Avenue 
New York 16, N. Y. 
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WEST VIRGINIA 


Whole- 
CITIES sale 
Area 
No. 

Beckley 98 

Bluefield 98 

* ACharleston 98 

*Clarksburg 96 

Elkins 96 

*Fairmont 96 

* AHuntington 99 

Logan 99 

Martinsburg Ft] 

Morgantown 96 

*Parkersburg 97 

Welch 98 

* AWheeling 95 

Williamson 99 
WISCONSIN 

Antigo. Rat. 55 

Appleton. . . 55 

Ashland ; 57 

Beaver Dam 53 

__ Beloit | 83 


POPULATION 


CyD ESTIMATES 1/1/49 


| Fami- 
Total lies 
(in % |Rank| (in 
thou- of in thou- 
sands) Area Area | sands) 
| | 
19.2 | 2.20 3 5.3 
26.8 3.07 2 iP 
78.5 9.00 1 22.4 
35.2 8.77 1 10.0 
10.0 2.49 4 28 
33.2 | 8.27 2 9.2 
86.5 14.66 1 23.9 
64 1.08 5 1.7 
16.5 91 5 4.7 
22.0 5.48 3 6.5 
34.5 26.04 1 10.5 
8.5 97 4 2.2 
65.0 13.67 1 19.0 
10.0 1.69 4 2.7 
12.0 2.80 4 3.4 
32.0 7.46 2 9.2 
12.5 1.67 7 3.4 
13.5 66 14 4.2 
32.0, 1.57 9 9.8 


IN WEST VIRGINIA’S FIRST MARKET 


THE CHARLESTON 


DAILY MAIL 


Is First in Local Food Advertising! 


*Advertising Linage Service, N. Y., 1st 6 months, 1949 


REPRESENTED NATIONALLY BY WARD-GRIFFITH CO., INC. 


FOOD STORE SALES 
at Retail) 


6yD ESTIMATE 
1948 


Total | 
(in | % | Rank 
thou- of in 
sands) | Area Area 
| 
5 ,152 4.97 3 
5 ,432 5.24 2 
26,786 25.84 1 
10,467 16.83 1 
3 ,003 4.83 4 
8,686 13.96 2. 
18,206 26.40 1 
2,471 3.58 5 
3,779 88 6 
7,346 11.81 3 
10,870 | 47.59 1 
2 ,326 2.24 4 
21,184 20.54 1 
2 762 4.00 4 
3 ,626 4.43 3 
11,064 13.52 2 
3,544 2.36 6 
2,912 51 17 
12 ,068 2.13 8 


*Designated by U. S. D. of C. as a major food wholesaling center. 


© SM, 1949. 


COMPLETE 


COVERAGE 


WISCONSIN—(Cont.) 


CITIES 


~ Chippewa Falls... 


Eau Claire... . 
Fond du Lac 
* Green Bay 
Janesville 
AKenosiia 
* La Crosse. 
AMadison 
Manitowoc 
Marinette 
Marshfield 
Menasha 
* AMilwaukee 
Monroe 
Neenah 
Oshkosh... . 
ARacine 
Rhinelander. . 
Sheboygan...... 
*Stevens Point 
* aSuperior. .. 
Watertown 


. 


SSRSSSSSSSRSSLeSeSalEE 


57 
53 


@New Metropolitan County Area. 


POPULATION 


SM) ESTIMATES 1/1/49 


Fami- 

Total lies 

(in w/ Rank (in 
thou- of in thou- 
sands) Area | Area sands) 

| 

12.5| 84) 0 | 3.6 
46.0, 2.00 3 13.6 
30.00 147 1 8.9 
59.0 | 13.75 1 16.5 
26.6 1.30, 12 78 
55.4 2.72 4 15.4 
50.5 | 29.04 1 15.0 
86.0 4.22 2 26 .3 
30.1 1.48 | 10 8.7 
16.9 3.94) 3 4.7 
12.4) 5.41 4 3.4 
12.5 61 17 32 
650.4 31.91 1 192.8 
7.5 37 0— «18 2.4 
12.5 61 16 3.6 
47.5 | 2.33 5 14.5 
75.2 3.69 3 21.6 
10.3) 2.40) 5 2.8 
45.5 2.23 6 13.1 
18.5 8.08 2 4.7 
40.2 | 5.38 2 11.9 
13.1 64 15 4.1 


FOOD STORE SALES 


at Retail 
SM ESTIMATE 
1948 
| 
Total 
(in % | Rank 
thou- of in 
sands) | Area | Area 
| 
2,727| 56] 10 
9,875 | 2.04 3 
9,256 1.64 I 
18,796 | 22.97 1 
9,752 | 1.72) 10 
18,136 | 3.21 4 
15,598 | 44.71 1 
30,169 | 5.33 2 
10,653 | 1.88 9 
3,394 4.15 4 
3,276 8.49 4 
3,977 70; 15 
241,261 42.64 1 
2,344 | 41) 8 
3,723 66 16 
15,821 | 2.80 5 
25,794 4.56 3 
3,325 | 4.06 5 
12,945 | 2.29 6 
5,041 | 13.07 2 
13,584 | 9.05 2 
4,193; .74 1 


\ 


AMetropolitan County Area. 


Before using these figures, see explanation page 8. 


ay Jt Out... IN KENOSHA—WIS. 
54,807 ABC CITY ZONE POPULATION 


To Launch a New Product or to Test Copy at Low Cost this Compact Market Offers:— 
Fine Representation of Live-Wire Wholesalers—Alert and Aggressive Retailers—Chains 
and independents in Grocery-Drug and other Fields—Providing Quick and Economicd 
Distribution Coverxge by your Sales Organization. 


Of this Above-Average Buying Power Market is Available only thru 


KENOSHA EVENING NEWS 


CIRCULATION—CITY & TRADING ZONE OVER 18,000 


National Representatives—Jann & Kelley, Ine. 


SALES MANAGEMENT 
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WwW K O WwW 10,000 Watts - 1070 KC 
MBS - Madison, Wis. 
THE ONE STATION THAT COVERS AMERICA'S DAIRYLAND! 


Listened to most in 27 Wisconsin counties 
by the people who have the most income* 


WKOW’s 239,000 radio homes mean WKOW reaches over 40% of 
$364,000,000 industrial wages Wisconsin’s farm buying power— 
$197,286,000 food sales 60,000 farm radio homes with 
$114,417,000 automotive sales $497,000,000 in farm income 


* Ask Headley-Reed — New York, Chicago, Detroit, Atlanta, Los Angeles, San Francisco 


- — WISCONSIN—(Cont.) WYOMING 
LES - ————eE ———— a penn — - ——— — 
POPULATION FOOD STORE SALES POPULATION FOOD STORE SALES 
ATE (at Retail) (at Retail) 
3 ESTIMATES 1/1/49 ESTIMATE ESTIMATES 1/1/49 ESTIMATE 
oD Cx Desimus oD CLD SN 
Whole 2 Whole- a 
CITIES sale CITIES sale | | | 
Area Fami- Area Fami- 
Ram No. | Total lies Total No. | Total lies Total 
" (in % |Rank| (in (in | % | Rank (in % Rank (in (in % | Rank 
Area thou- of in thou- | thou- | of in thou- of in thou- | thou- of in 
— sands) Area Area sands)| sands) Area’ Area sands) Area Area sands)| sands) Area Area 
10 | | | | | 
3 Waukesha......... 53 | 24.2 | 1.19 | 13 | 6.8] 9,051 | 1.60 | 12 "OnepeF...n..s.ce0s 167 | 25.0 | 23 .23 | 1 | 8.1] 7,723 | 27.62| 1 
" *Wausau ....| 56] 31.0! 13.53! 1 8.9] 9,486 | 24.59/ 1 Cheyenne....... 168] 35.5] 3.38) 3 | 104] 9,910) 3.73/ 3 
1 Wauwatosa ue 53 32.0 1.57 8 8.9 8 ,299 1.47 13 Laramie... : 168 14.2 1.35 8 4.3 4 ,288 1.61 8 
10 West Allis........ 53 42.2 2.07 7 11.5 12 ,026 2.13 7 Rock Springs... . 175 12.0 2.10 3 3.6 4 ,320 4.00 3 
4 Wisconsin Rapids 56 15.1 6.59 3 4.3 3 ,826 9.92 3 a *Sheridan. . . 167 14.6 13.57 2 46 4,575 | 16.36 2 
, = eS. mT. _ an. ; 
2 “Designated by U. S. D. of C. as a major food wholesaling center. © SM, 1949. Before using these figures, see explanation page 80° 
$ 
4 
4 
15 
1 
18 
16 


CAPSULE INFORMATION 
A summary of 1949 data by States and Regions will be found on page 68. 
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Write THE ECONOMETRIC INSTITUTE | 
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The Econometric Institute’s ten year back- Estimates for local areas not shown in the 
- ground of regional research experience has Survey but based on Survey techniques and 
N = been joined with the facilities of Sales Man- wsaainiiaiies : 
= agement to prepare the estimates in the = : 
} = Survey of Buying Power. In addition the saat eal : : = 
s— institute offers: Special analysis of Survey data supplemented 
crins : by IBM reclassifications when necessary. 
nical - A regional consultative service geared to your 
particular marketing problem. Forecasts for local areas, over periods of one 
> IBM listings of Survey material, regrouped to ten years geared to the Institute’s national 
according to your sales territories. forecasts. 
For further information call or write: THE ECONOMETRIC INSTITUTE 
y, Ine. Tr. 9-5100 2! East 63rd Street, New York 21, N. Y. 
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HOME 


is where the buyings done 


CERTAINLY home is where most goods 


are used. 


Home is also where decisions to buy are made. 


And home is where brand preferences are born 


and bred. 


That’s why Better Homes & Gardens is 
“America’s Ist Point of Sale” for almost 
any product you can mention—from canned 
soups to auto tires, from hand creams to 
movie cameras. 


For the moment, pass over_the fact that 


up as extra-desirable by the toughest 
“foto 
F373, 126-—-Latuty 
6- moths’ ABC dunager. 


yardsticks an advertising man can apply. 
Just remember this: 


BH&G is “America’s Ist Point of Sale” 
because of its unique standing with such a 
large number of devoted readers. 


They read it only for its 100% Service con- 
tent—its helpful information on how to live 
a better life in a better home. 


In fact no other magazine published does 
so much to initiate buying by its editorial 
content as America’s First Service Magazine. 


A BH&G representative will tell you further 
why you can put your best foot forward in 
these 3-million-plus select homes. 


Americas £° Mint of Sale 


A SCREENED MARKET OF MORE THAN 3,000,000 BETTER HOMES 


SALES MANAGEMENT 


NOVEMBER 10, 1949 


In pre-war issues of the Survey of 
Buying Power, SM provided data on 
passenger car registrations and/or 
new car sales. These data were used 
by companies in widely diverse in- 
dustries. To those selling cars, tires, 
parts, accessories, travel and a host 
of other things the data were direct 
measurement of potentials; to makers 
of high price or luxury products for 
the home or the person there was 
value of a more indirect nature, since 
they found a high degree of correla- 
tion between their sales and density of 
automobile ownership. 

The series was discontinued during 
the war when no cars were being 
manufactured and it seemed to the 
editors that no useful purpose would 
be served if publication was resumed 
during the post-war allocation period. 

Passenger cars again are in plenti- 
ful supply, and so for the first time 
in nearly a decade passenger car reg- 
istrations are provided by SALES 
MIAN AGEMENT. 

Through — special arrangements 
made with the Reuben H. Donnelley 
Corp. valuable data covering registra- 
tions for 1948 appear exclusively in 
this November 10 issue, the on/y 
magazine to present the figures. 

The “parts” are actual registration 
figures by states and counties as com- 
piled by R. L. Polk and Co. The 
Reuben H. Donnelley Corp. acts as 
sales agents for the Polk figures. In 
the Donnelley offices the county totals 
were divided by the number of fam- 
ilies, in thousands, to arrive at Regis- 
trations Per 1,000 Families, with 
family figures being taken from SALEs 
MANAGEMENT'S May 10, 1949, Sur- 
vey of Buying Power. 

The following interpretive — in- 
formation is supplied by David L. 
Harrington, Vice-President, the 
Reuben H. Donnelley Corp. 

“These lists and counts are com- 
piled from official copies of state regis- 
tration records which are offered for 
sale in most states through legislation 
which provides for the sale of this in- 
formation. As a usual rule the records 
are produced by the states as a straight 
numerical license list with no geo- 
graphical arrangement. This necessi- 
tates that the records be re-sorted to 
county and to town arrangement be- 
fore town and county lists or statisti- 
cal counts can be secured. 

“Many times users of these counts 
raise the question as to why the counts 
vary so greatly from figures supplied 
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Passenger Car Registration 
Per 1,000 Families 


by the states. The reason for this is 
that there is a great difference in the 
manner in which different states clas- 
sify various types of vehicles. For ex- 
ample, in some states light delivery 
trucks are licensed under the passen- 
ger classification while in other states 
these same vehicles are treated as com- 
mercial vehicles and registered under 
truck classifications. 

“In the compilation of our counts 
and lists, we, of course, re-group such 
vehicles under what the industry 
recognizes as the proper classification 
for such vehicles regardless of the 
state licensing classification. 

“In some states where upon trans- 
fer of ownership of a car the license 
plates remain on the vehicle, it is pos- 
sible that this car may be transferred 
as many as 10 times during the licens- 
ing period and the counts issued by 
such states may reflect all 10 of these 
licensing transactions. As a matter of 
fact, it is only one car and all of these 
transfer transactions should be and 
are ignored in our compilation.” 

As an aid to interpretation of the 
“ner 1,000 families” figures, the Eco- 
nometric Institute divided the county 


figure by the state figure to arrive at - 


an index. Any figure over 100 means 
that the county is better than the 
state. Alabama, for example, has 456 
passenger cars registered per 1,000 
families. Autauga County, with 365, 
is only 80% as good as the state aver- 
age, while Baldwin, with 543 cars and 
an index of 119, is 19% better than 
the state as a whole. 


How to Use the Figures 


The two columns are primarily a 
measurement of quality. Quality and 
quantity do not necessarily go hand 
in hand. To obtain the quantity fig- 
ure, readers can multiply the “per 
1,000 families” by the figure for 
number of families in the Survey. To 
go back to the 2 Alabama counties: 
Autauga has 365 cars per thousand, 
and 4.2 thousand families. Multiply- 
ing the two figures, we get a total of 
1,533 cars. In the case of Baldwin we 
multiply 543 by 9.4 and get 5,104. 
In these counties quality and quantity 
do go together. 

It is in the very large congested 
cities where there is little correlation 
between quality and quantity. In 
New York’s Manhattan (New York 
County) there are only 232 cars reg- 
istered per 1,000 families. This 
doesn’t mean that there aren’t more 


families who could afford cars, and 
who would own them if they lived ig 
smaller communities. But in Manhat- 
tan there just aren't enough streets 
and enough garages for more cars, 

But because New York is so huge, 
it is a big quantity market for passen- 
ger cars even though the quality index 
is low. In general, it is only in the 
very large counties (million and over) 
that there is a negative correlation be- 
tween the auto index and the general 
quality of market index. Even among 
these cities there are marked differ- 
ences which are brought about by the 
differences in land areas. Los Angeles 
County, for example, is much larger 
in area than New York and s0 it 
isn’t surprising that the county has 
a high state index. Cook County, 
Illinois, also spreads out into rich 
suburban areas, while Manhattan isa 
narrow, confined strip. 

The only other type of county 
where the passenger car index has 
small correlation with the general 
“Quality of Market Index’ in the 
Survey is the highly prosperous farm 
county which contains no important 
trading center. In the absence of an 
urban retail center the general Qual- 
ity of Market Index (last column in 
the Survey of Buying Power) is low 
because very little is bought in the 
county, but it will have high passen- 
ger car registrations because of its 
high per capita income and the press 
ing need for passenger car transporta- 
tion brought about by the relative lack 
of alternative transportation agencies. 

Those are the two exceptions— 
some of the very highly congested 
metropolitan and some of the agricul- 
tural counties with great prosperity 
but few retail outlets. Elsewhere the 
index is a useful guide to the quality 
of the county for almost any kind of 
consumer expenditure which calls for 
considerable cash outlay, and, 4 
pointed out above, it is a direct guide 
to the sales possibilities for any prod- 
uct or service which is tied in with 
passenger car ownership. 

For those items—any high-price oF 
luxury product, or any automotive 
product or service—the passenger caf 
index is a better measure of quality 
than the more general weighted index 
in the Survey, which is built around 
income 5 points, total retail sales 3 
points, and population 2 points. 

The U.S.A. Average of Passenger 
Car Registrations Per 1,000 Families 
is 718. 
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South and Southwest are 


Gein in accounting for nearly one half of the nation’s 
Residential & Rural 


eetiteiien O electric appliance sales this year 


1945 -1949 
hes teend Market's phenomenal growth in electric customers creates 


tremendous sales opportunities for refrigerators, ranges, 
water heaters, washers—all types of appliances. 


During the first six months of this year, 44.0% of the 
country’s total electric refrigerator sales were made in the 
South and Southwest. Of the electric range total—40.6% 
were sold in this market, and electric water heaters—34.8 
of the total. Refrigerator sales down 14.2% for the rest of 
the nation, were UP 50% over last year for the South and 
Southwest. Sales performance on other appliance lines has 
been similarly outstanding, and there are good reasons. 


Southern REA and rural utility expansion continues at 
a fast clip... there are now more than 2 MILLION elec- 
trified farms in this region. In addition, during the first 
seven months of this year, 112,825 new dwelling units were 
built in this market—that’s more than a third of the 
national total! 


2,932,031 


1,031,247 
8,004 


1, 


Aggressive concentration on this fastest-growing market 
will yield profitable results for appliance manufacturers. 
ELECTRICAL SOUTH, with its intensive regional coverage, 
can best help you build the distribution and dealer support 
you need. 


ELECTRICAL SOUTH 


806 Peachtree St., N. E., Atlanta 5, Ga. 


288,955 


Reese mera cata 


Is your business paper advertising missing 
the lion’s share of your Southern potential? 


Three-fourths of the Southern and Southwestern 
population is in communities of under 25,000 or on farms. 
70% of the entire market’s retail outlets are in smaller 
towns. Industry, likewise, is widely dispersed. 
Advertising, which may do a thorough job in the metro- 
politan centers, still falls far short of tapping 

the market’s full buying power. In their 

specific fields, the Smith Publications provide 

the penetrating comprehensive coverage you need. 

For detailed facts on any or all the fields served 

in the Southern market and Smith’s services 
to advertisers, write today. 


Textile Industries isthe Smith 
national publication. Gives 
superior coverage in all 
branches of the U. S. textile 
manufacturing market. 


W.R.C 
W. R. C. SMITH PUBLICATIONS SMITH 


806 Peachtree St., N. E., Atlanta 5, Ga. PUBLICATIONS 
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Automotive Facts & Figures 


State 


Arkansas. 


California 
Colorado 
Connecticut 


Delaware 
Florida 
Georgia. . 


Idaho 
Illinois 
Indiana. . 


lowa 
Kansas 
Kentucky 


Louisiana 
Maine 
Maryland 


Massachusetts.......... 


Michigan 
Minnesota 


Mississippi 
Missouri 
Montana 


Nebraska 
Nevada. 


New Hampshire 


New Jersey 
New Mexico 
New York 


North Carolina.......... 


North Dakota 
Ohio 


Oklahoma 
Oregon 
Pennsylvania 


Rhode Island. 
South Carolina 
South Dakota 


Tennessee 
Texas 
Utah 


Vermont 
Virginia 
Washington 
West Virginia 


Wisconsin 
Wyoming 


District of Columbia........ 


Total 


New Passenger Cars 


Sold—1948 
Number Rank 
40 ,432 27 
12,994 43 
21,319 35 
272,209 2 
27,942 32 
50,745 22 
9,996 46 
53,746 20 
59,703 17 
14,554 39 
241,231 5 
101,128 10 
68 ,947 15 
48 ,970 23 
43 ,082 26 
44,925 | 25 
17,298 38 
52,762 21 
192,244 4 
250,853 | 4 
76,781 | 13 
28,242 | 31 
93,266 | 11 
18,014 | 37 
35,234 | 28 
5.028 | 49 
10,539 | 45 
116 ,945 8 
10,297 | 44 
338 ,254 1 
59,584 18 
13,359 42 
220 ,248 6 
44,942 24 
39,655 | 28 
257,764 | 3 
19,816 36 
30,599 | 30 
14,338 40 
60,141 16 
168 ,379 7 
13,874 41 
8,991 47 
73,515 4 
54,109 19 
25 ,098 34 
84,224 12 
8,766 48 
25,270 33 
3 ,490 ,952 


Source: R. L. Polk 
& Co. through 
Automobile 
Manufacturers’ 
Association 


New Motor Trucks 
Sold—1948 
Number Rank 
22 ,309 19 
6 ,042 41 
18 ,289 23 
64 ,009 2 
12 ,285 32 
9 ,903 35 
3 ,238 48 
19 ,557 22 
28 ,207 9 
8 ,258 37 
52 646 5 
27 ,196 11 
26 ,358 13 
22 ,246 20 
22 ,170 21 
16 ,061 28 
7 ,497 39 
13 ,267 
17 ,878 
39 .568 7 
23 ,996 15 
18 ,093 24 
31,611 8 
10 ,453 34 
16 ,664 27 
1,654 49 
3 ,838 47 
25 219 14 
6 ,082 40 
62 ,446 3 
28 ,054 10 
8 ,283 36 
47 ,755 6 
22 ,544 18 
15 ,560 29 
60 ,271 4 
4 ,600 44 
12 ,536 31 
7 ,872 38 
26 ,756 12 
67 ,737 1 
5 ,968 42 
4,294 45 
23 ,530 16 
18 ,054 25 
12 ,082 33 
23 ,398 17 
4 ,853 43 
3 ,987 46 
1 ,035 ,174 
Source: R. L. Polk 
& Co. through 
Automobile 
Manufacturers’ 
Association 


Passenger Car 
Registrations —1948 


Number Rank 


143 ,880 39 
232 ,150 33 
2 ,948 ,057 1 
312 ,375 31 
472 ,425 21 
69 ,722 48 
568 ,853 17 
483 ,445 20 
134 ,245 42 

1 ,787 ,398 5 
924 ,693 9 
674 ,283 14 
522 ,934 18 
417 ,961 24 
358 ,420 27 
172 488 35 
391 ,372 26 
880 ,036 10 

1 ,627 ,965 6 
740 ,311 13 
228 ,043 34 
785 ,496 "1 
128 ,372 43 
348 ,540 28 
38 ,453 49 
104 ,738 45 
990 ,691 8 
107 ,943 44 

2 ,464 ,294 2 
591 ,977 16 
139 ,624 40 

1 ,892 ,746 4 
454 ,049 22 
410 ,243 25 
1,914 ,022 3 
169 ,679 36 
328 ,387 30 
164 ,337 37 
446 ,170 23 
1 ,482 ,003 7 
144 ,500 38 
75 ,330 46 
501 ,749 19 
594 ,816 15 
285 ,794 32 
768 ,262 12 
71,730 47 
134 ,293 41 

29 ,967 ,719 


Source: Reuben H. 
Donnelley Corp. Motor 
Vehicle Registration 
Counts as of 
July 1, 1948 


Motor Truck 
Registrations—1948 


119,770 | 24 
35,434 | 41 
115 ,327 | 25 
482 ,140 1 
99 ,830 9 
87 ,002 32 
17,394 48 
142 ,465 19 
151 ,650 15 
51,617 | 38 
304,081 | 5 
186 ,351 10 
145,711 17 
169 ,195 11 
121 ,645 23 
110,149 | 26 
56 ,530 37 
80,744 | 
142,150 | 
223,946 | 7 
158,950 | 14 
106 ,660 28 
195 437 | “ 
63,442 | 35 
94,327 | 31 
10 823 49 
27 ,600 44 

| 
187,445 | 9 
36,594 | 40 
409 ,718 3 
159,123 | 13 
59,415 | 36 
295 ,806 6 
148,410 | 16 
108 ,619 27 
364 ,737 4 
30,247 | 43 
81,944 | 33 
54 ,378 39 
125,057 | 
411 ,787 2 
34 ,953 42 
23 ,039 46 
126 ,254 21 
143 907 18 
95,106 30 
161 ,828 12 
26 ,542 45 
20,011 47 
6 ,605 ,290 


Source: Reuben H. 
Donnelley Corp. Motor 
Vehicle Registration 
Counts as of 
July 1, 1948 


Driver 
Licenses —1948 


Number 


304 ,000 
2 ,872 ,000 
1 ,482 ,000 


1,278 ,000 
965 ,000 
813 ,000 


652 ,000 
318 ,000 
822 ,000 


1,565 ,000 
2,618 ,000 
1,581 ,000 


459 ,000 
1 ,387 ,000 
259 ,000 


708 ,000 
73 ,000 
191 ,000 


3 ,323 ,000 


288 ,000 
682 ,000 
340 ,000 


848 ,000 
2 ,336 ,000 
288 ,000 


138 ,000 
921 ,000 
986 ,000 


661 ,000 
1,393 ,000 
153 ,000 


51 ,469 ,000 


Source: U.S. Pub- 
lic Roads Adminis- 

tration data on 
operators’ licenses 

issued in 1948, 
estimated by Auto- 
mobile Mfrs.Assn. 


Employment, 
Highway and 
Transport 
Industries— 
1947 
138 ,752 
52 ,501 
99 ,732 


618 ,371 
95 ,218 
97 ,060 


18 ,671 
164 ,967 
156 ,838 


45 ,239 
364 ,896 
288 ,550 


141 ,340 
136 ,159 
132 ,084 


131 ,317 
53 ,819 
104 ,562 


196 ,648 
685 ,040 
156 ,855 


100 ,435 
225 ,698 
40 ,222 


87 ,299 
13 ,787 
35 ,126 


262 ,775 
43 ,291 
528 ,847 


170 ,467 
32 ,772 
472 ,775 


143 ,662 
122 ,843 
490 ,586 


35 ,682 
106 ,113 
37 ,907 


136 ,223 
516 ,852 
37 ,363 


33 ,088 
139 ,505 
126 ,675 

91,551 
191 ,319 

25 ,020 


34,614 


8 ,161 ,208 


Figures, 1949 


Mfrs. Assn. 


Retail 
Outlets 
for Cars and 
Trucks as of 
January, 1949 


Source: Auto- 
mobile Facts and 


edition, published 
by Automobile 


Source: Mow 
Age 
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Retail 
Outlets 
Cars and 
UCkS ag of 
wary, 1949 


ALABAMA 


County 


Autauga 
Baldwin 
Barbour 
Bibb 
Blount 
Bullock 
Butler 
Calhoun 
Chambers 
Cherokee 
Chilton 
Choctaw 
Clarke 
Clay 
Cleburne 
Coffee 
Colbert 
Conecuh 
Coosa 
Covington 
Crenshaw 
Cullman 
Dale 
Dallas 
De Kalb 
Elmore 
Escambia 
Etowah 
Fayette 
Franklin 


Geneva 
Greene 
Hale 
Henry 
Houston 
Jackson 
Jefferson 
Lamar 
Lauderdale 
Lawrence 
Lee 
Limestore 
Lowndes 
Macon 
Madison 


Marengo 
Marion 
Marshall 
Mobile 
Monroe 


Montgomery 
Morgan ~ 
erry 
Pickens 
Pike 
Randolph 
ussel] 
Saint Clair 
Shelby 
Sumter 
Talladega 
Tallapoosa 
‘uscaloosa 
valker 
Washington 
Wileox 
’inston 


State Aye, age 
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County-State Saturation 


Of Passenger Cars 


(See Editorial Introduction, Page 192) 


Per 1000 
Families 


237 
710 
540 
668 
722 
728 
887 
523 
440 
873 

798 

583 
624 
718 


—— ee 


782 


ARIZONA 
Per 1000 State 
Families Index County 
365 80 Apache 
543 119 Cochise 
351 77 Coconino 
434 95 Gila 
351 77 Graham 
223 49 Greenlee 
414 91 Maricopa 
562 123 Mohave 
394 86 Navajo 
468 103 Pima 
438 96 Pinal 
280 61 Santa Cruz 
406 89 Yavapai 
422 93 Yuma 
415 91 
423 93 State Average 
588 129 
351 77 
433 95 
514 113 
397 87 ARKANSAS 
445 98 . 
490 = 
$21 70 Baxter 
520 114 Sts 
Benton 
510 112 Boone 
489 107 Bradley 
594 130 Calhoun 
497 109 Cc il 
525 115 a 
Chicot 
499 109 Clark 
210 46 . 
283 62 ee ' 
611 134 oz cor 
416 91 ‘leve and 
Columbia 
390 86 Conway 
487 107 Craighead 
452 99 Crawford 
502 110 ‘rawforc 
326 - Crittenden 
in Cross 
po - Dallas 
5 
200 44 ee 
349 77 Faulkner 
419 92 Asters ~ 
Franklin 
216 47 Fulton 
472 104 Garland 
611 134 Grant 
+97 109 Greene 
346 76 Hempstead 
463 102 Hot Spring 
511 112 Howard 
251 55 Independence 
330 72 Izard 
432 95 Jackson 
461 101 Jefferson 
347 76 Johnson 
460 101 Lafayette 
432 95 Lawrence 
219 48 Lee 
465 102 Lincoln 
555 122 Little River 
462 101 Logan 
538 118 Lonoke 
294 64 Madison 
204 45 Marion 
522 114 Miller 
a _— Mississippi 
456 100 Monroe 


1949 


State 
Index 


ARKANSAS (Cont.) 


Per 1000 
County Families 
Montgomery 317 
Nevada 363 
Newton 307 
Quachita 444 
Perry 413 
Phillips 248 
Pike 378 
Poinsett 482 
Polk 428 
Pope 439 
Prairie 298 
Pulaski 509 
Randolph 421 
Saint Francis 301 
Saline 474 
Scott 404 
Searcy 323 
Sebastian 584 
Sevier 406 
Sharp 369 
Stone 329 
Union 522 
Van Buren 320 
Washington 675 
White 428 
Woodrunft 276 
ell 307 
State Average 437 
CALIFORNIA 
Alameda 886 
Alpine 34 
Amador 1034 
Butte 902 
Calaveras 677 
Colusa 925 
Contra Costa 777 
Del Norte 902 
Eldorado 778 
Fresno 951 
Glenn 892 
Humboldt 813 
Imperial 1161 
Inyo 883 
Kern 969 
Kings 874 
Lake 834 
Lassen 784 
Los Angeles 1013 
Madera 1009 
Marin 790 
Mariposa 568 
Mendocino 661 
Merced 986 
Modoc 724 
Mono 784 
Monterey 817 
Napa 716 
Nevada 690 
Orange 1246 
Placer 1023 
Plumas 627 
Riverside 1020 
Sacramento 879 
San Benito 998 
San Bernardino 886 


CALIFORNIA (Cont.) 
Per 1000 State 
a? \{ County Families Index Cou 
2 . 
0 s San Diego 745 81 Rou 
L Wews yston ° San Francisco 643 70 Sag 
\ * ) San Joaquin 897 98 et 
s iS \\ San Luis Obispo 335 37 San 
ie San Mateo 927 101 Sed; 
Santa Barbara = 1085 119 Sum 
Santa Clara 992 108 Tell 
Santa Cruz 923 101 Wa 
Shasta 859 94 We 
Sierra 534 58 Yur 
Siskiyou 886 97 
Solano 701 77 Si 
Sonoma 967 106 
Stanislaus 997 109 cc 
Sutter 841 92 
Tehama 877 96 Fai 
Trinity 581 63 Hai 
Tulare 887 97 Lite 
Tuolumne 926 101 Mic 
Ventura 1019 111 Nev 
Yolo 944 103 Ne\ 
Yuba 850 93 Tol 
oveiais oneenie Wil 
| State Average 915 100 
S 
COLORADO 
DE 
| Adams 699 81 
| Alamosa 784 91 Ker 
| Arapahoe 1184 138 -” 
Archuleta 620 72 ou 
Baca 1123 131 ¢ 
Bent 764 89 : 
7 Boulder 1030 120 
* From A Recent Study By = Chaffee 747 $7 DI! 
ALFRED POLITZ RESEARCH, Inc. pelt, Cheyenne 1048 122 - 
ee Clear Creek 961 112 1 
In a city of over 650,000 > ee : Conejos 636 74 
SE » God ge FTF SS Costilla 520 60 FL 
people, it is unusual to finc iui i 6, - Crowley 942 110 
one paper, and one paper only, s\ a Po a Ala 
. d elta Bal 
doing such a tremendous pene - iti one on Ba 
tration job. But that’s just what Dolores 803 93 Br: 
The Chronicle does in Houston. — - ye = 
Coverage such as this has but Elbert 904 105 Cal 
one meaning to advertisers: Better El Paso 850 99 Ch 
I l ’ Fremont 830 97 Cit 
results at less cost. | Garfield 857 100 Cla 
If you want more facts | Gilpin 755 88 Col 
22 , | Grand 1065 124 Co 
about The Chronicle’s money-saving wor 984 114 Da 
sunnison 
coverage of fabulous Houston, | Sileadiele 560 65 De 
just write any Branham Com- | Huerfano 671 78 Dis 
. } ackson v4 u 
Jack 966 112 D 
pany office, or our National | Soleo 1302 151 Es 
Advertising Department. | Kiowa 1160 135 Plz 
| Kit Carson 1247 145 Fr; 
| Lake 572 67 Ga 
La Plata 660 77 Gi 
| Larimer 1106 129 Gl 
| Las Animas 526 61 Gu 
Lincoln 1145 133 Ha 
Logan 998 116 Ha 
| Mesa 910 106 He 
| Mineral 735 85 He 
Moffat 1131 132 hs 
Montezuma 896 104 Hi. 
Montrose 819 95 . 
e Morgan 1100 128 Inc 
The Houston Chronicle = 3 7 fi 
Ouray 784 91 = 
LARGEST CIRCULATION IN TEXAS | Bark 917 po La 
Phillips 1310 152 
R. W. McCARTHY M. J. GIBBONS THE BRANHAM COMPANY Pitkin 584 68 -” 
Advertising Director National Advertising Manager National Representatives Prowers 709 82 os 
Le 
Pueblo 707 $2 Lit 
Rio Grande 829 96 or 
Ni 
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ENT 


County 


Routt 
Saguache 
San Juan 
San Miguel 
Sedgwick 
Summit 
Teller 
Washington 
Weld 


Yuma 


State Average 


COLORADO (Cont.) 


Per 1000 
Families 


809 
923 
840 
700 
1223 
540 
909 
1008 
942 


1202 


860 


CONNECTICUT 


Fairfield 
Hartford 
Litchfield 
Middlesex 
New Haven 
New London 
Tolland 
Windham 


State Average 


DELAWARE 


Kent 
New Castle 
Sussex 


State Average 


DISTRICT OF COLUMBIA 


District of Co- 


lumbia 


FLORIDA 


Alacrua 
Baker 
Bay 
Bradford 
Brevard 
Broward 
Calhoun 
Charlotte 
Citrus 
Clay 
Collier 
Columbia 
Dade 
De Soto 
Dixie 
Duval 
Escambia 
Flagler 
Franklin 
Gadsden 
Gilchrist 
Glades 
Gulf 
Hamilton 
Harder 
Hendry 
Hernando 
pighlands 
illsborou h 
Holmes . 
Indian River 
Jackson 
Jefferson 
Lafayette 
wake 
Lee 
Leon 
Levy 
Liberty 
Madison 


NOVEMBER 


901 
833 
912 
952 
724 
784 
914 
815 


825 


$63 


562 


333 
1008 
351 
363 
517 
986 
697 
684 
564 
324 
440 


10, 


100 


FLORIDA (Cont.) 


County 


Manatee 
Marion 
Martin 
Monroe 
Nassau 
Odeechobee 
Okaloosa 
Orange 
Osceola 
Palm Beach 
Pasco 
Pinellas 
Polk 
Putnam 
Saint Johns 
Saint Lucie 
Santa Rosa 
Sarasota 
Seminole 
Sumter 
Suwannee 
Taylor 
Union 
Volusia 
Wakulla 
Walton 
Washington 


Per 1000 
Families 


918 
636 
872 
660 
697 
726 
863 
944 
763 
680 
901 
795 
790 
753 
726 
774+ 
505 
1080 
638 
641 
554 
508 
417 
857 
393 
451 
341 


State Average 781 


GEORGIA 


Appling 
Atkinson 
Bacon 
Baker 
Baldwin 
Banks 
Barrow 
Bartow 
Ben Hill 
Berrien 
Bibb 
Bleckley 
Brantley 
Brooks 
Bryan 
Bulloch 
Burke 
Butts 
Calhoun 
Camden 
Candler 
Carroll 
Catoosa 
Charlton 
Chatham 


Chattahoochee 


Chattooga 
Cherokee 
Clarke 
Clay 
Clayton 
Clinch 
Cobb 
Coffee 
Colquitt 
Columbia 
Cook 
Coweta 
Crawford 
Crisp 
Dade 
Dawson 
Decatur 
De Kalb 
Dodge 
Dooly 
Dougherty 
Douglas 


__ ADVERTISEMENT 


New Engineering Manager 


Charles M. Kearns has been appointed 
engineering manager of the Hamilton 
Standard division of United Aircraft 
Corp., East Hartford, Conn. Mr. Kearns 
says, “I read The Wall Street Journal 
because I like the concentrated news 
coverage from the businessman’s stand- 
point.” There are over 37,000 general 
managers, department managers and 
their assistants among The Journal’s daily 
reading audience of 236,110. These men 
are important to you because they often 
decide where, when and what to buy for 
their companies. Bring your sales mes- 
sage to their desks regularly. Advertise in 
the Only National Business Daily. You 
get more for your advertising dollars. 


FOR CUSTOMERS —FOR EMPLOYEES 


The Christmas Gift 
THAT IS REALLY DIFFERENT 


Appreciated more than a “gadget” 
because the family enjoys it too! 


QUANTITY 
RATES 


. 

Doll’s Georgia Sweet Peach Pickles 
with tantalizing preserve and relish as- 
sortments in special gift packages are the 
ideal solution to your annual problem. 
Mighty good things to eat! Meticulously 
prepared — haad-peeled, hand-made, 
hand-packed. Not cheaper, just better, 
that’s all! Single package costs listed; 
discounts on 25 or more quoted on in- 
quiry. Rush order for “trial” assortment 
—or send entire list now. We mail, pay 
postage, enclose card or your enclosure. 
Deluxe Ass’t—$12.50: Packed in picturesque Spanish 
moss in an attractive Christmas gift box. Includes 
ali this: 1 qt. Peach Pickle, lb.-size jars each of 
Watermelon Rind Preserves, Peach Preserves, Fig 
Preserves, Strawberry Preserves, Vegetable Relish, 
Artichoke Relish, Crisp Cucumber Pickle, Green To- 
mato Crispies, Artichoke Cocktail Pickle, Water- 
melon Rind Pickle, and two 1-lb. packages whole 
halves shelled pecans. A bountiful collection of truly 
wonderful delicacies! 

Gift Special—$5: 1 qt. Peach Pickle, lb.-size jars 
each of Watermelon Rind, Peach, Strawberry Pre- 
serves and Green Tomato Crispies—plus 14 lb. whole 
halves shelled pecans. 

Preserve Special—$4: 6 lb.-size jars of preserves: 
2 Peach, 1 Strawberry, 1 Fig, 2 Watermelon Rind. 

Order trial ass’ts today—satisfaction guaranteed 


McKENZIE FARMS, Inc. 


Commercial Dept. Montezuma, Ga. 
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try to sell ‘Bayonne’ without 


only 14% 
TIMES concentrates 99.85% 
within ‘‘city limits’’. 
Data Book 


wOoTeL 


Finest foods 


Garage facilities 


[aaah] 


MOTEL 


® Radio in every room 

@ Noiseproofed throughout 
* 

* 


Lennox ‘Maufair 


ST. LOUIS 1, MO. 


NEW JERSEY'S FOURTH LARGEST MARKET 


vt, 


BAYONNE CANNOT B 
SOLD FROM THE OUTSIDE 


You'll be caught “out of bounds" every time you 
“THE BAYONNE 
TIMES” because all other papers combined reach 
of the Bayonne Market... . 
of its circulation 
Send for The TIMES Market 


The 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
795 Madison Ave.. N. Y. «© 228 N. LaSalle St., Chicago 


““ CARD POCKETS 
EASILY INSERTED 


WASSELL ORGANIZATION, lac, 
Dept. I » Westport Cona. 


10 EXCLUSIVE FEATURES 


S17-Na-Llok 


VISIBLE RECORD SYSTEMS 


GEORGIA (Cont.) 


County 


Early 
Echols 
Efhngham 
Elbert 
Emanuel 
Evans 
Fannin 
Fayette 
Floyd 
Forsyth 
Franklin 
Fulton 
Gilmer 
Glascock 
Glynn 
Gordon 
Grady 
Greene 
Gwinnett 
Habersham 
Hall 
Hancock 


Haralson 
Harris 
Hart 
Heard 
Henry 


Houston 
Irwin 
Jackson 
Jasper 
Jeff Davis 
Jefferson 
Jenkins 
Johnson 
Jones 
Lamar 


Lanier 
Laurens 
Lee 
Liberty 
Lincoln 
Long 
Lowndes 
Lumpkin 
McDufhe 
McIntosh 
Macon 
Madison 
Marion 


Meriwether 


Miller 


Mitchell 
Monroe 


Montgomery 


Morgan 
Murray 


Muscogee 
Newton 
Oconee 
Oglethorpe 
Paulding 
Peach 
Pickens 
Pierce 
Pike 

Polk 
Pulaski 
Putnam 
Quitman 
Rabun 
Randolph 
Richmond 
Rockdale 
Schley 
Screven 
Seminole 
Spalding 
Stephens 


Per 1000 
Families 


State 
Index 


134 


128 
120 


133 


133 


129 
123 
125 


118 
112 


117 
107 


116 


GEORGIA (Cont.) 


County 


Stewart 
Sumter 


Talbot 


Taliaferro 
Tattnall 
Taylor 
Telfair 
Terrell 


Thomas 
Tift 
Toombs 
Towns 
Treutlen 


Troup 
Turner 
Twiggs 
Union 
Upson 
Walker 
Walton 
Ware 
Warren 


Washington 


Wayne 
Webster 
Wheeler 
White 
Whitfield 
Wilcox 
Wilkes 
Wilkinson 
Worth 


Per 1000 
Families 


350 
472 
306 
503 
556 
446 
540 
357 


512 
729 
543 
406 
501 
622 
536 
224 
341 
606 


761 
660 
601 
366 
396 


456 
276 
477 
527 
696 
405 
456 
431 
342 


State Average 565 


IDAHO 


Ada 
Adams 
Bannock 
Bear Lake 
Benewah 


Bingham 
Blaine 
Boise 
Bonner 
Bonneville 


Boundary 
Butte 
Camas 
Canyon 
Caribou 
Cassia 
Clark 
Clearwater 
Custer 
Elmore 


Franklin 
Fremont 
Gem 
Gooding 
Idaho 
Jefferson 
Jerome 
Kootenai 
Latah 
Lemhi 
Lewis 
Lincoln 
Madison 
Minidoke 
Nez Perce 
Oneida 
Owyhee 
Payette 
Power 
Shoshore 


899 
698 
785 
836 
682 


850 
968 
694 
731 
583 


859 
1310 
715 
939 
1118 


1033 
793 
647 
913 
528 

1102 

1063 

1010 

1210 
756 


1185 
574 
796 
792 
867 
879 
842 

1089 

1168 
826 


1060 

951 
1362 
1033 
772 


State 
Index 


104 
81 
91 
97 
79 
99 

112 
81 
85 
68 

100 

152 
83 

109 

130 

120 
92 
75 

106 
61 


128 
123 
117 
141 

88 


138 
67 
92 
92 

101 


102 

98 
126 
136 

96 
123 
110 
158 
120 

90 
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IDAHO (Cont.) 


County 


Teton 
Twin Falls 
Valley 
Washington 


State Average 


ILLINOIS 


Adams 
Alexander 
Bond 
Boone 
Brown 


Bureau 
Calhoun 
Carroll 
Cass 
Champaign 
Christian 
Clark 

Clay 
Clinton 
Coles 


Cook 
Crawford 
Cumberland 
De Kalb 

De Witt 


Douglas 
Du Page 
Edgar 
Edwards 
Effingham 
Fayette 
Ford 
Franklin 
Fulton 
Gallatin 
Greene 
Grundy 
Hamilton 
Hancock 
Hardin 


Henderson 
Henry 
Iroquois 
Jackson 
Jasper 


Jefferson 
Jersey 

Jo Daviess 
Johnson 
Kane 
Kankakee 
Kendall 
Kn xX 

Lake 

La Salle 


Lawrence 
Lee 
Livingston 
Logan 
McDonough 


McHenry 
McLean 
Macon 
Macoupin 
Madison 


Marion 
Marshall] 
Mason 
Massac 
Menard 
Mercer 
Monroe 
Montgom: ry 
Morgan 
Moultrie 


NOVEMBER 10. 


Per 1000 
Families 


1060 


861 


FORECASTING BUSINESS 


Is Our Business 


From 


Newsweek 
AUGUST 1, 1949 


FORECASTS: 


Who Says Depression? 


Businessmen heard a reassuring 
prophecy last week: “It is clear 
that no major depression of the 
1929-32 variety is in prospect for 
the next ten years.” 


The forecaster was Dr. Charles 
Frederick Roos, head of the Eco- 
nometric Institute. “It is clear also,” 
he predicted, “that there will be 
ups and downs and even a sharp 
decline. But even with such a de- 
cline, unemployment does not reach 
alarming proportions. . . . Business 
activity in the next ten years will 
continue at much higher levels than 
during any prewar period and 
therefore shovld mean relatively 
high volumes of sales and profits.” 


To support his forecast, Roos 
projected the Federal Reserve 
Board production index up to the 
year 1960 (see chart), asking only 
that he should be permitted a 5 to 
10 per cent margin of error. 


Business forecasters are almost 
as numerous as race-track tipsters. 
Was Roos any better than the 
others? On May 23 the National 
Bureau of Economic Research pub- 
lished an analysis of postwar fore- 
casts. “Although one group of fore- 
casts . . . erred disastrously,” it 
said “there was another group that 
came remarkably close to the levels 
of employment and income in the 
postwar boom ... This group in- 
cluded Dr. Charles F. Roos and 
the staff of the Econometric In- 
stitute.” ... 


... The Institute has around 350 
corporations as subscribers at fees 
of $500 a year and up. One hun- 
dred of America’s 200 leading 
companies are among its clients. 


In the words of Waddill Catch- 
ings, a director of Chrysler and 
Warner Bros., “more than a tenth 
of business [volume] in the United 
States is conducted upon informa- 


tion supplied by econometrics.” 


The Econometric Institute, 
under Dr. Charles F. Roos, 
its Director and Founder, 
has pioneered in the appli- 
cation to business problems 
of modern statistical tech- 
niques of analysis. 


The Institute forecasts 
have stood the acid test of 
experience. It has success- 
fully called the turns in the 
major economic trends of 
the past ten years. 


The Institute offers your 
company a consulting serv- 
ice designed to help you 
make your important de- 
cisions on 1) sales poten- 
tials, 2) pricing policy, 3) 
demand and capacity anal- 
yses, 4) inventory and 
other important business 
problems. 


For information write: 


The 
ECONOMETRIC 
INSTITUTE 


21 East 63rd St. 


New York 21, N. Y. 
TR 9-5100 


WE'RE PROUD 


. 8 &© «€ 


(Cuncr h, 


re Lose 


of our —_ 
watch for ILLINOIS (Cont.) ILLINOIS (Cont.) 
completion date 
P Per 1000 State Per 1000 State 
County Families Index County Families Index 
Ogle 972 140 Tazewell 913 132 
Peoria 713 103 Union 571 83 
Perry 707 102 Vermilion 722 104 
? Piatt 867 125. Wabash 779 113 
Pike 737 107 Warren 821 119 
‘ser le R 2 
Pope 445 64 Washington 856 124 
Pulaski 428 62 Wayne 692 100 
Putnam 897 130 White S44 122 
Randolph 676 98 Whiteside 1006 145 
ni Richland 728 105 Will 791 114 
Boise ie sa ‘it Williamson 582 $4 
| OCK sian / P) 
| Saint Clair 673 97 Winnebago 970 140 
Saline 607 &8 Woodford 1016 147 
National Representatives ——— a — 
Schuyler y > Bia 4 
Geo. P. Hollingbery : ’ State Average 692 100 
Scott 692 100 
Shelby 717 104 
General Mgr. Stark 959 139 
Milo Petersen Stephenson 830 120 INDIANA 
ee aay meng oo —— Adams 1050 133 
Allen 983 124 
Bartholomew 772 98 
| Benton 848 107 
| Blackford 886 112 
e t Sp ° Boone 726 92 
Miype out transporzartion Bi ms : 
| Carroll 813 103 
° | Cass 720 91 
e leo =v 
worries over “ght . Clark 686 87 
ee Clay 895 113 
Clinton 804 102 
Crawford 641 81 
0'S 0 i . 
Daviess 650 82 
GENERAL AUTO'S PLANOF Mees 
Decatur 849 107 
De Kalb 920 116 
Delaware 792 100 
Dubois $35 106 
Elkhart 960 122 
ts 4 Fayette 809 102 
Cuts your cos g Floyd 731 93 
Fountain $02 102 
Franklin 690 87 
Fulton 1049 133 
Fleets of 5 to 500 New 1949 Plymouthbs, Gibson 766 97 
Fords or Chevrolets for Immediate Delivery Geum 717 . 
1 : e ; yreene 714 9( 
bmg 3%’ a mile (*on 25,000 or more annual mileage) A MILE* tee 869 110 
plus gas and oil pays all costs. We pay for repairs, tires, ri - 
lubricoti é : Hancock 851 108 
ubrication, maintenance, full insurance coverage, re- Plus Gas & Oil 
placement in case of fire or theft, license plates—plus Harrison 774 98 
new cars every 12 months. | Hendricks 827 105 
WE WILL PAY CASH FOR YOUR PRESENT CARS Write or wire for information ~-eeatd 749 95 
foward 742 94 
GENERAL AUT RENTAL co | Huntington 1064 135 
| Jackson 727 92 
fe | | 4a! rN A em COAST-T0 - COAST Jasper 1020 129 
HAROLD B. ROBINSON, President Jay 814 103 
Jefferson 596 75 
_ Osa 1255 E. Chelten Ave., Phila. 38, Pa. Rama 668 : 
Johnson 822 104 
Knox 700 89 
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INDIANA (Cont.) 


Per 1000 
County Families 
Kosciusko 1063 
Lagrange 842 
Lake 684 
La Porte 679 
Lawrence 697 
Madison 717 
Marion 754 
Marshall 1020 
Martin 768 
Miami 812 
Monroe 831 
Montgomery 785 
Morgan 804 
Newton 821 
Noble 858 
Ohio 710 
Orange 681 
Owen 758 
Parke 647 
Perry 696 
Pike 655 
Porter 783 
Posey 636 
Pulaski 843 
Putnam 653 
Randolph 1081 
Ripley 963 
Rush 790 
Saint Joseph 985 
Sectt 822 
Shelby 765 
Spencer 716 
Starke 610 
Steuben 1314 
Sullivan 734 
Switzerland 581 
Tippecanoe 714 
Tipton 760 
Union $51 
Vanderburgh 714 
Vermilion 572 
Vigo 667 
Wabash 902 
Warren 536 
Warrick 732 
Washington 693 
Wavne 840 
Wells 951 
White 928 
Whitley 1137 
State Average 790 
IOWA 
Adair 818 
Adams 872 
Ailamakee 925 
Appanoose 618 
Audubon 1055 
Benten 888 
Black Hawk 804 
oone 691 
Bremer 1103 
Buchanan 895 
suena Vista 1100 
Butler 1182 
Calh un 1057 
Carr ll 1109 
Cass 1048 
Cedar 977 
Cerro Gordo 884 
Cherokee $22 
Chickasaw 1010 
Clarke 738 
Clay 995 
Clayton 894 
Clinton 925 


NOVEMBER 


10, 1949 


County 


Crawford 
Dallas 
Davis 
Decatur 
Delaware 
Des Moines 
Dickinson 
Dubuque 
Emmet 
Fayette 
Floyd 
Franklin 
Fremont 
Greene 
Grundy 
Guthrie 
Hamilton 


Hancock 
Hardin 
Harrison 
Henry 
Howard 


Humboldt 
Ida 
Iowa 
Jackson 
Jasper 
Jefferson 
Johnson 
Jones 
Keokuk 
Kossuth 
Lee 

Linn 
Louisa 
Lucas 
Lyon 
Madison 
Mahaska 
Marion 
Marshall 
Mills 


Mitchell 
Monona 
Monroe 
Montgomery 
Muscatine 


O'Brien 
Osceola 
Page 

Palo Alto 
Plymouth 


Pocahontas 
Polk 
Pottawattamie 
Poweshiek 
Ringgold 


Sac 
Scott 
Shelby 
Sioux 
Story 


Tama 
Taylor 
Union 

Van Buren 
W apello 


Warren 
Washington 
Wayne 
Webster 
Winnebago 
W inneshiek 
Woodbury 
Worth 
Wright 


State Average 


IOWA (Cont.) 


Per 1000 
Families 


1003 
976 
785 
790 
950 
693 

1168 


805 
1148 
$26 
928 
889 
$38 
1058 
987 
918 
991 
1049 
1162 
828 
868 
909 


1176 
1171 
957 
872 
850 
854 
771 
798 
969 


1070 
$31 
1085 
1131 
986 


1010 


864 


_ MARK TWAIN 
FRUIT CAKE 


Impress, delight your important customers with the 
finest fruit cake money can buy. Master bakers made it 
of imported rum, fruits, nuts, spices, other “extra 
select” ingredients. Stays fresh for years. 

Beautifully gift-wrapped, packaged in colorful tin with 
scene of Mark Twain country. Just send list, include 
personal cards if you like. 
Christmas delivery guaran- 
teed. 

5 Ib. cake $6.25 (incl. 
postage, tax) on customer gift 
plan. Even lower price for 
*\ 100 or more (advise quantity) 
Order today . 


ZIMMERMAN'S BAKERIES 
HANNIBAL 4, MissouUR! 


| QUALITY METAL SIGHS 
| AND PLASTIC 
If you have a sign problem, write us. 
United makes a wide range of printed, 


enameled, lighted and unlighted signs. 
Write for information. 


ADVERTISING SIGNS DIVISION 


United Sound & Signal Co., Inc. 


COLUMBIA, PENNSYLVANIA 


PLANNED YOUR CONVENTION YET? 


HOTEL del CORONADO, Coronado Beach, Calif. 
across bay from San Diego) offers ideal resort 
hotel convention facilities for groups to 1200. Ocean 
front, marvelous food, spacious theatre, meeting, 
conference, assembly rooms. Banquet and ball room 
for 1500. All sports on grounds. Tijuana, Mexico. 
only 15 minutes. Races, Jai Alai. Write for Folder 
C. Harry S. Ward, Managing Director. 


. . . the contents of this No- 
vember 10 issue of SALES 
MANAGEMENT are fully pro- 
tected by copyright. The ex- 
clusive estimates of population, 
food store sales and passenger 
car registrations must not be 
reproduced in printed form, in 
whole or in part, without writ- 
ten permission of SALES MAN- 
AGEMENT, INC. 
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KANSAS 


County 
Allen 


Anderson 
Atchison 
Barber 
Barton 


Bourbon 
Brown 
Butler 
Chase 
Chautauqua 
Cherokee 
Cheyenne 
Clark 
Clay 
Cloud 
Coffey 
Comanche 
Cowley 
Crawford 
Decatur 
Dickinson 
Doniphan 
Douglas 
Edwards 
Elk 

Ellis 
Ellsworth 
Finney 
Ford 
Franklin 
Geary 
Gove 
Graham 
Grant 
Gray 
Greeley 
Greenwood 
Hamilton 
Harper 
Harvey 
Haskell 
Hodgeman 
Jackson 
Jefferson 
Jewell 
Johnsen 
Kearny 
Kingman 
Kiowa 
Labette 
Lane 
Leavenworth 
Lincoln 
Linn 
Logan 
Lyon 
McPherson 
Marion 
Marshall 
Meade 
Miami 
Mitchell 
Montgomery 
Morris 
Morton 
Nemaha 
Neosho 
Ness 
Norton 
Osage 
Osborne 
Ottawa 
Pawnee 


Phillips 


Pottawatomie 


Pratt 
Rawlins 
Reno 
Republic 
Rice 
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Per 1000 
Families 


803 
1014 
781 
1082 
1170 
734 
881 
884 
864 
794 


719 
1071 
1031 
1053 
1002 
835 
1235 
876 
638 
1089 


1026 
730 
$52 

1099 
804 


1043 
925 
1123 
986 
876 


892 
1274 
788 
1496 
1290 
1150 
997 
1403 
981 
1054 


1648 
1046 
866 
874 
855 


820 
1260 
1023 

944 

679 


1334 
734 
1011 
713 
1454 
981 
1129 
1030 
953 
1158 
771 


KANSAS 


County 


Riley 
Rooks 
Rush 
Russell 
Saline 
Scott 
Sedgwick 
Seward 
Shawnee 
Sheridan 
Sherman 
Smith 
Stafford 
Stanton 
Stevens 
Sumner 
Thomas 
Trego 
Wabaunsee 
Wallace 
Washington 
Wichita 
Wilson 
Woodson 
Wyandotte 


(Cont.) 


Per 1000 
Families 


1059 
1131 
1186 
1242 
1023 
1281 
773 
894 
718 
886 
1303 
933 
1122 
1660 
1223 
981 
1311 
980 
773 
1343 
1037 
1213 
737 
847 
660 


State Average 871 


KENTUCK 


Adair 
Allen 
Anderson 
Ballard 
Barren 


Bath 

Bell 
Boone 
Bourbon 
Boyd 
Boyle 
Bracken 
Breathitt 
Breckinridge 
Bullitt 
Butler 
Caldwell 
Calloway 
Campbell 
Carlisle 
Carroll 
Carter 
Casey 
Christian 
Clark 
Clay 
Clinton 
Crittenden 
Cumberland 
Daviess 
Edmonson 
Elliott 
Estill 
Fayette 
Fleming 
Floyd 
Franklin 
Fulton 
Gallatin 
Garrard 
Grant 
Graves 
Grayson 
Green 
Greenup 
Hancock 
Hardin 
Harlan 
Harrison 
Hart 


Y 


KENTUCKY (Cont.) 


County 


Henderson 
Henry 
Hickman 
Hopkins 
Jackson 
Jefferson 
Jessamine 
Johnson 
Kenton 
Knott 


Knox 
Larue 
Laurel 
Lawrence 
Lee 


Leslie 
Letcher 
Lewis 
Lincoln 
Livingston 
Logan 
Lyon 
McCracken 
McCreary 
McLean 
Madison 
Magoffin 
Marion 
Marshall 
Martin 


Mason 
Meade 
Menifee 
Mercer 
Metcalfe 


Monroe 
Montgomery 
Morgan 
Muhlenberg 
Nelson 


Nicholas 
Ohio 
Oldham 
Owen 
Owsley 
Pendleton 
Perry 
Pike 
Powell 
Pulaski 
Robertson 
Rockcastle 
Rowan 
Russell 
Scott 
Shelby 
Simpson 
Spencer 
Taylor 
Todd 
Trigg 


Trimble 
Union 
Warren 
Washington 
Wayne 
Webster 
Whitley 
Wolfe 
Wood ford 


Per 1000 
Families 


599 
810 
465 
608 
265 
585 
750 
358 
552 
220 
254 
715 
404 
334 
346 
245 
433 
406 
646 
510 
603 
359 
512 
379 
535 
603 
200 
901 
699 
352 
626 
594 
382 
954 
532 
472 
726 


State Average 


LOUISIANA 


Acadia 
Allen 
Ascension 
Assumption 
Avoyelles 


SALES MANAGEMENT 


ee aS eeu YS 


were uwne now — 


the GIFT that rates 
“TOP OF THE DESK” 


because it has 
DIGNITY 
EYE APPEAL 
USEFULNESS 


and carries your 


sales message A 
NEW RULE 
6 full years AND 
PAPER WEIGHT 
WITH 


CALENDARS FOR 6 YEARS 


Made of highly polished aluminum—finished with 
the same skill and craftsmanship as fine silver- 
ware. Top edge calibrated to sixteenths of an inch, 
Bottom edge beveled for ink and pencil ruling. 
Your ad die stamped in the space shown in illus- 
tration. Each MAGNI-CAL-RULE packed in an 


individual gift box. 


PRICES 


25—$4.50 each 250—$4.10 each 
50— 4.30 each 500— 3.75 each 
100— 4.20 each 1000 or more— 3.70 each 


(Sample $4.50 postpaid) 


ADVERTISING CORPORATION OF AMERICA 
TWO PARK AVENUE ¢ NEW YORK 16 


Factory ¢ Easthampton, Massachusetts 
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LOUISIANA (Cont.) 


Per 1000 

County Families 
Beauregard 600 
Bienville 378 
Bossier 7+0 
Caddo 683 
Calcasieu 739 
Caldwell 432 
Cameron 520 
Catahoula 276 
Claiborne 439 
Concordia 298 
De Soto 379 
East Baton Rouge 836 
East Carroll 226 
East Feliciana 273 
Evangeline 428 
Franklin 273 
Grant 374 
Iberia 547 
Iberville 344 
Jackson 470 
Jefferson 771 
Jefferson Davis 545 
Lafayette 495 
La Fourche 519 
La Salle 581 
Lincoln 556 
Livingston 629 
Madison 286 
Morehouse 461 
Natchitoches 333 
Orleans 462 
Ouachita 601 
Plaquemines 481 
Pointe Coupee 563 
Rapides 480 
Red River 255 
Richland 405 
Sabine 351 
Saint Bernard 780 
Saint Charles 527 
Saint Helena 226 
Saint James 307 
St. John the 

Baptist 377 
Saint Landry 445 
Saint Martin 415 
Saint Mary 438 
Saint Tammany 580 
Tangipahoa 525 
Tensas 241 
Terrebonne 470 
Union 512 
Vermilion 540 
Vernon 294 
Washington 445 
Webster 566 
West Baton 

Rouge 391 
West Carroll 313 
West Feliciana 185 
Winn 402 

State Average 512 
MAINE 
Androscoggin 697 
Aroostook 751 
Cumberland 664 
Franklin 717 
Hancock 701 
Kennebec 711 
Knox 624 
Lincoln 697 
Oxford 753 
Penobscot 676 
Piscataquis 602 
Sagadahoc 511 
Somerset 685 
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MAINE (Cont.) 


Per 1000 
County Families 
Waldo 736 
Washington 592 
York 736 


State Average 687 


MARYLAND 


Allegany 520 
Anne Arundel 696 
Baltimore 1040 
Baltimore, City of 539 
Calvert 742 
Caroline 768 
Carroll 955 
Cecil 771 
Charles 768 
Dorchester 611 
Frederick 719 
Gsarrett 422 
Harford 815 
Howard $73 
Kent 663 
Mentgomery 988 
Prince Georges 715 
Queen Annes 631 
Saint Marys 608 
Somerset 457 
Talbot 765 
Washington 763 
Wicomico 491 
Worcester 675 


State Average 656 


MASSACHUSETTS 


Barnstable . 1012 
Berkshire 753 
Bristol 670 
Dukes 1086 
Essex 672 
Franklin 870 
Hampden 722 
Hampshire 820 
Middlesex 700 
Nantucket 1024 
Norfolk 879 
Plymouth 778 
Suffolk 439 
Worcester 728 


State Average 680 


MICHIGAN 


Aleona 109 
Alger 739 
Allegan 961 
Alpena 886 
Antrim 764 
Arenac 1008 
Baraga 1023 
Barry 891 
Bay 875 
Benzie 1005 
Berrien 898 
Branch 880 
Calhoun 864 
Cass $58 
Charlevoix 914 
Cheboygan $39 
Chippewa 657 
Clare 919 
Clinton $38 
Crawford 951 
Delta 685 
Dickinson 759 
Eaton 928 
Emmet 872 


MICHIGAN (Cont.) 


Per 1000 

County Families 
Genesee 1009 
Gladwin 112- 
Gogebic 689 
Grand Traverse 763 
Gratiot 857 
Hillsdale 848 
Houghton 724 
Huron 1028 
Ingham 1094 
Ionia 813 
Iosco 1123 
Iron 845 
Isabella 877 
Jackson 844 
Kalamazoo 924 
Kalkaska $99 
Kent 990 
Keweenaw 704 
Lake 771 
Lapeer 717 
Leelanau 893 
Lenawee 1040 
Livingston 990 
Luce 617 
Mackinac 713 
Macomb 1037 
Manistee 854 
Marquette 738 
Mason 911 
Macosta 936 
Menominee 921 
Midland 854 
Missaukee 869 
Monroe 1001 
Montcalm 883 
Montmorency 150 
Muskegon 872 
Newaygo 934 
Oakland 1190 
Oceana 816 
Ogemaw 1080 
Ontonagon 789 
Osceola 952 
Oscoda 987 
Otsego 1085 
Ottawa 1125 
Presque Isle 1075 
Roscommon 760 
Saginaw 896 
Saint Clair 882 
Saint Joseph 1006 
Sanilac 1021 
Schoolcraft 896 
Shiawassee 946 
Tuscola 1030 
Van Buren 963 
Washtenaw 932 
Wayne 868 
Wexford 772 

State Average 917 
MINNESOTA 
Aitkin 917 
Anoka 1842 
Becker $82 
Beltrami 718 
Benton S44 
Big Stone 1094 
Blue Earth 1075 
Brown 1028 
Carlton 904 
Carver 1045 
Cass 811 
Chippewa 1096 
Chisago 1142 
Clay 1014 
Clearwater 951 


re 


hr 


dvertisers using The Detroit News have 


= oO 


yn Opportunity to deliver their messages to 
00,545 more homes daily than one competitor 


ind 39,703 more than the other in this 


NOnvwown wen veownM wv 


‘ hich local trading area. On Sundays, this EXTRA 
, girculation is 169,752 and 65,980 respectively ! 
» [fhe total ABC circulation of The News is the 
8 breatest in its history weekdays or Sundays 
“ find represents the greatest gains of the 


~. three Detroit newspapers for this period. 


89 
118 
86 
104 
108 
118 
123 
117 
83 
98 
96 
110 This map of the six-county trading 
111 area outlines the big market of 
98 Detroit retail outlets. Few depart- 
103 ment stores maintain delivery serv- 
a ice beyond its borders. In this heart 
102 of the world's 3rd industrial area, 
95 The Detroit News concentrates 95% 
84 of its weekday and 85% of its Sun- 
— day circulation. 
100 
103 
206 
99 
80 
95 
123 
120 


‘Iaai7z3 The Detroit News 559,675 


Greatest Trading Area Circulation Weekdays and Seotene of Any Newspaper TOTAL SUNDAY 
CIRCULATION 


y 
vs MAL DAILY 
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MINNESOTA (Cont.) MISSISSIPPI (Cont.) MISSISSIPPI (Cont.) 


Per 1000 Per 1000 Per 1000 
County Families County Families County Families 


Cook 1068 ) _ tn Yazoo 335 
> ) 1124 Attala 73 
emg re 901 Benton 316 State Average 400 
Dakota 698 Bolivar 236 
Dodge 961 Calhoun oid MISSOURI 
‘ 1093 Carroll 21 ; 

a 1133 Chickasaw 384 Adair 655 
Fillmore 1026 Choctaw 329 Andrew 667 
Freeborn 920 Claiborne 289 Atchison 812 
Goodhue 1014 Clarke 354 Audrain po 
Grant 1163 Clay 291 Barry 5 
Hennepin 782 § Coshoma 346 Barton 724 
Houston 1020 Copiah 405 Bates 741 | 
Hubbard 1052 Covington 369 Benton 684 
Isanti 907 De Soto 316 Bollinger 536 
Itasca $50 5 Forrest 599 Boone 742 
Jackson 1031 Franklin 432 Buchanan 497 
Kanabec 843 George 573 Butler 464 | 
Kandivohi 1036 Greene 466 Caldwell 763 | 
Kittson 974 Grenada Callaway 587 
Koochiching 729 Hancock C amden 655 
Lac Qui Parle 1014 Harrison > . Cape Girardeau 734 ¥ 
Lake 698 Hinds 8 . Carroll 935 | 
Lake of the Holmes Carter 418 

Woods $29 Humphreys Cass 763 
Le Sueur 1133 Issaquena Cedar 718 
Lincoln 1126 Itawamba : Chariton 675 


“yom 1165 Jackson 5 Christian 822 MIS 
McLeod 1172 Jasper 3 Clark 677 
Mahnomen 837 Jefferson ; C lay $11 a 
Marshall 1181 Jefferson Davis Clinton 819 0 
Martin 1053 Jones : Cole 751 rol 
Meeker 1059 mapas ; epee po One 
Mille Lacs 1073 Lafayette Crawford 695 Pemi 
Morrison 977 Lamar Dade 697 Perry 
Mower 906 Lauderdale Dallas 632 Petti, 
Murray 1012 Lawrence 5 Daviess 714 ettis 
Nicollet 562 Leake De Kalb 816 ay 
Nobles 1088 Lee "5 Dent 666 Platte 
Norman 1093 Leflore Douglas 451 Polk 
Olmsted 833 Lincoln Dunklin 484 Pulas 
Otter Tail 893 Lowndes Franklin 751 p : 
Pennington 931 Madison Gasconade 853 Rally 
Pine 938 Marion Gentry 875 Rand 
Pipestone 1235 Marshall Greene 776 Ray 
Polk 970 Monroe Grundy 614 Revers 
Pope 983 Montgomery Harrison 691 5B ile 
Dommey 779 ¢ Neshoba 2 Henry $32 Saint 
Red Lake 995 Newton Hickory 678 Saint 
Redwood 1179 Noxubee Holt 741 Sainte 
Renville 1134 Oktibbeha Howard 659 Saint 
Rice 827 Panola 3 Howell 667 Seine 
Rock 1227 Pearl River ; Iron 465 St. Le 
Roseau 949 Perry ‘ Jackson 630 Salin 
Saint Louis 723 Pike 5 Jasper 688 Schuy 
Scott 951 Pontotoc ‘ Jefferson 851 Scotla 
Sherburne 867 Prentiss Johnson 729 Scott 
Sibley 1041 Quitman g Knox 730 Shanr 
Stearns 1072 Rankin Laclede 646 Shelby 
Steele 1015 Scott Lafayette 718 Stodd 
Stevens 1070 Sharkey Lawrence 646 Stone 
Swift 1277 Simpson Lewis 751 Sulliy 
Todd 934 Smith Lincoln 684 Taney 
Traverse 840 Stone Linn 884 Texa: 
Wabasha 966 Sunflower 2 Livingston 703 Verno 
Wadena 1183 Tallahatchie McDonald 551 Warr 
Waseca 1031 Tate Macon 801 Wash 
Washington 864 Tippah Madison 731 Wayn 
Watonwan 1102 a soa Webs 
Wilkin 1097 ee Marion 556 Wortl 
Wi nona 779 - ay Me rcer 419 Wrig! 
Wright 1054 Walthall Miller 621 
Yellow Medicine 1160 Warren Mississippi 378 Stat 
gar Moniteau 772 
State Average 893 Washington Monroe 633 


bay a Montgomery 784 MOD 
MISSISSIPPI ebster 


days Morgan 631 

a ; New Madrid 374 Beave 
Adams snsten Newton §22 Big 
Alcorn Yalobusha Nodaway 788 


Tishomingo 


NOV 
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SALES MANAGEMES 


Concentrate On St. Louis And Its Immediate Retail Trading Zone 


...8 Counties With More Than 340,000 Auto Registrations ! 


01 

23 Cars per 1,000 family figures are fine. important figures. A lot of high-per- 
00 Those in the St. Louis immediate centage low-population rural coun- 
9 8-county area range from 664 per ties look fine on a map, but they don’t 
10 1,000 families for St. Louis city and ring many sales bells. The people 
13 county to 851 for adjoining less and the cars just aren’t there! 

“ urban Jefferson county (Missouri To really hit the BIG target in “St. 
2B es 658 and Illinois average Louis area” automotive sales, use the 
16 692). St. Louis Star-Times. Over 80% Star- 
71 But to really sell cars, gas, oil, tires Times circulation concentration in 
16 or other automotive equipment— the 8-county retail trading zone 
89 TOTAL registrations are the most assures low-cost, resultful advertising. 
100 


°) THE ST. LOUIS STAR-TIMES 


64 
116 nencieninnitael Nationally By The Geo. A. McDevitt Co. 
109 ae te eae atl 
103 
128 — MISSOURI (Cont.) MONTANA (Cont.) MONTANA (Cont.) 
— Per 1000 State Per 1000 State Per 1000 State 
124 County Families Index County Families Index County Families Index 
ia Oregon 552 84 Blaine 736 89 Toole 1017 123 
100 Osage 747 114 Broadwater 950 115 Treasure 645 78 
106 Ozark 502 76 Carbon 896 109 \ alley 952 115 
106 Pemiscot 334 51 Carter 638 77 Wheatland 984 119 
9¢ iy Perry 896 136 Cascade 825 100 Wibaux 902 109 
109 Pettis 675 103 Chouteau 1110 135 Yellowstone 954 116 
124 Phelps 557 85 Custer 641 78 eae canta 
101 Pike 656 100 Daniels 847 103 State Average 825 100 
9 Platte 769 117 Dawson 1083 131 
~ Polk 783 119 Deer Lodge 623 76 NEBRASKA 
114 Pulaski 694 105 Fallon 886 107 Adams 850 94 
130 Putnam 623 95 Fergus 907 110 Antelope 861 95 
133 ip Ralls 524 80 Flathead 875 106 Arthur 694 77 
118 Randolph 692 105 Gallatin 998 121 Banner 490 54 
93 Ray 642 98 Garfield 698 85 Blaine 606 67 
105 Reynolds 411 62 Glacier : 870 105 Boone 1080 119 
126 Ripley 425 65 Golden Valley 740 90 Box Butte 840 93 
103 Saint Charles 767 117 Granite 584 71 Boyd 995 110 
113 Saint Clair 571 87 Hill 745 90 Brown 896 99 
100 fp Sainte Genevieve 747 114 Jefferson 692 84 Buffalo 1052 116 
101 Saint Francois 735 112 Judith Basin 1040 126 Burt 1017 112 
71 Saint Louis 979 119 Lake 937 114 Butler 1021 113 
96 St. Louis, City of 592 90 Lewis and Clark 736 89 Cass 867 96 
105 ie Saline 681 103 Liberty 853 103 Cedar 1043 115 
129 je Schuyler 950 144 Lincoln 778 94 Chase 1298 143 
+11 Scotland 786 119 McCone 904 110 Cherry 912 101 
il Scott 670 102 Madison 691 84 Cheyenne 1225 135 
9g Shannon 376 57 Meagher 747 91 Clay 990 109 
109 an , 830 126 Mineral 653 79 oe 1246 137 
98 a 507 77 Missoula 849 103 ee. 970 107 
i 465 71 Musselshell 864 105 Custer 921 102 
104 ulllivan 743 113 Park 1001 121 Dakota 1055 116 
134 ne 617 94 Petroleum 563 68 Dawes 835 92 
7 eXas 538 82 fete awson 1 141 
= Vernon 600 91 Phillips 785 95 Deuel 1425 157 
Warren 891 125 Pondera _ 1259 153 Di 
122 Ka Powder River 727 88 — 947 104 
Washington 440 Dod e 971 107 
111 67 Powell 697 84 8 
102 ss 468 71 Prairie 940 114 Douglas 673 74 
34 womer 821 125 . Dundy 1235 136 
¢ worth 845 128 Ravalli 997 121 Fillmore 946 104 
as right 700 106 Richland 1050 127 Franklin 1090 120 
-- ; —ae Roosevelt 964 117 Frontier 955 105 
5/ State Average : Rosebud 830 101 ? 
117 age 658 100 mee A Furnas 1118 123 
9% Sanders 754 91 Gage 876 97 
119 Sheridan 1236 150 sarden 939 104 
a MONTANA Silver Bow 538 65 Garfield 1169 129 
57 ieee Stillwater 942 114 Gosper 827 91 
79 Big H. ead 714 87 Sweet Grass 869 105 Grant 1473 162 
120 orn 740 90 Teton 1002 121 Greeley 1036 114 
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customers and prospects. 


@ More listeners per dollar in Nassau County than 
any other station—including the New York City 


50,000 watters. 


@ Of course WHLI 
Radio Survey. 


has Conlan and Long 


Island 


NEBRASKA (Cont.) 


Per 1000 State 
County Families Index 
Hall 934 103 
Hamilton 1004 111 
Harlan 1025 113 
Haves 668 74+ 
Hitchcock 1180 130 
Holt 965 106 
Hooker 875 96 
Howard 1111 122 
Jetferson 924 102 
Johnson 1020 112 
Kearney 1182 130 
Keith 1227 135 
Keva Paha 957 106 
Kimball 1226 135 
K nox 1082 119 
Lan ister 899 99 
Lincoln 882 97 
Logar 1035 114 
Loup 390 43 
Mi Phers n 767 85 
Madison 921 102 
Merrick 1137 125 
Morrill 1014 112 
Nance 1036 114 
Nemaha 932 103 
Nuckolls 1065 117 
Orne 991 109 
Pawnee 987 109 
Perkins 1130 125 
Ph 1144 126 
Pierce 1159 128 


* Ist in Listening 
{ Hooper) 


© Ist in Network 
(NBC) 


© Ist in Power 
(5000 Watts) 


* Ist on the Dial 


(600) 
Affiliated 
® Ist on the Air an 
(1930) with 


NBC 


NEBRASKA (Cont.) 


Per 1000 
County Families 
Platte 1042 
Polk 1026 
Redwillow 986 
Richardson 926 
Rock 1020 
Saline 979 
Sarpy 794 
Saunders 1092 
Scotts Bluff 959 
Seward 966 
Sheridan 981 
Sherman 944 
Sioux 486 
Stanton 881 
Thayer 993 
Thomas 644 
Thurston 923 
Valley 961 
Washington 992 
Wayne 994 
Webster 1038 
Wheeler 760 
York 1006 
State Average 907 
NEVADA 
Churchill 960 
Clark 845 
1267 


Douglas 


1232 PASSENGER CARS PER 1,000 
FAMILIES IN NASSAU COUNTY 


Elias 1. Godofsky, President 


3 out of every 4 homes in Nassau County listen regularly to WHLI, the 
station Long Island automobile dealers use regularly to reach their 


1100 on your dial 


WHLI-FM 98.3 MC, 


HEMPSTEAD, L. I.,N.Y. 


WSJS 


NEVADA (Cont.) 


County 


Elko 
Esmeralda 
Eureka 
Humboldt 
Lander 
Lincoln 
Lyon 
Mineral 
Nye 
Ormsby 
Pershing 
Storey 
Washoe 
White Pine 


State Average 


NEW HAMPSHIRE 


Belknap 
Carroll 
Cheshire 
Coos 
Grafton 


Hillsboro 
Merrimack 
Rockingham 
Strafford 
Sullivan 


State Average 


First Jn Evary Way 


Dominates Winston-Salem! 


(Gives Bonus Coverage of Greensboro and High Point) 


Per 1000 
Families 


663 
240 
890 
791 
615 
765 
790 


432 
472 
742 
683 
398 


1110 


648 


849 


737 
862 
687 
583 
733 
583 
699 
724 
631 
588 


657 


WSJS 


(QQ winston- -SALEM (J) 


THE JOURNAL-SENTINEL eu @ 


Represented 
by 


HEADLEY- 
REED CO. 


Count 


Atlant 
Berget 
Burlin 
Camdi 
Cape 

Cumbr 
Essex 

Glouc 
Hudso 
Hunte 
Merce 
Middl 
Monm 
Morri: 
Ocean 
Passai 
Salem 
Somer: 
Sussex 
Union 
Warre 


Stat 


NEW 


Berna! 
Catror 
Chave 
Colfax 
Curry 
De Bz 
Dona 
Eddy 
Grant 
Guada 
Hardi: 
Hidals 
Lea 

Lincol: 
Luna 

McKir 
Mora 
Otero 
Quay 
Rio A 
Roose 
Sando: 
San J 
San M 
Santa 
Sierra 
Socorr 
Taos 

Torrat 
Union 
Valenc 


State 


NEW 


Albany 
Allega 
Bronx 
Broom 
Cattar: 
Cayug 
Chautz 
Chemu 
Chena 
Clintor 
Colum! 
Cortlay 
Delaw. 
Dutche 
Erie 
Essex 
Frankl 
Fulton 
Genese 
Greene 
Hamilt 
Herkin 
Jeffers, 
ings 


NOV 


NEW JERSEY 
Per 1000 
County Families 
Atlantic 539 
Bergen 955 
Burlington 865 
Camden 682 
Cape May 759 
Cumberland 829 
Essex 701 
Gloucester 837 
Hudson 432 
Hunterdon 972 
Mercer 808 
Middlesex 823 
Monmouth 896 
Morris 1020 
Ocean 1130 
Passaic 700 
Salem 830 
Somerset 914 
ped Sussex 974 
Union 874 
Warren 803 
. State Average 745 
: NEW MEXICO 
| Bernalillo $36 
| Catron 220 
| Chaves 912 
. Colfax 544 
: Curry 741 
De Baca 398 
: Dona Ana 684 
) Eddy 750 
Grant 427 
) Guadalupe 317 
Harding 563 
) Hidalgo 537 
; Lea 903 
: Lincoln 402 
) Luna 460 
McKinely 342 
Mora 295 
Otero 505 
Quay 910 
) Rio Arriba 324 
| Roosevelt 673 
; Sandoval 851 
} San Juan 598 
? San Miguel 298 
) Santa Fe 720 
, Sierra 917 
) Socorro 350 
, Taos 292 
) Torrance 393 
7 Union 737 
y Valencia 380 
i State Average 643 
NEW YORK 
Albany 681 
Allegany 901 
Bronx 326 
Broome $31 
Cattaraugus 801 
Cayuga 794 
Chautaugua 828 
Chemung 801 
Chenango 821 
Clinton 733 
Columbia 767 
Cortland 767 
Delaware 819 
Dutchess 933 
Erie 850 
Essex 823 
Franklin 794 
Fulton 753 
Genesee 928 
Greene 918 
Hamilton 834 
erkimer 779 
efferson 669 


Kings 


NOVEMBER 


{ 


Per 1000 State 

County Families Index 
Lewis 833 142 
Livingston 971 166 
Madison 878 150 
Monroe 878 150 
Montgomery 803 137 
Nassau 1232 210 
New York 232 40 
Niagara 873 149 
Oneida 752 128 
Onondaga 811 138 
Ontario 869 148 
Orange 842 144 
Orleans 893 152 
Oswego 798 136 
Otsago 794 135 
Putnam 1338 228 
Queens 562 96 
Rensselaer 733 125 
Richmond 623 106 
Rockland 949 162 
Saint Lawrence 711 121 
Saratoga 667 114 
Schenectady 845 144 
Schoharie 789 135 
Schuyler 889 152 
Seneca 860 147 
Steuben 754 129 
Suffolk 1161 198 
Sullivan 1046 178 
Tioga $31 142 
Tompkins 961 164 
Ulster 810 138 
Warren 819 140 
Washington 772 132 
Wayne 869 148 
Westchester 857 146 
Wyoming 844 144 
Yates 922 157 

State Average 586 100 


NEW YORK (Cont.) 


County 


Alamance 

Alexander 
Alleghany 
Anson 


Ashe 


Avery 
Beaufort 
Bertie 
Bladen 
Brunswick 


Buncombe 
Burke 
Cabarrus 
Caldwell 
Camden 


Carteret 
Caswell 
Catawba 
Catham 
Cherokee 


Chowan 
Clay 
Cleveland 
Columbus 
Craven 


Cumberland 
Currituck 
Dare 
Davidson 
Davie 


Duplin 
Durham 
Edgecombe 
Forsyth 
Franklin 


NORTH CAROLINA 


Per 1000 
Families 


840 
857 
494 
573 
365 


345 
532 
697 
553 
453 


589 
635 
753 
731 
560 
572 
513 
859 
648 


HIT HARDER 


at Buffalo’s New Car Buyers 
- - - Use the Courier-Express 


@ In 1948 the Courier-Express carried over half of all 
national automotive linage in Buffalo. It has led in this 
classification for six years . . . proof that it sells new cars, 
tires and accessories. You, too, reach Buffalo buying power 


more economically in this 
favorite morning and Sun- 
day newspaper. 

Remember, your dollar 
buys greater impact in the 
Courier-Express on the fam- 
ilies with more money to 


spend. 


Luffato 


Cs , 


Only Morning end 


Repres, 


Osborn, Scolar 
‘ 


Sapress 


Western New York 's 
Sunday Nowspape, 
Natives 


», We 


ker & Rrote 


cE aR 


No other 


source of 
business 


news Is as 

complete 
all 

authentic 


TheFournal 0 


2 2t Gomm 
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roman, rene © 


tat me 
\) 
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Teese oats el aces Takes 
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Journals of 
Commerce 


TOP MANAGEMENT’S 
GOOD RIGHT HAND 


53 Park Row, New York 15,N. Y. 


12 East Grand Ave., Chicago 90, III. 


County 


Gaston 
Gates 
Graham 
Granville 
Greene 
Guiford 
Halifax 
Harnett 
Haywood 
Henderson 
Hertford 
Hoke 

Hyde 

Iredell 
Jackson 
Johnston 
Jones 

Lee 

Lenoir 
Lincoln 
McDowell 
Macon 
Madison 
Martin 
Mecklenburg 
Mitchell 
Montgomery 
Moore 

Nash 

New Hanover 
Northampton 
Onslow 
Orange 
Pamlico 
Pasquotank 
Pender 
Perquimans 
Person 

Pitt 

Polk 
Randolph 
Richmond 
Robeson 
Rockingham 
Rowan 
Rutherford 
Sampson 
Scotland 
Stanly 
Stokes 
Surry 
Swain 
Transylvania 
Tyrrell 
Union 
Vance 
Wake 
Warren 
Washington 
Watauga 
Wayne 
Wilkes 
Wilson 
Yadkin 


Yancey 


State Average 


NORTH CAROLINA (Cont) 


Per 1000 
Families 


686 
641 
220 
620 
634 


769 
578 
658 
579 
701 
720 
389 
383 
709 
439 


685 
531 
926 
691 
851 


569 
386 
356 
660 
754 
422 
748 
722 
349 
423 
546 
646 
763 
413 
557 
528 
600 
726 
675 
567 
931 
603 
585 
731 
677 
707 
676 
544 
833 
727 
737 
255 
652 
398 
762 
660 
823 
523 
557 
444 
637 
562 
613 
838 
331 


659 


NORTH DAKOTA 


Adams 
Barnes 
Benson 
Billings 
Bottineau 
Bowman 
Burke 
Burleigh 
Cass 


978 
1136 
1037 

593 

993 
1248 
1024 

674 

853 


State 
Index 


104 
97 
33 
94 
96 

117 
88 

100 
88 

106 

109 
59 
58 

108 
67 

104 
81 

141 


County 


Cavalier 
Dickey 
Divide 
Dunn 
Eddy 


Emmons 


Foster 
Golden Valley 
Grand Forks 
Grant 
Griggs 
Hettinger 
Kidder 
LaMoure 
Logan 
McHenry 
McIntosh 
McKenzie 
McLean 
Mercer 
Morton 
Mountrail 
Nelson 
Oliver 
Pembina 
Pierce 
Ramsey 
Ransom 
Renville 
Richland 
Rolette 
Sargent 
Sheridan 
Sioux 
Shope 
Stark 
Steele 
Stutsman 
Towner 
Traill 
Walsh 
Ward 
Wells 
Williams 


State Average 


OHIO 


Adams 
Allen 
Ashland 
Ashtabula 
Athens 


Auglaize 
Belmont 
Brown 
Butler 
Carroll 
Champaign 
Clark 
Clermont 
Clinton 
Columbiana 
Coshocton 
Crawford 
Cuyahoga 
Darke 
Defiance 
Delaware 
Erie 
Fairfield 
Fayette 
Franklin 
Fulton 
Gallia 
Geauga 
Greene 
Guernsey 


NORTH DAKOTA (Cont.) 


Per 1000 
Families 


961 


1155 
774+ 
840 
944 

1046 


1235 
1208 
817 
880 
1225 


1116 
1071 
1261 
1192 
1032 


1041 
879 
1026 
1129 
941 


1004 
1129 
748 
1130 
862 


843 
1032 
871 
1105 
820 


1085 
904 
664 
568 

1044 


1150 
894 
876 

1088 

1050 
816 

1078 

1041 


957 


772 
851 
1023 
947 
676 


1007 
582 
749 
762 
630 


788 
720 
904 
803 
843 


$39 
861 
783 
884 
$75 
891 
904 
848 
756 
846 
1135 
563 
1105 
775 
636 


SALES MANAGEMEN! 


THESE NATIONAL BRANDS 
CONFIRM COLUMBUS AS 


s 


— 


| America’ 

. mericas Test 
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1 Recent successful test campaigns conducted in Colum- ; 

- bus for these famous products indicate the extent to i 

' which national advertisers and agencies select Columbus 1 

“ —for test purposes. } 

{ 

9 | 

9 sole ‘ | 

« AMEEIAS 16ST MORMET The response to the Columbus test campaigns for these | 

ms ee brands provided an accurate and true picture of a later 


)3 ete Neh 
* R ‘ 
+ oo ee Se: 


response by the entire nation’s shoppers. W| 


Columbus, Ohio—America's Test Market—offers you a 


19 seh e wees» ready-made, cross-section slice of your national market 
Write -today for your copy of 
this interesting booklet "Co- 
lumbus, Ohio—America's Test 
Market,” an attractive, pictorial 


} 
] 
| 
for testing new products, premiums and special offers, 1} 
price or package changes and other test purposes. /n | 


addition Columbus offers you one of America's better 


markets—with higher-than-average buying power to build 


: presentation of helpful data of , 

. Ciliates os « ents te a profitable sales volume year after year. |] 

6 market. 

33 ADVERTISING LINAGE* CONFIRMS THE DISPATCH 

23 

. AS COLUMBUS’ LEADING ADVERTISING MEDIUM | 
| 

3 | 

7 General Local Food H 

16 (Including local 

38 and national) 

10 DISPATCH occcsccs 2,835,466 9,919,488 1,687,228 

rg Second Paper ...... 714,757 5,150,730 529,870 

3 oo ee ee 408,983 2,257,136 42,595 / 

; 9-Month Period, 1949 

96 | 

ih 

07 | 

)9 | 

- OHIO'S GREATEST HOME NEWSPAPER 

92 

03 national representatives: O'MARA & ORMSBEE, Inc. 

39 

9 

- NEW YORK bed CHICAGO e DETROIT e LOS ANGELES e SAN FRANCISCO 

95 
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OHIO (Cont.) 


County 


Hamilton 
Hancock 
Hardin 
Harrison 
Henry 
Highland 
Hocking 
Holmes 
Huron 
Jackson 
Jefferson 
Knox 
Lake 
Lawrence 
Licking 
Logan 
Lorain 
Lucas 
Madison 
Mahoning 
Marion 
Medina 
Meigs 
Mercer 
Miami 
Monroe 


Per 1000 
Families 


610 
963 


a 5449 MILLION * CHUNK 


of Northeastern Ohio 


SUCCESSFUL NATIONAL ADVERTISERS | 


Use... 


1. Canton, subject to all the smoke and soot and grime 
that go with a busy, heavily populated, industrial center, oy 
isa good place to sell soap. Particularly so, because 
Canton’s water supply is extremely hard (28 grain). 
2. Canton is a rich, stable market—over 200 diversi- 
fied industries with eight of the world’s largest among 
them, shopping center for Ohio’s most thickly popu- 
lated farm area. 

3. Easy to sell—the Canton Trading Area is a one news- 
paper market, where buying habits of 74,000 families 
are influenced daily and Sunday by The Canton Reposi- 
tory. Get complete details, call in Story, Brooks & Finley. 
“Salts Management Survey of Buying Power, 1948 
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OHIO (Cont.) 


County 
Montgomery 
Morgan 
Morrow 
Muskingum 
Noble 
Ottawa 
Paulding 
Perry 
Pickaway 
Pike 

Portage 
Preble 
Putnam 
Richland 
Ross 
Sandusky 
Scioto 
Seneca 
Shelby 
Stark 
Summit 
Trumbull 
Tuscarawas 
Union 

Van Wert 
Vinton 


~~ 


100% COVERY, 
& 
oO 


» 
~~ 


Ss 
a 
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Per 1000 
Families 
883 
702 
749 
754 
629 
1044 
928 
805 
667 
625 
1022 
908 
1139 
969 
718 
833 
647 
1062 
982 
865 
$58 
023 
862 
756 
906 
583 


a 
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IS LOCAL 


Seceeg 


gg.3% CARRIER OELyy, 
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A Brachk- WHloore NEWSPAPER 


OHIO (Cont.) 
Per 1000 State 
County Families Index 
Warren 919 112 
Washington 782 95 
Wayne 1022 125 
Williams 966 118 
Wood 1024 125 
Wyandot 1066 130 
State Average 819 100 
OKLAHOMA 
Adair 384 57 
Alfalfa 875 130 
Atoka 343 51 
Beaver 860 128 
Beckham 854 127 
Blaine 874 130 
Bryan 493 73 
Caddo 747 111 
Canadian 760 113 
Carter 569 84 
Cherokee 384 57 
Choctaw 328 49 
Cimarron 958 142 
Cleveland 794 118 
Coal 315 47 
Comanche 612 91 
Cotton 813 121 
Craig 543 81 
Creek 681 101 
Custer 849 126 
Delaware 261 39 
Dewey 776 115 
Ellis 976 145 
Garfield 824 122 
Garvin 762 113 
Grady 600 89 
Grant 944 140 
Greer 649 96 
Harmon 784 116 
Harper 1140 169 
Haskell 353 52 
Hughes 525 78 
Jackson 862 128 
Jefferson 679 101 
Johnston 367 54 
Kay 898 133 
Kingfisher 890 132 
Kiowa $83 131 
Latimer 326 48 
Le Flore 404 60 
Lincoln 680 101 
Logan 672 100 
Love 430 64 
McClain 608 90 
McCurtain 263 39 
McIntosh 363 54 
Major 821 122 
Marshall 484 72 
Mayes 501 74 
Murray 575 85 
Muskogee 546 81 
Noble 845 125 
Nowata 587 87 
Okfuskee 444 66 
Oklahoma 733 109 
Okmulgee 653 97 
Osage 551 82 
Ottawa 657 97 
Pawnee 715 106 
Payne 824 122 
Pittsburg 478 71 
Pontotoc 667 99 
Pottawatomie 656 97 
Pushmataha 265 39 
Roger Mills 742 110 
Rogers 678 101 
Seminole 645 96 
Sequoyah 342 51 
Stephens 885 131 
Texas 1052 156 
Tillman 724 107 
Tulsa 799 119 
Wagoner 407 60 
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BROTHERS SERWAICERS TATION 
PUBLICATION io om viel 
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386 FOURTH AVENUE 
NOVEMBER 
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9 OKLAHOMA (Cont.) PEI 
| of 1G late Per 1000 State 
o County Families Index 

Washington 796 118 Cou 
, Washita 802 119 Hur 
a Woods 915 136 Indi 
. g | Woodward $13 121 Jeff 
— Juni 
State Average 674 100 Lacl 
Lan 
| OREGON Lan 
| Leb: 
Baker 809 98 Lehi 
Benton 942 114 Luz 
Clackamas 809 98 Lye 
Clatsop 663 80 Mcl 
Columbia 793 96 Mer 
Coos 893 108 Mif 
Crook 855 104 Mot 
Curry 885 107 Mot 
Deschutes 834 101 Mor 

Douglas 829 100 Nor 

Gilliam 906 110 Nor 
Grant 818 99 Peri 
Harney 791 96 Phil 
Hood River 931 113 Pike 
Jackson 994 120 Pott 
Jefferson 1044 127 Schi 
Josephine 683 83 ony: 
Klamath 910 110 Som 

Lake 755 92 Sull 
Lane 973 118 Sus 
Lincoln 881 107 Tio 

Linn 1025 124 Uni 

Malheur 923 112 Ven 

Marion 1065 129 Wa 
~ Morrow $23 100 Wa 

¢ W 

Multnomah 722 88 a 
T : ae Polk 739 90 We: 
hat closing date could have been made with time oa 1081 131 Wy 
to spare with the speed of Air Express. This super- Tillamook 977 118 Yor 
fast, convenient service puts any U.S. point only a Umatilla 851 103 . 
matter of hours away. Union 925 112 S 
But the world’s fastest way to ship or receive is Wallowa 805 _ RH 
more than just a convenience in a crisis. Up-and- Waskiagton a 101 : 
coming engravers, publishers, and ad men use the Wheeler 665 81 — 
speed of Air Express for cuts, mats and printed Yamhill 893 108 Nev 
matter before things get strenuous—and have more — — Pro 
time to do a better job. Use it regularly, and relax! State Average 825 100 Wa 
e S 

Facts on low Air Express rates | ; 
—e P | PENNSYLVANIA . 
Salesmen’s training films (24 lbs.) go 600 miles for $4.42. | Ad: 870 132 QO 
Dealer portfolios (8 lbs.) go 1200 miles for $3.19. Allech $33 88 Abt 
(Includes around-the-clock, door-to-door service.) sallegneny : Aik 
Armstrong 783 119 Al 

Only Air Express gives you all these advantages: Beaver 670 102 All 
Special pick-up and delivery at no extra cost. You get a Bedford 812 123 An 
receipt for every shipment and delivery is proved by sig- Berks 789 120 Bar 
nature of consignee. One-carrier responsibility. Assured Blair 602 91 Bar 
protection, too—valuation coverage up to $50 without Bradford 715 108 Bea 
extra charge. Practically no limitation on size or weight. | Bucks 1001 152 Ber 
For fast shipping action, phone Air Express Division, | Butle 885 134 Cal 
Railway Express Agency. And specify “Air Express | ere : Cha 
delivery” on ordcrs. Cambria 590 89 Ch 
Cameron 617 93 ne 

Carbon 678 103 Che 

Centre 865 131 Che 

(Dn | Chester 859 130 ry 

| Clarion 901 137 i 

gto FETS Clearfield 709 107 - 

TWERE FIRST Clinton 741 112 a 

oo Columbia 836 127 — 

~ M Rates include special pick-up and delivery Crawford 765 116 Eds 

door to door in principal towns and cities Cisne 924 140 Fai 

Dauphin 700 106 a 

Delaware 744 113 ree 

Elk 692 105 an 

Erie 819 124 

Fayette 644 98 ny 

F st 685 104 01 

AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE | beatin $12 123 Jas 
SCHEDULED AIRLINES | Gree in os. 
OF THE U.S. Greene 679 103 an 
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PENNSYLVANIA (Cont.) 


Per 1000 State 

County Families Index 
Huntingdon 741 112 
Indiana 753 114 
Jefferson 815 123 
Juniata 856 130 
Lackawanna 539 82 
Lancaster 837 127 
Lawrence $30 126 
Lebanon 780 118 
Lehigh 671 102 
Luzerne 590 89 
Lycoming 755 114 
McKean 808 122 
Mercer $38 127 
Mifflin 701 106 
Monroe 1063 161 
Montgomery 946 143 
Montour 605 92 
Northampton 801 121 
Northumberland 641 97 
Perry 899 136 
Philadelphia 437 66 
Pike 887 134 
Potter 696 105 
Schuylkill 703 107 
Snyder 876 133 
Somerset 774 117 
Sullivan 689 104 
Susquehanna 659 100 
Tioga 781 118 
Union 894 135 
Venango 778 118 
Warren 778 118 
Washington 661 100 
Wayne 745 113 
Westmoreland 692 105 
Wyoming 843 128 
York 816 124 

State Average 660 100 
RHODE ISLAND 
Bristol 955 121 
Kent 871 110 
Newport 747 94 
Providence 765 97 
Washington 976 123 

State Average 791 100 
SOUTH CAROLINA 
Abbeville 688 103 
Aiken 614 92 
Allendale 491 73 
Anderson 787 117 
Bamberg 592 88 
Barnwell 538 80 
Beaufort 500 75 
Berkeley 395 59 
Calhoun 561 84 
Charleston 453 68 
Cherokee 696 104 
Chester 657 98 
Chesterfield Tan 108 
Clarendon 576 86 
Colleton 635 95 
Darlington 704 105 
Dillon 668 100 
Dorchester 701 104 
Edgetield 676 101 
Fairfield 580 86 
Florence 717 107 
Georgetow n 540 80 
Greenville 841 125 
Greenwood 743 111 
Hampton 577 86 
Horry 627 93 
Jasper 435 65 
Kershaw 646 96 
Lancaste: 843 126 
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SOUTH CAROLINA (Cont.) 


Per 1000 State 

County Families index 
Laurene 710 106 
Lee 598 89 
Lexington 1117 166 
McCormack 745 111 
Marion 728 108 
Marlboro 588 $8 
Newberry 828 123 
Oconee 861 128 
Orangeburg 631 94 
Pickens 799 119 
Richland 671 100 
Saluda 710 106 
Spartanburg 697 104 
Sumter 634 94 
Union 658 98 
Williamsburg 555 83 
York 683 102 

State Average 671 100 
SOUTH DAKOTA 
Armstrong* 
Aurora 1035 107 
Beadle 934 97 
Bennett $20 $5 
Bon Homme 1115 116 
Brookings 1153 120 
Brown $58 89 
Brule 956 99 
Buffalo 323 34 
Butte 953 99 
Campbell 931 97 
Charles Mix 1092 113 
Clark 1124 117 
Clay 1003 104 
Codington 1179 122 
Corson 635 66 
Custer 924 96 
Davison 990 103 
Day 992 103 
Deuel 1216 126 
Dewey 787. 82 
Douglas 1221 127 
Edmunds 1138 118 
Fall River 1164 121 
Faulk 1335 139 
Grant 1108 115 
Gregory 1022 106 
Haakon 777 $1 
Hamlin 1213 126 
Hand $25 86 
Hanson 942 98 
Harding 598 62 
Hughes 950 99 
Hutchinson 1256 130 
Hyde 908 94 
Jackson 890 92 
Jerauld 1219 127 
Jones 805 84 
Kingsbury 1255 130 
Lake 1108 115 
Lawrence 898 93 
Lincoln 949 99 
Lyman 916 95 
McCook 1060 i10 
McPherson 972 101 
Marshall 951 99 
Meade 804 83 
Mellette 621 64 
Miner 991 103 
Minnehaha 938 97 
Moody 881 91 
Pennington 854 89 
Perkins 1047 109 
Potter 1113 116 
Roberts $96 93 
Sanborn 1147 119 


*No registrations of passenger Cars. 


ty IN THE 
PANTAGRAPH 


Can You Reach 117,000 
People In Central Illinois 


Brie PANTAGRAH 


BLOOMINGTON — | 


$66,561,000 total annual 
spendable income. A 
per capita income of 
$1,918.00.* 


*Copr. 1949. Sales Management 
Survey of Buying Power; further 
reproduction not licensed. 


SLOOMINGTON, ILLIN OIs 


REPRESENTED NATIONALLY BY GILMAN, NICOLL & RUTHMAN 
baw revaabeaaiiiitestiisitiauiits oe | 


“FroatinG BY“BOaR, 


If sales are sick/in K¢oKuk, you can bring ‘em 
: be | ae : 
back to life with ah Anjection of profit vita- 

| / 
mins—Pipneet Qyalatcx Floating billboards. 


Pinpoint your add effort with this premium 
menage tae lagging sales in any area, 
large or smél right colors, printed in non- 
fading, Toh facing pigments. There's a 
| 5ize and type to fit your adver- 
\fising budget. Write our Ad- 
Service Depart- 


count 8 Bthunp > 
@" Guaranteed by ™ 
Good Housekeeping 
“” oy * 


ment today for 
samples, prices, 


; . 45 avveanisto HS 
full information. 


The Pioneer Rubber Company, 
109 Tiffin Road, Willard, Ohio. 


WITH PIONEER QUALATEX 
al 


» ()® g/ttBOARDs" 
nosy Cc al” », 


VA We 
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2,835 YEARS 
OF RADIO 


WSM celebrates its 24th birthday this fall. Even though 
this makes us old-timers in the youthful radio industry, 
it doesn’t tell the full story of the experience in broad- 
casting held by the 226 members of the WSM staff. 


Actually, there have been 2,835 years of radio work 
racked up by WSM staff members! This means that each 
of the 226 persons working at WSM has been in the busi- 
ness of broadcasting an average of 1212 years. What’s 
more, each of these experienced radio people has served 
with WSM an average of 8! years. They all know their 
business, and they know WSM, too. 


Even though we are radio pioneers, and old-timers, it 
doesn’t mean we are grey-beards — far from it! At the 
risk of getting personal, we made some discreet inquiries 
among our various colleagues, and it develops that the 
average WSM employce is (whisper this, please!) some- 
where in the neighborhood of 34 years of age. 


That’s WSM—24 years as a radio station, with 

a staff of 226 broadcasters young in years, and with 

a background of experience totalling more than 
20 centuries! 


Why are these figures of interest to you? 
They point up this fact — to secure fullest 
results in the Central South it is wise to 

give your product the benefit of the 2,835 
years of radio experience at WSM! 


HARRY STONE, General Manager 
IRVING WAUGH, Com. Manager 
EDWARD PETRY & CO., Nat‘! Rep. 


50,000 WATTS + CLEAR CHANNEL + 650 KILOCYCLES + NBC AFFILIATE 
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SOUTH DAKOTA (Cont.) 


Per 1000 
County Families 
Shannon 390 
Spink 856 
Stanley 830 
Sully 853 
Todd 229 
Tripp 962 
Turner 1160 
Union 1210 
Walworth 992 
Washabaugh 310 
Washington* 
Yankton 781 
Ziebach 280 


State Average 963 


TENNESSEE 

Anderson 721 
Bedford 637 
Benton 350 
Bledsoe 309 
Blount 708 
Bradley 535 
Campbell 422 
Cannon 493 
Carroll 516 
Carter 484 
Cheatham 518 
Chester 451 
Claiborne 365 
Clay 227 
Cocke 511 
Coffee 404 
Crockett 477 
Cumberland 418 
Davidson 617 
Decatur 345 
De Kalb 406 
Dickson 526 
Dyer 426 
Fayette 238 
Fentress 325 
Franklin 505 
Gibson 536 
Giles 553 
Grainger 440 
Greene 611 
Grundy 361 
Hamblin 754 
Hamilton 567 
Hancock 216 
Hardeman 404 
Hardin 343 
Hawkins 508 
Haywood 295 
Henderson 518 
Henry 507 
Hickman 500 
Houston 353 
Humphreys 459 
Jackson 295 
Jefferson 755 
Johnson 471 
Knox 586 
Lake 355 
Lauderdale 411 
Lawrence 551 
Lewis 652 
Lincoln 560 
Loudon 607 
McMinn 550 
MeNairy 484 
Macon 369 


Madison 494 


*No registrations of passenger cars. 
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TENN| 


County 


Marion 
Marsha 
Maury 
Meigs 
Monroe 
Montgo 
Moore 
Morgat 


Obion 
Overtol 
Perry 
Pickett 
Polk 


Putnam 
Rhea 
Roane 
Roberts 
Rutherf 


Scott 
Sequate 
Sevier 
Shelby 
Smith 
Stewar 
Sulliva: 
Sumner 
Tipton 
Trousd 
Unicoi 
Union 
Van B 
Warre! 
Washir 
Wayne 
Weakle 
White 
Williar 
Wilson 


State 


TEXA 


Anders 
Andre 
Angeli: 
Aransa 
Archer 


Armstr 
Atasco 
Austin 
Bailey 

Bander 


Bastroy 
Baylor 
Bee 
Bell 
Bexar 


Blanco 
Borden 
Bosque 
Bowie 

Brazor 
Brazos 
Brewst 
Briscoe 
Brooks 
Brown 


Burles 
Burnet 
Caldw 
Calhou 
Callah 


Camer 
Camp 
Carson 
Cass 
Castro 


NOV 


TENNESSEE (Cont.) 
Per 1000 
County Families 
Marion 403 
Marshall 693 
Maury 602 
Meigs 438 
Monroe 470 
Montgomery 462 
Moore 350 
Morgan 324 
Obion 529 
Overton 309 
Perry 409 
Pickett 21 3 
Polk 505 
Putnam 653 
Rhea 487 
Roane 459 
Robertson 624 
Rutherford 521 
Scott 407 
Sequatchie 391 
Sevier 583 
Shelby 535 
Smith 623 
Stewart 439 
Sullivan 659 
Sumner 637 
Tipton 437 
Trousdale 602 
Unicoi 524 
Union 412 
Van Buren 248 
Warren 602 
Washington 659 
Wayne 303 
Weakley 613 
White 508 
Williamson 486 
Wilson 625 
State Average 537 
TEXAS 
Anderson 519 
Andrews 2855 
Angelina 598 
Aransas 200 
Archer 949 
Armstrong 1073 
Atascosa 912 
Austin 917 
Bailey 920 
Bandera 1069 
Bastrop 662 
Baylor 977 
aoe 825 
Bexar 634 
Blanco 1068 
Borden 120 
Bosque 1010 
Bowie 427 
Brazoria 848 
Brazos 649 
Brewster 576 
Briscoe 832 
Brooks 858 
Brown 735 
Burleson 526 
Burnet 794 
Caldwell 835 
Calhoun 643 
( allahan 882 
Cameron 601 
Camp 616 
( arson 1405 
Cass 437 
Castro 1345 
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TEXAS (Cont.) 


County 


Chambers 
Cherokee 
Childress 
Clay 
Cochran 
Coke 
Coleman 


Collin 


Collingsworth 


Colorado 


Comal 
Comanche 
Concho 
Cooke 
Coryell 
Cottle 
Crane 
Crockett 
Crosby 
Culberson 


Dallam 
Dallas 
Dawson 
Deaf Smith 
Delta 


Denton 
De Witt 
Dickens 
Dimmit 
Donley 


Duval 
Eastland 
Ector 
Edwards 
Ellis 

El Paso 
Erath 
Falls 
Fannin 
Fayette 
Fisher 
Floyd 
Foard 
Fort Bend 
Franklin 


Freestone 
Frio 
Gaines 
Galveston 
Garza 
Gillespie 
Glasscock 
Goliad 
Gonzales 
Gray 


Grayson 
Gregg 
Grimes 
Guadalupe 
Hale 


Hall 
Hamilton 
Hansford 
Hardeman 
Hardin 


Harris 
Harrison 
Hartley 
Haskell 
Hays 
Hemphill 
Henderson 
Hidalgo 
Hill 
Hockley 


Hood 
Hopkins 


‘ 


Per 1000 
Families 


798 
519 
728 
761 
990 
1367 
991 
656 
759 
847 
1350 
784 
970 
715 
716 


687 
2162 
1598 

690 

560 


861 
781 
773 
539 
696 
805 
651 
684 
594 
849 


621 
1037 
693 
898 
685 


525 
988 
616 
670 
721 


749 
900 
709 
752 
451 
524 
691 
1151 
694 
778 


1152 
745 
680 
728 
915 


683 
845 
556 
861 
1112 


709 
934 
1601 
756 
644 


728 
419 
720 
795 
933 


969 
661 
681 
864 
875 


885 
600 


SALES SIZZLE 
with 
PLASTICOLOR COVER 


Sleek as satin, practical as blue denim, 
Plasticolor Cover catches on equally 
with the **smart set” or where rugged- 
ness and durability meet with hearty 
cheers. 


Soil-proof plastic film, permanently 
laminated (not coated) on fine Beckett 
cover paper, gives Plasticolor this dual 
personality. Six sealed-in, rainbow 
colors put a ‘‘steak-sizzle”’ into sales 
and advertising pieces. 

Toughness and wear-ability give 
66ate P at?” ali 

stand-up-and-take-it” qualities for 
shop instructions, outdoor and indoor 
charts and displays. Dirt, grease and 
grime whisk off with a damp cloth. 

If you’re ‘*from Missouri”, ask your 
printer or Beckett paper supplier for a 
demonstration of Plasticolor Cover. Or 
write us for samples. 


THE DOBECKMUN COMPANY 
Cleveland 1, Ohio + Berkeley 2, Calif. 


P.S. For refreshingly new labels, box coverings, 
package wraps and similar uses, see Doplex Bril- 
liant in nine soil-proof colors. It’s the light-weight 
twin of Plasticolor . . . and just as adaptable. 
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— 


Here’s a complete, 


time-saving book of 


market information 


The current 1949-1950 Edition of SRDS 
CONSUMER MARKETS provides all the 
basic information that market men and 
buyers of media use in selecting state, 
county, and city markets for any con- 
sumer product, 

Authoritetive: It reports market data 
only from government and other reliable 
sources. 


Many Uses: coNSUMER MARKETS is in the 


hands of srps Subscribers, and others, 
many of whom already have told how 
they are putting it to work. “We are 


laying out new sales quotas and adver- 
tising plans from it,” wrote a national ad- 
vertising manager. ‘Selecting markets for 
a test campaign on a new product,” says 
an account executive. 
Extra copies of CONSUMER 
t subscribers, or te yon 


The National Authority Serving 


“Contains more informa- 
tion than I have ever seen in a single 
market data book,” reports another agency 
man. A time buyer wrote, “Your book has 
figures on farm radio homes and farm 
buying power that I have been looking for 
for years.” 


CONSUMER MARKETS was designed as 
a companion-piece for use with regular 
monthly sections of SRDS to make all 
jobs of media-market selection easier, 
faster, more accurate, 

MARKETS are 


Users Like it: 


available 


subscribers at $5.0 eacl 


STANDARD RATE & DATA SERVICE, Inc. 


the Media Buying Function 


9 @ 
pb 2 Be 


iN TOMATO 


FLEXIBILITY. Sales impact directed 
at one town, ten towns, or over 
1400 cities and towns .. . advertis- 
ing pressure directed where and 
when you want it — That's /flexibil- 
ity that pays sales dividends when 
you specify GOA. Let us show you 
how to hit selected markets and 


hit them hard. Write today for 
full information. General Outdoor 
Advertising Co., 515 South Loomis 
Street, Chicago 7, Illinois. 


* Covers1400 
leading cities 
and towns 


TEXAS (Cont.) 


County 


Houston 
Howard 
Hudapeth 


Hunt 
Hutchinson 
Irion 
Jack 
Jackson 
Jasper 
Jeff Davis 
Jefferson 
Jim Hogg 
Jim Wells 
Johnson 
Jones 
Karnes 
Kaufman 
Kendall 
Kenedy 
Kent 
Kerr 
Kimble 
King 
Kinney 
Kleberg 
Knox 
Lamar 
Lamb 


Lamoasas 
LaSalle 
Lavaca 
Lee 

Leon 


Liberty 
Limestone 
Lipscomb 
Live Oake 
Llano 
Loving* 
Lubbock 
Lynn 
McCulloch 
McLennan 


McMullen 
Madison 
Marion 
Martin 
Mason 


Matagorda 
Maverick 
Medina 
Menard 
Midland 


Milam 
Mills 
Mitchell 
Montague 
Montgomery 
Moore 
Morris 
Motley 
Nacogdoches 
Navarro 
Newton 
Nolan 
Nueces 
Ochiltree 
Oldham 
Orange 
Palo Pinto 
Panola 
Parker 
Parmer 
Pecos 

Polk 
Potter 


*No registrations of passenger cars. 


Per 1000 
Families 


646 
674 
446 
646 

1039 

1170 
897 
757 
580 
644 
659 
637 
763 


820 
985 
1016 
612 
1392 
265 
563 
1224 
761 
433 
250 
814 
844 
448 
$38 


891 
688 
1148 
774 
499 


817 
629 
1570 
750 
937 


$31 
461 
894 
763 


1003 
552 
395 
481 

1005 


540 
510 
867 
787 
67+ 


689 
846 
868 
928 
689 


942 
540 
634 
453 
606 


344 
922 
599 
1320 
1203 
550 
726 
431 
976 
985 
910 
502 
715 


SALES MANAGEMES 


68 
137 
139 
128 

71 
101 


TEX 


Coun 


Presic 
Rains 
Rand: 
Reagi 
Real 

Red | 
Reeve 
Refug 
Rober 
Rober 
Rocky 
Runn 


Rusk 
Sabin 
San J 
San | 
San | 
San § 
Schle: 
Scurr 
Shack 
Shelb 
Shern 
Smith 
Some 
Starr 
Steph 
Sterli 
Stone 
Sutto. 
Swish 
Tarr: 
Tayle 
Terre 
Terry 
Thro 
Titus 


Tom 
Trav 
Trini 
Tyler 
Upsh 
Upto 
Uval 
Val | 
Van 

Victo 
Walk 
Wall 
War 
Wast 
Webt 
Wha: 
Whee 
Wich 
Wilb 
Will: 
Willi 
Wilse 
Wink 
Wise 
Woo 
Yoak 
Youn 
Zapa 
Zava 


Sta 


UTA 


Beay 
Box | 
Cach 
Carb, 


Dagg 
Davi 


MEN 


TEXAS (Cont.) 


Per 1000 

County Families 
Presidio 491 
Rains 516 
Randall 651 
Reagan 1782 
Real 707 
Red River 470 
Reeves 697 
Refugio 998 
Roberts 1305 
Robertson 569 
Rockwall 1186 
Runnels 854 
Rusk 628 
Sabine 431 
San Augustine 424 
San Jacinto 253 
San Patricio 914 
San Saba 779 
Schleicher 893 
Scurry 871 
Shackelford 1024 
Shelby 464 
Sherman 1050 
Smith 643 
Somervell 981 
Starr 390 
Stephens 1018 
Sterling 720 
Stonewall 632 
Sutton 934 
Swisher 1363 
Tarrant 709 
Taylor 741 
Terrell 709 
Terry 860 
Throckmorton 1080 
Titus 647 
Tom Green 695 
Travis 675 
Trinity 4444 
Tyler 582 
Upshur 502 
Upton 1163 
Uvalde 779 
Val Verde 563 
Van Zandt 597 
Victoria 671 
Walker 485 
Waller 579 
Ward 1083 
Washington 752 
Webb 347 
Wharton 813 
Wheeler 853 
Wichita 760 
Wilbarger 638 
Willacy 839 
Williamson 911 
Wilson 910 
Winkler 2026 
Wise 758 
W ood 686 
Yoakum 1214 
Young 1102 
Zapata 434 
Zavala 651 


State Average 711 


UTAH 
Beaver 

673 
Box Elder 913 
Cache 902 
Carbon 824 
Daggett 290 
Davis 1067 
NOVEMBER 10, 


1949 


$2 
111 
109 
100 
35 
129 


BETTER PROMOTIONS? 


Rising | 


WHEN YOU WANT TO KNOW...GO TO AN EXPERT! 


Rising Papers 


~ 
fe 


s Right! Here’s why— 


Whether it's broadside, brochure or en- 
velope stuffer you're planning, the first job 
is to get attention. Rising Intralace has 
the clean, crisp, quality “look” that stands 
up and gets attention. Your printer knows 
the best buy is undoubtedly— 


Rising Intralace 


New brilliant white 
“ 5weights / Distinctive pattern appearance 
Envelopes to match in 5 sizes 
i“ Specially sized for offset and gravure 
“ Excellent printing surface for letterpress 


Inexpensive 


ASK YOUR PRINTER...HE KNOWS PAPER! 


Rising Paper Company, Housatonic, Mass. 


gift from Canada’s richest Dairyland . . . 


.. and one that solves those most brain- 
racking Christmas shopping worries at 
the push of your pen. For with client and 
copy boy, golf friends and girl friends, 
it's love at first bite of this rare vintage 


cheddar. And not without reason is Old 
Oxford fondly remembered by all who 


enjoy its superb flavor and texture. 


Long ago the people at Ingersoll took the 
finest of Oxford County's world famous 
cheddar and put them to age deep in 
cool, moist cheese cellars. As the years 
passed, this cheddar was tended, turned, 
and unhurriedly nursed toward maturity 

° until it finally attained that very rare 
that 
comes only from long. natural ageing. 


character of flavor and texture 
From each such old vintage cheddar was 
taken the choicest cut — the heart. These 
delicious cheddar hearts — carefully 
sealed, beautifully boxed — make dis- 


A most unusual and imaginative 


tinctive and original gifts indeed. Better 
jot a reminder on that memo pad to send 
us your gift list today. 


The price of $3.00 for a 2-lb cheddor heart 
includes postage and duty. 


Address list for. . 


Send to...... 


ns eee 
Sender. 


lad 


1 
1 
i 
1 
1 
1 
1 
1 
l 
i 
i 
I 
1 
i 
1 


To be sure your order is received jn time for 


Christmas, mail to 


Enclosed is check /money order for. . 


Street & No...... 


...,. boxes attached, Or 


. State 


day to Department O, 


oe 


1 
l 
l 
l 
I 
I 
1 


INGERSOLL CHEESE CO. LTD. 
INGERSOLL, ONTARIO, CANADA 


219 


UTAH (Cont.) 


VERMONT (Cont.) 


FREE & PETERS, 


DBI: 


BUSINESS 
c GOOD: 


*January through September, 1949, the Roanoke 
Market appeared among the Top Ten in the 
U. S. three times: 


5th in March 
8th in April 
6th in September 


Ask Free & Peters! 


Owned and 


TIMES-WORLD CORPORATION 
ROANOKE, V 


*Rand-McNally 


** Sales Management 


WATTS - 960 


Operated byt 


Nationa! Representatives 


KC 


he 


A. 


**Roanoke, same nine months, was a Virginia 
Preferred-City-of-the-Month every month. Business 
is UP 4¥%% over the same period in 1948! 


WDB) is a preferred medium in a year-round pre- 
ferred market! 


Per 1000 State Per 1000 State 
County Families Index County Families Index 
Duchesne 717 87 Bennington 708 96 
Emery 712 86 Caledonia 690 93 
Garfield 647 78 Chittenden 697 94 
Grand 390 47 Essex 736 100 
Iron 7384 95 ‘ 
Juab 682 as Franklin 732 99 
Kane 476 58 Grand Isle 705 95 
Millard 391 47 Lamoille 798 108 
Morgan 977 118 oe 617 a 
Piute 549 67 Deteame ae 
Rich 580 70 Rutland 773 105 
Salt Lake 841 102 Washington 748 101 
San Juan 416 50 Windham 712 96 
Sanpete 714 87 Windsor 829 112 
Sevier 1004 122 —_— ome 
Summit 738 89 State Average 739 100 
Tooele 791 96 
Unitah 810 98 
Utah 817 99 
Wasatch 800 97 VIRGINIA 
7 4 os 
en 597 12 Accomac 698 107 
ayne 713 86 S 
Weber 863 105 Albermarle 817 125 
Alleghany 763 117 
State Average 825 100 Amelia on s 
Amherst 507 78 
VERMONT Appomattox 750 115 
Arlington 787 121 
Addison 836 113 Augusta 762 117 
| 
; 
SOUTHWEST VIRGINIA’S Pioneer RADIO STATION 


County 


Bath 
Bedford 
Bland 
Botetourt 
Brunswick 
Buchanan 


Buckingham 
Campbell 
Caroline 
Carroll 
Charles City 


Charlotte 
Chesterfield 
Clarke 
Craig 
Culpeper 
Cumberland 
Dickenson 
Dinwiddie 


Elizabeth City 


Essex 


Fairfax 
Fauquier 
Floyd 
Fluvanna 
Franklin 


Frederick 
Giles 
Gloucester 
Goochland 
Grayson 


Greene 
Greensville 
Halifax 
Hanover 
Henrico 


Henry 
Highland 


Isle of Wight 


James City 


VIRGINIA (Cont.) 


Per 1000 
Families 


622 
721 
460 
712 
608 
361 


413 
676 
609 
255 
501 
699 
325 
848 
545 
631 


391 
330 
672 
624 
756 


802 
916 
566 
702 
670 


854 
659 
762 
521 
797 


455 
478 
715 
987 
714 


697 
771 
670 
740 


King and Queen 720 


King George 


King William 


Lancaster 
Lee 
Loudoun 


Louisa 
Lunenburg 
Madison 
Mathews 
Mecklenburg 


Middlesex 
Montgomery 
Nansemond 
Nelson 

New Kent 
Norfolk 
Northampton 


Northumberland 


Nottoway 
Orange 
Page 
Patrick 
Pittsylvania 
Powhatan 


Prince Edward 


Prince George 
Princess Anne 
Prince William 


Pulaski 


Rappahannock 


Richmond 
Roanoke 
Rockbridge 
Rockingham 
Russell 


707 
802 
840 
301 
904 


648 
568 
704 
1009 
650 


843 
678 
496 
703 
936 


543 
613 
835 
747 
770 


715 
437 
692 
750 
624 


662 
621 
826 
492 
682 


711 
674 
750 
923 
352 


State 
Index 


96 
111 
71 
109 
93 
55 


63 
104 
94 
39 
77 
107 
50 
130 
84 
97 


60 
51 
103 
96 
116 


123 
141 

87 
108 
103 


131 
101 
117 

80 
122 


70 
73 
110 
152 
110 


107 
118 
103 
114 
111 


109 
123 
129 

46 
139 


100 

87 
108 
155 
100 


129 
104 

76 
108 
144 


83 
94 
128 
115 
118 
110 
67 
106 
115 
96 


102 
95 
127 
76 
105 


109 
104 
115 
142 

54 


SALES MANAGEMENT 


VIRGINIA (Cont.) 


Per 1000 State 

County Families Index 
Scott 338 52 
Shenandoah 902 139 
Smyth 542 $3 
Southampton 669 103 
Spotsylvania 954 147 
Stafford 473 73 
Surry 671 103 
Sussex 819 126 
Tazewell 561 86 
Warren 740 114 
Warwick 520 80 
Washington 496 76 
Westmoreland 607 93 
Wise 442 68 
Wytha 581 89 
York 652 100 

State Average 651 100 
WASHINGTON 
Adams 907 111 
Asotin 861 106 
Benton 896 110 
Chelan 1034 127 
Clallam 881 108 
Clark 649 80 
Columbia 647 79 
Cowlitz 869 107 
Douglas 695 85 
Ferry 595 73 
Franklin 578 71 
Garfield 844 104 
Grant 903 111 
Grays Harbor 833 102 
Island 797 98 
Jefferson 698 86 
King 777 95 
Kitsap 739 91 
Kittitas 810 99 
Klickitat 829 102 
Lewis 863 106 
Lincoln 895 110 
Mason 836 103 
Okanogan 705 87 
Pacific 759 93 
Pen Oreille 645 79 
Pierce 860 106 
San Juan 627 77 
Skagit 846 104 
Skamania 616 76 
Snohomish 898 110 
Spokane 777 95 
Stevens 671 82 
Thurston 945 116 
Wahkiakum 722 89 
Walla Walla 860 106 
Whatcom 947 116 
Whitman 878 108 
Yakima 997 122 

State Average 815 100 
WEST VIRGINIA 
Barbour 677 112 
Berkeley 731 129 
Boone 620 103 
Braxton 429 71 
Brooke 662 110 
Cabell 634 105 
Calhoun 585 97 
Clay 518 86 
Doddridge 506 84 
Fayette 597 99 
Gilmer 547 91 
arent 750 124 
Greenbrier 724 120 


NOVEMBER 


10, 


1949 


WEST VIRGINIA (Cont.) 


Per 1000 

County Families 
Hampshire 709 
Hancock 811 
Hardy 731 
Harrison 685 
Jackson 567 
Jefferson 879 
Kanawha 599 
Lewis 681 
Lincoln 412 
Logan 545 
McDowell 470 
Marion 650 
Marshall 496 
Mason 511 
Mercer 521 
Mineral 742 
Mingo 384 
Monongalia 617 
Monroe 790 
Morgan 861 
Nicholas 653 
Ohio 575 
Pendleton 781 
Pleasants 745 
Pocahontas 634 
Preston 754 
Putnam 580 
Raleigh 532 
Randolph 619 
Ritchie 668 
Roana 576 
Summers 507 
Taylor 647 
Tucker 573 
Tyler 640 
Upshur 607 
Wayne 356 
Webster 579 
Wetzel 700 
Wirt 531 
Wood 669 
Wyoming 548 

State Average 604 
WISCONSIN 
Adams 657 
Ashland 598 
Barron 1003 
Bayfield 649 
Brown 799 
Buffalo $22 
Burnett 818 
Calumet 1116 
Chippewa 887 
Clark 865 
Columbia 958 
Crawford 873 
Dane 828 
Dodge 756 
Door $29 
Douglas 566 
Dunn 968 
Eau Claire 726 
Florence 538 
Fond du Lac 926 
Forest 731 
Grant 964 
Green 914 
Green Lake 1070 
Iowa $33 
Iron 688 
Jackson 888 


80 
73 


122 
79 
97 

100 

100 


136 
108 
105 
117 
106 


101 
92 
101 
69 
118 


89 


66 
113 
89 


118 
111 
130 


102 
84 


108 


WISCONSIN (Cont.) 


Per 1000 

County Families 
Jefferson 947 
Juneau 910 
Kenosha 762 
Kewaunee 1051 
La Crosse 794 
Lafayette 804 
Langlade 766 
Lincoln 914 
Manitowoc 841 
Marathon 916 
Marinette 804 
Marquette 1045 
Milwaukee 700 
Monroe 814 
Neida 825 
Oconto 951 
Outagamie 838 
Ozaukee 1195 
Pepin 1056 
Pierce 1065 
Polk 958 
Portage 851 
Price 809 
Racine 858 .- 
Richland 755 
Rock 845 
Rusk 877 
Saint Croix 902 
Sauk 856 
Sawyer 908 
Shawano 982 
Sheboygan 860 
Taylor 833 
Trempealeau 1043 
Vernon 939 
Vilas 1055 
Walworth 1050 
Washburn 962 
Washington 1123 
Waukesha 899 
Waupaca 1045 
Waushara 904 
Winnebago 767 
Wood 917 

State Average 820 
WYOMING 
Albany 900 
Big Horn 1038 
Campbell 883 
Carbon 913 
Converse 846 
Crook 774 
Fremont 1046 
Goshen 1048 
Hot Springs 1210 
Johnson 888 
Laramie 862 
Lincoln 983 
Natrona 849 
Niobrara 916 
Park 679 
Platte 1038 
Sheridan 704 
Sublette 864 
Sweetwater 768 
Teton 1530 
Uinta 770 
Washakie 1182 
Weston 1021 
Yellowstone 

National Park 850 

State Average 876 


LOOK-SEE DISPLAY—Housed in a shell of quarter-inch-thick Plexi- 
glas, this revolving engine is a feature of Ford Motor Co. exhibits. 
The gleaming, transparent, acrylic plastic attracts attention, protects 
moving parts of engine. Fabricated by Lawrence Plastic Industries. 


Display Angles 


Au 


- 


RE. at 
NOVEL SELF-SERVICE STAND— rhe? Pt ye 
This unit is an interpretation of the VATS FOR 


trademark of Seagram's Seven ih tl ALL CARS 
Crown brand and it capitalizes on ee OTs 

the ever-growing tendency among 
consumers to serve themselves. It 
was created and developed in 
collaboration with Seagram adver- 
tising executives by the Con- 
solidated Lithographing Corp. 


PRACTICAL DEMONSTRATOR—Elec- 
tric Auto-Lite Co. is utilizing a card- 
board model of an engine block fitted 
with actual spark plugs to which are 
attached the silver Steelductor spark 
plug wires running to a simulated dis 
tributor cap. By Carter & Galantin, Inc. 


MAGICAST DISPLAY—This new medium for advertising, merchan- 
dising, display and decoration creates the illusion of an image that 
follows its audience with startling persistence. Adaptable at any 
figure, design or trade-mark, the display is pressed from pre-colored 
sheets of Vinylite plastic so the concave side is the viewing side. 
Illusion is accomplished without moving parts. By Wonder-Art, Inc. 


SALES MANAGEMENT 


November 10, 1949 


Dear Mr. Sales Executive: 


The above chart reflects what a famous 
historian might call a case of "challenge 
and response." 


It's one example of how recent business 
trends have "challenged" the sales exec- 
utive and how you have "responded" to 
this challenge. 


The following pages 
will tell you what 
we mean . . . . . . . . . J * 


Just as 

SELLING has 
come to the fore 
as today’s 
me one 


rea 4 


problem... 


THE CHART above reflects a trend of the times in business ...the chain reaction set 
off by the return of selling as the Number One Management Problem of the day. 


This trend has meant: 


Top Management is devoting far more time to the sales side of the 
business. 


Increased responsibility and authority has been placed on the 
shoulders of the sales executive. 


All executives in the sales picture are looking for help . . . for ideas 


and information on all phases of their sales problems. 


In their need for help, these sales executives and other sales-minded top 


officials are turning in growing numbers to their own magazine — SALES 
MANAGEMENT. 


The chart above is the evidence 


And his 
magazine 
‘has become 
today’s key 
specialized 


management 
publication! 


It shows what has been happening to SALES MANAGEMENT’s circulation . . . 
in spite of a selective policy that has forced us to turn down, in the past three 
years, enough subscriptions to equal 20% of our total circulation. 


The rising graph above shows SM’s rate of circulation increase in the classi- 
fication of first importance to our advertisers — executives of companies market- 
ing nationally. (This classification accounts for two-thirds of our total circula- 
tion). Note particularly that the full-fledged return of tough selling during the 


first six months of 1949 resulted in a 50% greater gain for this period than for 
any other. 


This trend, shown first in our circulation, is now taking effect on SALES 
MANAGEMENT’s advertising pages where more and more advertisers are recogniz- 
ing the sales executive as the key man in today’s management decisions. 


Listed on the back page are the advertisers responsible for SALES 
MANAGEMENT’s increase in advertising linage for the month of September, 1949, 
over September, 1948. 


BUSINESS PUBLICATIONS 


American Lumberman 
Automotive Digest 

Banking 

Boot & Shoe Recorder 
Building Supply News 
Chemical & Engineering News 
Co-op. Medical Adv. Bureau 
Food Industries 

Home Owners Catalogs 
Industrial Equipment News 
McGraw Hill Publishing Co. 
Modern Industry 

Olsen Publishing Co. 

Oil, Paint & Drug Reporter 
Practical Builder 

W. R. C. Smith Publishing Co. 
Specialty Salesman Magazine 
Standard Rate & Data Service 
Sta*e Teachers Magazine 
Sweets Catalog Service 

Tires Service Station 
Transportation Supply News 


FILMS, PROJECTORS, RECORDERS 


Admatic Projector Co. 
Ampro Corporation 

Atlas Film Corp. 

Bell & Howell Co. 

Jam Handy Organization 
Magnavox Co. 

Movie Mite Corp. 

Picture Recording Co. 
RCA Victor Corp. 

Reid H. Ray Film Industries 
United Film Service 
Wilcox Gay Corp, 


GENERAL AND FARM MAGAZINES 


American Legion Magazine 
American Magazine 

Better Farming Methods 
Cappers Farmer 

Country Gentleman 
Foreign Service Magazine 
Fortune 

Grit Publishing Co. 

Holiday Magazine 
Household Magazine 
Hygiea 

Life 

Living for Young Homemakers 
Nation's Business 
Newsweek 

Popular Mechanics 
Redbook Magazine 
Saturday Evening Post 
Seventeen 


Advertisers in the September Ist and September 15th 
Issues of SALES MANAGEMENT Magazine 


Successful Farming New York Journal American John Blair & Co. 
Time New York Daily News Columbia Broadcasting Co.—Televisig 
True Story Oklahoma Publishing Company Don Lee Broadcasting System 
U. S. News-World Report Passaic Herald KMBC-KFRM (Kansas City) 
Weekly Kansas City Star Peoria Newspapers KSL (Salt Lake City) 
Philadelphia Bulletin KBTV (Dallas) 
NEWSPAPERS & NEWSPAPER Pittsburgh Post Gazette WBAL (Baltimore) 
SUPPLEMENTS Pittsburgh Press WBNS (Columbus) 
Akron Beacon Journal Portland Press WDBJ (Roanoke) 
Baltimore Post Puck—The Comic Weekly WHO (Des Moines) 
Bayonne Times Roanoke Times & World News WKY (Oklahoma City) 
Beaumont Newspapers ‘ St. Joseph News Press & Gazette WMBD (Peoria) 
Bethlehem Globe Times St. Petersburg Times - WOW (Omaha) 
Bloomington Pantagraph Salisbury Post WSJS (Winston-Salem) 
Booth Michigan Newspapers San Francisco Call Bulletin WSM (Nashville) 
Buffalo Courier Express San Francisco Chronicle WTIC (Hartford) 
Buffalo Evening News San Diego Union & Tribune Sun 
Canton Repository Seattle Times TRAVEL, TRANSPORTATION 
Chester Times Sioux City Journal & Tribune & SHIPPING 
j i South Bend Tribune ; 
jain Spokane Spokesman Review Aero Mayflower Tronst 
Chicago Tribune Tacoma News Air Express Div., Railway Express 
a ton , American Airlines 
Christian Science Monitor Toledo Blade : 
marae Beech Aircraft Corp. 
Cincinnati Times Star Troy Record Newspapers <Any oat 
Cleveland Plain Dealer Vermont Allied Dailies Capital Airlines 
Geentend teen Wall Street Journal General Auto Rental Co. 
Dallas Morning News Washington Star Greyhound lines 
Davenport Times Herald Westerly Sun Hotel Cloveland 
DeBoth Features Winston Salem Journal Sentinel Hotel del Coronado 
Sener fen Woonsocket Call Hotel Mayfair & Lennox 
Second iene Worcester Telegram Gazette Hotel New Yorker 
Detroit News Railway Express Agency 
Secisis bale heme POINT-OF-SALE, PACKAGING, OTHER PRODUCTS & SERVICES 
First 3 Markets Group LITHOGRAPHERS, Advertising Checking Bureau 
Florida Newspapers PAPER MANUFACTURERS American Telegraph & Telephone (0 
Fort Wayne News Sentinel ; Batten, Barton, Durstine & Osborn, In. 
Gary Post Tribune —— — . Belnap Thompson 
Greensboro News Record Genie = = poll a Burkhart Company 
Harrisburg Patriot cent dated cn morte — Camillus Cutlery Co. 
Hearst Advertising Service Si teens ric c 9 Corp. J.B. Carroll Co. 
Holyoke Transcript Telegram eal . C tsa Coca Cola Company 
Houston Chronicle ree raeied F. W. Dodge Corp. 
Indianapolis News & Star Ki re , a KC Econometric Institute 
Journals of Commerce ~-ragainaaas Firman Leather Goods 
Locally Edited Sunday Gravure Milprint, Inc. Heinn Co. 
Long Beach Press Nascon Div., Eaton Paper Corp. Schuyler Hopper Co. 
Los Angeles Times Oxford Paper Co. Maritz Sales Builders 
Lowell Sun Sistng Paper Co. Master Addresser Co. 
Lynn Item River Raisin Paper Co. National Advertising Co. 
McClatchy Newspapers Ronald Press , Lee Robert Co. 
Memphis Press Stretcher-Traung Uithe. Co. Ritepoint Company 
Metropolitan Sunday Newspapers Topflight Tape Co. Sales Research Institute 
Miami Herald United Board & Carton Corp. Standard Outdoor Adv., Inc. 
Milwaukee Journal J. Walter Thompson Co. 
Moline Dispatch-Rock Island Argus RADIO AND TELEVISION U. S. Savings Bonds 
Nashville Banner & Tennessean Wassell Organization 
Newark Evening News American Broadcasting Co.—Pacific Young & Rubicam, Inc. 
New Orleans Times Picayune American Broadcasting Co.—Television Zippo Manufacturing Co. 
Salley (lamanernacaG % 
( na —— 
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THE MAGAZINE OF MARKETIN 


386 Fourth Ave., New York 16 * Chicago « Santa 
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Promotion 


What the Canadian Business 
Executive Reads 


A study of the reading habits, buy- 
ing practices and ownership character- 
istics of its business executive audience 
s available from Canddian Business. 
The booklet was prepared from tabu- 
lated results of a mail questionnaire. 
Canadian Business, 524 Board of 
Trade Building, Montreal. 


Philadelphia Auto Sales 


The seventh of a series of ‘Phila- 
delphia Automotive Facts” is off the 
presses of The Philadelphia Inquirer. 
The report covers new automobile 
sales for both passenger and commer- 
cial vehicles, by makes and counties in 
the Philadelphia area for the first six 
months of this year. The report in- 
cludes a table of comparisons of new 
passenger car sales during the first 
half of 1949 with the same period 
for 1948 in each of the 20 major busi- 
ness and economic areas of the city. 


Inside an Advertising Agency 


If you’ve wondered what goes in 
an advertising agency, you can find 
out by requesting a copy of a promo- 
tion piece, “How An _ Advertising 
Agency Should Work,” from Van- 
Sant, Dugdale & Co., Inc., Court 
Square Building, Baltimore, 2, Mary- 
land. The booklet takes you on a con- 
ducted tour of each department of the 
agency, and explains the functions of 
each department. 


The Shoppers’ Market 


The American Magazine has a pro- 
motion piece designed to sell you on 
the idea of selling its market. The 
publication points out that the aver- 
age income of its readers is $1300 
above the national average income; 
that national debts are low in rela- 
tion to income but that spending is 
low in relation to holdings of cash; 
that inventories are low in relation to 
sales. Furthermore, if you need to be 
told, there are plenty of needed prod- 
ucts on the market—and that flash 
impressions will not sell. The maga- 
zine remarks, through its promotion 
piece, that management has gone back 
‘0 work, salesmen have gone back to 
work, and asks, ‘““Has your advertis- 
ing gone back to work?” There fol- 
‘OWS statistics and facts on the publi- 
cation’s readers. You can have a copy 
ot the booklet by addressing the maga- 
“ne at 250 Park Avenue, New 
York, N. Y, 
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Look’s Gem of a Market 


Look figures it’s a natural for 
jewelers. And to convince these mer- 
chants of gems, etc., of the fact the 
magazine is sending to a list of 900 
jewelers a clever promotion piece. It’s 
called, “Jewel of a Tie-In,” and in- 
side the cardboard box the jewelers 
will find another, handsomer one. 
This contains a little black book, with 
a “diamond” set into its center. The 
book gives the reader the Looé story 
on its market, jewelry stories and pic- 
tures which the publication has re- 
cently used, together with a listing of 
jewelry advertisers in the magazine. 
Look: 511 Fifth Avenue, New York 
ae oe Ss 


Self-Service Stores at Peak 


so says a Dell Publishing 
Company survey. The self-service 


tood stores, says a promotion piece 


telling of the survey, have gained 
spectacularly in popularity—82% of 
families polled for the survey now 
buy in this type of store. In 1939 only 
41% bought from self-service stores. 
Some 116 products, from baby food 
to sewing machines, were reported in 
the study. The whole story is avail- 
able in a free book from Dell, which 
is at 261 Fifth Avenue, New York 
16, N. Y. 


Kansas Radio Audience 


The 1949 edition of the noy- 
famous Kansas Radio Audience study 
is off the presses. These authoritative 
studies, conducted for Station 
WIBW, Topeka, are made by Dr. 
F. L. Whan. This one, like its pre- 
decessors, is tab-indexed under many 
groupings, provides comparisons of 
listeners to Kansas radio stations, 
among other things. 


TWO CHARACTERS 


welding machine. 


wolf whistles! 


They're salesmen for Westinghouse Electric Corporation's Adver- 
tising Department, these birds. Westinghouse has dubbed them 
Acey and Deecee. The Corporation bought the two Indian hill mynah 
birds and gave them an accelerated three-month course in talking, 
preparatory to their first assignment as hucksters for a new d-c 


Recently Acey and Deecee turned up, vocabulary of 200 words 
and all, at the National Metals Show in Cleveland where they at- 
tracted crowds to the Westinghouse booth. With them was their 
instructor, Mrs. Virginia Belmot, who's famous as a bird trainer. It 
took her months, at three and four-hour classes, seven days a week, 
to teach her proteges to say, "You can be sure if it's a Westing- 
house,” and the other sales slogans they spiel. 

P.S. They've been taught to flatter the women with loud, rakish 
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MAGAZINES 


The Audience Study of 11 Maga- 
zines in Canada, a report prepared 
jointly by the Advertising Research 
Foundation and Canadian Advertis- 
ing Research Foundation, reveals 
that the 11 surveyed publications had 
a total audience of 4,190,000, or 46% 
of Canada’s total population 15 years 
of age and older. 

The 36-page report, released at the 
35th annual convention of the Asso- 
ciation of Canadian Advertisers, is 
being acclaimed by both buyers and 
sellers of magazine space as an im- 
portant milestone in Canadian re- 
search. It is the first study to cover 
all the principal magazines in Canada. 

It also is the first audience study 
to report individually on all the 
leading magazines of any country, the 
first to be based on a completely 
known probability sample of the en- 
tire adult population of a country, 
and the first to be made under the 
tripartite auspices of advertisers, ad- 
vertising agencies and publishers. 

‘Fhe report is based on 9,182 in- 
terviews made throughout Canada 
during April, May and June, 1949. 
All costs of the $75,000 study were 
defrayed by the surveyed magazines. 

The following seven English and 
four French magazines, respectively, 
are covered in the study: Canadian 
Home Journal, Chatelaine, Mac- 
lean’s, National Home Monthly, New 
Liberty, The Reader's Digest (Can- 
adian edition), Time (Canadian edi- 
tion), and La Revue Moderne, La 
Revue Populaire, Le Samedi, Selec- 
tion du Reader's Digest. 

General audience data are reported 


CARL HENKE has been promoted 
to general sales manager of Gen- 
eral Outdoor Advertising Co., Inc. 


Agency Nex 


for the entire group of 11 magazines 
based on total Canadian population 
15 years and older. Similar informa- 
tion is given for the seven English 
magazines based on the English- 
speaking population and for the four 
French magazines based on_ the 
French-speaking population. 

The report reveals that the 11 
studied magazines reach 42% of the 
men and 49% of the women; 55% 
of the people in places with more 
than 100,000 population, 49% of the 
people in places 1,000 to 100,000, and 
38% of the people in places under 
1,000 and rural; 73% of the people 
with some university education or 
better, 60% of the people with high 
school or technical education, and 
32% of the people who claim grade 
school or less. 

The total number of readers and 
number of readers per copy are re- 
ported for each of the 11 magazines. 

The report also gives data on 
penetration and audience distribution 
of each magazine by sex, age group, 
community size, urban vs. rural, geo- 
graphic regions, education levels, oc- 
cupation of the head of the household, 
marital status, housewives vs. non- 
housewives, and by home ownership 
and household possessions. Further, 
figures are reported on the total audi- 
ence and percentage of adult popula- 
tion that can be reached by any com- 
bination of two English magazines 
or of two French magazines. 

The Canadian Advertising Re- 
search Foundation managed the 
project and the Advertising Research 
Foundation supplied the technical 
knowledge, validated the findings, and 
wrote the report. The C. A. R. F. 
is sponsored by the Association of 
Canadian Advertisers and Canadian 
Association of Advertising Agencies 
while the A. R. F. is sponsored by 
the Association of National Adver- 
tisers and the American Association of 
Advertising Agencies. 

Canadian Facts, Ltd., Toronto and 
Montreal, conducted the field work. 
Alfred Politz Research, Inc., New 
York City, developed the sample and 
aided in aspects of the methodology. 


The Dell Publishing Co., on behalf 


of its Dell Modern Group (Modern 


Romances, Modern Screen, 


Screen 
Stories), has instituted a continuing 


EDWIN L. SULLIVAN, advertising 
director, Meredith Publishing Co., 
elected to board of directors, 


national panel of consumers that will 
operate in conjunction with a pane 
of the Dell Modern Group families 
for reports on customer attitudes and 
consumption of products. The nz 
tional panel has been set up by the 
National Family Opinion organiza. 
tion, Toledo, O. The group consists 
of 1,200 families who do not read 
Dell Modern Group magazines and 
who comprise a cross-section of the 
United States with respect to age, in- 
come, city size, and geographical dis- 
tribution, and a Dell panel consist. 
ing of 1,200 families who are a crow 
section of Dell readers by the same 
standards. Each panel has been de 
signed to provide an accurate, con- 
tinuing index of the tastes and buying 
habits of these two groups. 

The first report was devoted to 
the characteristics of the families, 
both Dell and national. The second 
study reports on family food con- 
sumption. A two-week diary, in 
which the housewife lists all pur- 
chases by size and quantity, was used 
in the study. Over 113 types of food 
products were checked in the follow: 
ing classifications: baking goods; 
fresh fruits; canned _ vegetables; 
canned fruits; canned meats; canaed 
fish; canned juices; frozen foods; 
packaged meats; cereals; dog foods; 
dairy products; confectionery; s0ap 
products; beverages; household aids 


———— 


— 
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MAX J. GERSTMAN succeeds 
W. H. Moore as advertising sales 
director of The Detroit News. 


SALES MANAGEMENT 


be st 
mad 
a yei 


F; 
poin 
lishe 
win 
Tid 


ager 


will 
anel 
ilies 
and 

na- 

the 
1za- 
sists 
read 
and 

the 
, In 


Further, a study is now being com- 
pleted on the baby and children’s 
market represented by national and 
Dell families, with buying trends and 
brand patterns for every type of chil- 
dren’s product analyzed. 

Broad marketing patterns, such as 
reactions to price levels, will also 
be studied in the series which will be 
made available at least four times 
a year. 


Frank C. McMullin has been ap- 
pointed manager of Periodical Pub- 
lishers’ Service Bureau, Inc. . . . Ed- 
win F. Thayer, former publisher of 
Tide is named assistant business man- 
ager of Quick. 


BUSINESS MAGAZINES 


Organized as a professional society 
for editors of qualified business pub- 
lications, the Society of Business 
Magazine Editors held its initial 
meeting in Washington, D. C., late 
last month. 

Membership in the new organiza- 
tion has been established on a publi- 
cation basis, with one vote for each 
publication. Headquarters are in Na- 
tional Press Building, Washington, 
A & 

Elected officers of the Society are: 
Paul Wooton, Chilton Co., Inc., 
president; John McPherrin, 4 meri- 
can Druggist, 1st vice-president; 
Irwin H. Such, Steel, 2nd vice-presi- 


APPOINTED: (Left to right) Russell C. Jaenke, director of advertising, Penton 
Publishing Co., and James W. Zuber and Robert L. Hartford who have been named 


business managers of the firm's publications, Stee/ and Machine Design, respectively. 


DOCUMENTARY 


Bernard Dolan, president of the 
National Industrial Advertisers As- 
sociation, has announced: “The 
N. I. A. A. has accepted an invita- 
tion from Putnam Publishing Co., 
Chicago, to co-sponsor a color motion 
picture featuring industrial adver- 
tising’s selling power, as documented 
in reports of advertising-sales accom- 
plishments which won high places in 
competition for the N. I. A. A.- 
sponsored Putnam Award ... The 
purpose of this film is to provide con- 
vincing demonstration to top man- 
agement that industrial advertising 
can, and does, play an important part 
in selling products and services to in- 
dustry ‘ in making such selling 
more effective and more econom- 
oe 

_Mr. Dolan pointed out that this 
Picture will be completely documen- 
tary and factual. 

It is anticipated that the picture 
will be completed early in 1950. 
rints will then be available for show- 
ings before top management execu- 
tive associations throughout the coun- 
try, to manufacturers’ associations, 
sales managers’ groups, service clubs. 
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dent; James Warren, Ahrens Publi- 
cations, secretary-treasurer. 

The executive committee, with ofh- 
cers serving as ex-officio members, is 
comprised of Charles O. Herb, Ma- 
chinery; Carl Dipman, Progressive 
Grocer; Carl C. Harrington, Mill & 
Factory; Charles G. Heale, Hard- 
ware Age; Philip Salisbury, SALEs 
MANAGEMENT; Stanley Smith, T'raf- 
fic World. 

e 

The Audit Bureau of Circulations 
has just released the first A. B. C. 
audit for Practical Builder. ‘This 
audit covers the six-month period 
ending June, 1949. 


RADIO 


A new tool for advertisers using or 
thinking about the use of spot broad- 
cast advertising has been published by 
the National Association of Radio 
Station Representatives. Entitled 
“Spot Radio Estimator,” it is a 68- 
page book containing 58 pages of 
tables which show the cost of spot 
radio anywhere in the United States. 

The Estimator has three principal 
tables: division by geographical 
groups; division by metropolitan 


markets; a table giving spot rates in 
1,160 places in the United States in 
which there are one or more radio 
stations. 

Each table shows the rate for the 
highest cost station, the average rate 
for affiliated stations, and the average 
rate for non-network stations. These 
rates are given for 30-minute periods, 
15-minute periods, one-minute an- 
nouncements, and for station breaks. 
Each table is accompanied by a 
formula for figuring frequency dis- 
counts, other time units, and other 
time classifications. The book also 
lists the names of all of the members 
of N. A. R. S. R., with a list of their 
offices and telephone numbers. 

The Spot Radio Estimator has been 
sent to advertising agencies and to 
advertisers as well as to the stations 
represented by members of N. A. 
R. S. R. 

The stated purpose of the book is 
to help account executives, media 
men, time buyers, plans board men in 
advertising agencies, and officials of 
advertisers to make quick estimates of 
the cost of any kind of spot campaign, 
and to figure how much spot broad- 
cast advertising can be bought for a 
given appropriation. 

From this book one may assay the 
cost of any time unit in any daytime 
or nighttime classification in the 35 
metropolitan markets of 500,000 
population or more, or in the 70 mar- 
kets in the 250,000 to 500,000 list, or 
in the 150 markets with 100,000 to 
250,000 population, or in a total 
number of markets, two-thirds of 
them being in places with less than 
25,000 population. 

* 

Radio audience measurement serv- 
ices have concentrated too much on 
measuring home listening only, so that 
advertisers are unable to obtain a true 
picture of their audience, Hugh M. 
Beville, Jr., director of research for 
National Broadcasting Co., stated 
during a luncheon given recently by 
Pulse, Inc. 

“The duplication that exists be- 
tween measurement systems today 
cannot continue indefinitely,” Mr. 
Beville said. ‘““There must be a great- 
er division of labor among measure- 
ment services so that the true meas- 
urements of home audiences and 
outside-the-home audiences will be 
recorded, and this reporting should 
be in uniform terms so that outside 
listening can be readily added to home 
listening.” 

Without considering the estimated 
20,000,000 receiving sets available for 
listening outside the home, a compre- 
hensive measurement record could 
not possibly be accurate, he pointed 
out. 
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CONSOLIDATED—The Indianapolis (\nd.) 
Star and News: W. A. Dyer, Jr., (left) and 
E. C. Woempner (right) are named, re- 
spectively, general and business manager. 


Mr. Beville cited six surveys, in- 
cluding one by NBC in Washington, 
D. C., which showed that 12% of 
the population listened to a car radio 
in a typical weekday and that the 
average listening time while riding 
was 50 minutes daily: Another survey 
he referred to showed that in New 
York City between 3:00 and 4:00 
P. M. the out-of-home audience 
equalled 59% of the audience in the 
home, and that between 8:00 and 
9:00 P. M. Sunday evening more 
than 1,250,000 New Yorkers were 
listening outside the home. 

In Mr. Beville’s opinion, however, 
the quantity and quality of audience 
measurement available to broadcast- 
ers exceeds that produced for other 
media. 

* 


The Columbia Broadcasting Sys- 
tem, Inc., has been judged as having 
the “best 1948 annual report of the 
broadcasting industry,” according to 
the final ratings of the Annual Re- 
port Survey conducted by Financial 
World Magazine. A bronze “Oscar 
of Industry” trophy was awarded 
CBS at the Financial World Annual 
Awards Banquet held at the Hotel 
Statler, New York City, October 31. 


o 
Ivor Kenway has been named vice- 


WALLACE F. TRAENDLY, vice- 
president and director of Reinhold 
Publishing Corp., joins McGraw- 
Hill as publisher Chemical 
Engineering and Food Industries. 


president in charge of new business 
for the American Broadcasting Co. 
Formerly vice-president in charge of 
advertising, promotion and _ research 
for ABC, he will now report to Fred 
Thrower, vice-president in charge of 
sales for the network. Ted Ober- 
felder will continue as ABC’s direc- 
tor of advertising, promotion and re- 
search and, in addition, will assume 
the duties in these departments 
formerly handled by Mr. Kenway 
‘ Maurice C. Coleman is the 
newly appointed general manager of 
WATL and WATL-FM, which are 
owned and operated by the Atlanta 
Broadcasting Co., Atlanta, Ga. 


TELEVISION 


Television receivers in this country 
have passed the 2,500,000 mark with 
installation of approximately 255,000 
sets during the month of September, 
according to Hugh M. Beville, Jr., 
NBC director of research. The total 
number of receivers was 2,565,000 at 
the end of September; 2,310,000 at 
the end of August. 

Of all the sets installed in the 
United States, 31% are located in the 
New York City area. One year ago 
New York had 46% of all receivers 
in the country. Mr. Beville revealed 
that set installations are far ahead of 
predictions. 

As of October 1, 48 market areas 
were covered by television, represent- 
ing an increase from the previous 
month of five new television stations 
and three new markets: Dallas, Tex. ; 
Johnstown, W. Va.; Greensboro, 
N. C. Not included in this count are 
four more new stations which came 
on the air during October: WOR- 
TV, New York City; WBNS-TV, 
Columbus, O.; WMBR-TV, Jack- 
sonville, Fla.; WDAF-TV, Kansas 
City, Mo. 


Latest figures compiled by WFIL- 
TV, Philadelphia, reveal that com- 
mercial accounts on the station are 
keeping pace with higher advertising 
rates scheduled to go into effect 
November 15. The current list of 
sponsors contains 101 names—93 
more than the original listing of 
eight advertisers who bought time on 
the station during its first week on 
the air in September, 1947. 

Because of the growing number of 
advertisers being attracted to tele- 
vision, Roger W. Clipp, general man- 
ager of The Philadelphia Inquirer 
stations, predicts that the gross in- 
come from television will exceed the 
returns from radio within the next 
year or 18 months. “By that time,” 
he says, “television will have taken 
the lead as an income factor in spite 


C. J. WITTING has been named 
executive assistant to Commander 
Mortimer W. Loewi, director of 
the Du Mont Television Network. 


of radio’s 
lation.” 
However, he emphasizes _ that 
amortization of television’s enormous 
costs will be a long-term project, and 
that much of the money spent by TV 
advertisers will have to go toward 
further development of the medium. 
Mr. Clipp foresees a basic evening 
hour rate of $2,000 for the station 
within two or three years. The stz- 
tion’s present increase is bringing its 
evening hour rate from $550 to $700, 
its spot announcement, $70 to $100. 


continued greater circu- 


WNBK, Cleveland, reports an 
increase of 12,235 TV sets during 
September in its viewing area. The 
total number of receivers in North- 
eastern Ohio is 87,741, according to 
an independent survey made by the 
Bureau of Business Research of 
Western Reserve University. 


KPHO-TV, Phoenix, Ariz., will 
become a primary affiliate of ABC’ 
TV network November 27. The net: 
work will then have 36 affiliates plus 
five owned and operated stations, 
comprising a total network of 41 
stations, 38 of which are on the ait. 


MERALD LUE has been appointed 
by Reinhold Publishing Corp. ad- 
vertising sales manager, American 
Chemical Society publications. 
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WANTED: BETTER IDEAS 
FOR INDUSTRIAL SELLING 


In terms of dollar value, it’s estimated roughly that the 
volume of industrial goods sold in this country is five 
times as large as consumer goods. But the ratio of promo- 
tional effort is just reversed. This is why there is so much 
excellent material available from consumer concerns on 
marketing techniques and theories. This wealth of ex- 
haustively tested sales ideas from the consumer field is 
reflected in the editorial pages of SALES MANAGEMENT, 
despite the fact that a substantial percentage of our 
readers have nothing but industrial products to sell to in- 
dustrial users—and nothing to the public. Industrial sales 
chiefs, like those for consumer products, look for the best 
tested ideas, regardless of their origin. They’re adaptable. 


For a long time it’s been obvious that industrial market- 
ing theories and techniques have been caught in a tight 
little circle. Theories and practices have been passed along 
to oncoming generations of industrial sales and advertising 
executives pretty much by the case-history method. This 
approach will always have its merits, but it suffers seri- 
ously from inbreeding. Marketers of consumer goods 
constantly are challenging accepted concepts of distribu- 
tion. They long ago ceased to be concerned wholly with 
convenience to themselves in manufacturing and dis- 
tribution. They think in terms of the buyer’s convenience 
and economy. At every step in the distribution route, from 
the point of consumption back to the factory, the changes 
in the past 20 years in store design, packaging, labeling, 
and in promotion are obvious. 


Changes in methods of industrial marketing are much 
less obvious, though not necessarily less needed or desired 
by industrial buyers. Progress is slow largely because only 
a handful of marketing executives actively challenge ac- 
cepted methods of distribution. 


Against this background, we'd like to draw your atten- 
tion to what we believe will be a hallmark in industrial 
marketing. It’s the “Survey of Industrial Buying Prac- 
tices,” just issued by the National Industrial Advertisers 
Association.* The survey delves deeply into exactly how 
some 2,000 people with purchasing influence in 512 in- 
dustrial concerns actually bought, or considered buying 
specific kinds of equipment, materials and parts. 


The study will provide many useful clues for deter- 
mining the size of the sales budget (relating it to the mar- 
kets to be cultivated), how to divide monies between 
direct sales efforts and various forms of printed promotion. 
There are data helpful in deciding what products to pro- 
mote through printed promotion, for example. 


This industrial study is not a one-shot cure-all nor a 
substitute for frequent research into industrial buying 
practices. But it is a highly useful and timely contribution 
to scientific industrial marketing. We think it merits 
serious consideration. We are hopeful, too, that it will set 
the pattern for other similar studies. 


*See “What 2,000 Industrial Buyers Told Us About How 
They Purchase,” page 40 of this issue. 
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WHAT IS A BRAND? 


The headline on one of Pepperell Manufacturing Com. 
pany’s October magazine advertisements hit us betweep 
the eyes. It said: “Pepperell Is a Promise.” Perhaps the 
Brand Names Foundation ought to steal this idea, change 
it into a slogan: “Ad brand name is a promise.” 


There’s a lot of meaning packed into those words, 
When we buy a brand, isn’t a “promise” what we buy? 
A promise of a known standard and unvarying quality? 
Until someone gives us a better definition of a brand 
name, we'll keep this one pasted in our hat. 


A NOTE ON UNION STRATEGY 


The unions that are interested in capturing sales forces 
are losing no opportunities to capitalize on casual or 
chronic causes for contention between salesmen and man- 
agement. Now they’ve discovered that hundreds of sales- 
men are dissatisfied with the automobile setups under 
which they are working—with such elements as the neces- 
sity for financing the purchase of their own cars, with 
flat allowances for operation which may not be realistic, 
or overly complicated plans for itemized expense accounts. 


In at least one instance this situation has brought a 
company to the point of buying its own fleet, assuming 
all expense, and even throwing in the dividend of u- 
limited privilege of personal driving. 


NEGLECTED SALES TOOL? 


One of the toughest problems in getting more value out 
of the advertising investment is how to interest salesmen 
and dealers in merchandising your advertising. 


The problem does not lie in any failure to recognize 
the need for merchandising the advertising. It stems rather 
from the difficulty inherent in translating an intangible— 
advertising—into bits and pieces so that salesmen and 
dealers make it a basic part of their sales thinking. 


We'd like to call your attention to the article on page 
37 of this issue. The headline tells the story: 


When Dealers Ask Salesmen, 
“How Do Your Ads Pay Off for Me?” 


The authors, we think you will agree, have made 4 
practical approach to defining the ABC values of adver- 
tising. The dealer is not interested in advertising as such 
any more than he is interested in your product. His 
primary interest lies in the profit and good-will that your 
product—or your advertising—will produce for him. 
Likewise the salesman will respond most readily when the 


* value of your advertising is presented to him in terms 0 


how it will help him earn more money and good-will. 


There is another point to be considered in giving sales 
men more. information on advertising. The authors point 
out that the objections salesmen have to swallow ever 
day are as injurious to their morale as rusty razor blades. 
One of these involves advertising. Do you leave them t 
fumble for the right answer or do you train them in the 
basic values of advertising? 
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Out for Food Sales? Sell most 
in San Francisco’s “BEST CIRCLES” 


7 of 10 Food Dollars 


Spent in TRADING ZONE 


Look where the school kids are for a clue in 
aiming food advertising. State Department of 
Education records show 77.4% of school at- 
tendance in the 8-County trading zone part of 
San Francisco's 9-County Bay Area market— 
22.6% inside San Francisco. 

Check family size: 3.16 persons per trading 
zone family, 2.84 per city family. Food sales, too 
(but naturally!) are 68.9% in our trading zone 
(Sales Management’s 1949 copyrighted survey). 


As you buy newspaper space in Pittsburgh 
and Boston that’s the market picture in San 
Francisco LIKE-WISE. With The Chronicle 


heading your list! 


1O7Mi. 20—9Mi. 3ORMi. 4ORMi. SOEM 


Appetites and shopping lists are bigger 
in our suburbs...where The Chronicle's a main 


influence in winning loyal brand-users 


AN FRANCISCO department stores and famed specialty shops 
Ss (which make The Chronicle their first-choice medium year after 
year!) know this for a fact: 

Dollars spent for merchandise in“The City”... and dollars spent 
at community food stores out in our trading zone... often come out 
of the same suburban-family pocketbooks. National brand adver- 
tisers can afford to “bet heavy” on The Chronicle’s sales-important 
trading zone coverage. Offered along with plenty of top-district city 


circulation, it gives you a stand-out buy! 


San Francisco Chron icle 


DELIVERS “BEST CIRCLE*’ COVERAGE 
IN TRADING ZONE AND CITY TOO 


SAWYER, FERGUSON, WALKER CO., National Representatives 
.- New York+ Chicago+ Detroit « Atlanta + San Francisco + Los Angeles 


ars 


Use the Chicago Tribune and see for yourself why 
general grocery advertisers allot more of their promotion money to the Tribune 
than to any two other Chicago papers combined ! 


